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1 BRAND POSITIONING

Why we need
orana
guidelines

Affirm

Brand positioning

They help us achieve:

Clarity

Consistency

Conviction

Being clear and single-minded about
our uniguely relevant point of view

distinguishes us from our competitors

When we communicate our distinct
point of view consistently, across every
touchpoint, we build credibility and trust

in our brand

Clear and concrete brand norms allow
us to better rally our employees,
merchant partners, and consumers to

become brand advocates and loyalists



—HOW TO
Use these
guidelines

Affirm

Refer to our brand guidelines any time you're
creating or evaluating work that presents the
Affirm brand to the world.

Whether you're crafting a press release, giving feedback on an asset
developed by a partner, or even sending an email to a merchant, you
are an ambassador of the Affirm brand. These guidelines will help us all
express our brand with conviction, clarity, and consistency—and that’s

what it’s all about.
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1 BRAND POSITIONING

The very best brands in the world are clear,

_‘_ h e . m p O Ct single-minded, and consistent in how they

show up in the world.

Of b rQ I ' d When you see their billboards, their commmercials, or even their color

or typeface, you know exactly who they are, who they’re for, and what

you can expect from them.

Affirm Brand positioning



1 BRAND POSITIONING

Brand starts
with positioning

BRAND POSITIONING

Our brand’s positioning is the distillation

of our unique, distinct presence as a CATEGORY CONSUMER CULTURE
company. [t's uncovered through research |dentify the codes, norms, and Understand what motivates our Unpack the defining shift our culture
assumptions of the category to audience and their consumption is experiencing without making

into consumer behavior, the cultural
find a white-space opportunity. choices without making assumptions. assumptions about the past or future.

climate, and the competitive landscape.
In short, it’'s a framework that guides the
choices we make by clearly establishing MISSION The actionable purpose of our company and the value we deliver.

three things:

ENDURING BELIEF The change a brand believes in making in the world.

What we do (our mission)

What we believe (our enduring belief)
How we express it (our tagline) TAGLINE The creative way we communicate that to consumers.

Affirm Brand positioning



1 BRAND POSITIONING

A brand mission statement clearly communicates a brand’s purpose, objectives,

and how it plans to serve its audience. It is action-oriented and gives readers an

QOur mission

idea of what your business does and what impact it wants to make. For Affirm, that’s
Deliver honest financial products that improve lives.

A brand’s enduring belief is the change it wants to create in the world. It’s a north

O ur en d U rl N g be ‘ Ief star for any of our communications. For Affirm, that’s

Realize the power of your money.

If our enduring belief is our north star, our tagline is our rallying cry. And unlike our
enduring belief, our tagline is meant to be seen by our consumers. Think of it
Our tgg line is our written mark—much like our logo is our visual one.

It's memorable, digestible, and elastic enough to encompass multiple campaigns

throughout the entire funnel.

Affirm Brand positioning




1.4 BRAND TAGLINE

At Affirm, we believe money shouldn’t dictate your direction in life. That it should
open up options instead of limiting them, and help you get where you're going
without getting in your way. That’s why we offer people the financial flexibility to

choose what works for them—in finances and in life.

Our tagline is a reflection of this belief—and nods to both the products we offer

as well as the freedom they can bring.

Our tagline is

Affirm Brand positioning



Brand
ersonality

Affirm Brand personality

How we sound
Examples

No asterisks
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2.1 BRAND VOICE

Sharp,

not snarky

We're smart and incisive, with

a witty, relatable edge. We're

never cynical or mean-spirited.

Brand personalit
.l- . [ =

—_— =

<

Sincere,
not schmaltzy

We know our role in your life.
We're rooting for you, we believe
in you, but we understand we're

“not on this journey” with you.

To-the-point,
Nnot harsh

We tell it like it is without
being flippant or blunt. We
neither embellish the facts nor

hide what’s most important.

Encouraging,
not irresponsible

We support people in getting
the things they want and need,
but we'll never tell them to make

financial decisions that aren’t

in their best interest.




2.2 EXAMPLE STATEMENTS

Sharp,
NOC
SNArKy

We're smart and incisive, with a witty,
relatable edge. We're never cynical or

mean-spirited.

Affirm Brand personality

What it sounds like

Money doesn’t grow on fees

Make money in your sleep

What it doesn’t

Still using that one-trick credit card?

Bet your current APY is lower than ours

(Better than CCs)

(Savings)

(Better than CCs)

(Savings)

12



2.2 EXAMPLE STATEMENTS

Sincere,
NOT
schmaltzy

We know our role in your life. We're
rooting for you, we believe in you,
but we understand we're “not on this

journey” with you.

Affirm Brand personality

What it sounds like
On a budget? Don’t budge it.

We're always around—but in a good way

What it doesn’t

Your budget will breathe a sigh of relief

Find us wherever your journey takes you

(Flexibility)

(Ubiquity)

(Flexibility)

(Ubiquity)

13



2.2 EXAMPLE STATEMENTS

To-the-
point,
NOT NArsn

We tell it like it is, without being flippant
or blunt. We neither embellish the facts

nor hide what's most important,

Affirm Brand personality

What it sounds like

Smarter than the average card

Credit isn’t the problem.
Credit cards can be.

What it doesn’t

Your credit card sucks

If you're not using Affirm,
you're doing it wrong

(Affirm card)

(Why use Affirm)

(Affirm card)

(Why use Affirm)

14



2.2 EXAMPLE STATEMENTS

Encouraging,
NOC
irresponsiole

We support people in getting the things

they want and need, but we'll never tell
them to make financial decisions that

aren’t in their best interest.

Affirm Brand personality

What it sounds like

Let your budget do the shopping

See how much you can spend

What it doesn’t

You deserve to splurge

You’ve got plenty to spend

(Spending)

(Purchasing power)

(Spending)

(Purchasing power)

15
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3.1

Leavewu

e,
Asterisks allow, com,pdmes to say ‘
things that aren’t qurfé ’cmﬂ& yvhrc;h r§’
probably why they’ve become symbollc
of the complexity and deceltfulness of

traditional financial institutions.

We've committed never to use asterisks

on Affirm-owned properties.

| Affirm ' Brand person-él_li'_ty
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Visual
iIdentity

Visual identity

Logo & usage

Brand colors & usage
Fonts

Photography
lllustrations

Examples
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3.1 LOGO

We make a mark

Primary logo

Our primary color logo should be used
whenever possible to build consistency

in and recognition of our brand.

Logomark
The logomark is a compact version of
our primary logo, and it should be used

only when there’s clear mention of the

Affirm brand name. (Social media icons,

app icons, etc.)

Affirm Visual identity

affirm

Primary logo

a

Logomark

18



3.1 LOGO USAGE

Ourlogo, in
black and white
(and indigo)

Color variations

Whenever possible, please use our full-
color logo to build brand recognition.
The black and white versions can be
used when there are design constraints
(eqg. the logo is on a photograph or
colored background, or when it needs
to be printed in one color, or featured

with a merchant partner logo).

Affirm Visual identity

aﬁ’m

aﬂ’m
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3.1 LOGO CLEAR SPACE

We like room
tO move

Clear space

The clear space below our full logo is the
x-height of our letters. For the top, left,
and right sides, the clear space is half
the x-height.

To determine the x-height:

- Place the X’ above the arch and at
the baseline of the logo or logo icon

- For the left and right sides, rotate
the X’ 90 degrees and place it directly
to the left and right sides of the logo
and the arch

- Remember that for the Affirm icon,
the clear space is half of the x-height

of our letters on all sides

Affirm Visual identity

X height a

X height

half X height

(d)

half X height

rm

half X height

half X height

ec/ O\

half X height

X height
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3.1 LOGO CLEAR SPACE

We lead with our
heart—and
sometimes our logo

Clear space

Always use appropriate clear space
around our logo and logomark when

using them in a sentence.

Make sure our logo either falls at the
beginning or the end of a sentence. If
“Affirm” falls in the middle of a sentence,
the logo can not be used and “Affirm”

must be spelled out.

- affirm) helps you get the

things you want and need




3.1 LOGO MINIMUM SIZE

No small matter

Our logo is our mark on the world and

should always be legible.

Affirm Visual identity

affm @

0.5 inches 0.3 inches

Minimum sizes for print assets

affm @

50 pixels 30 pixels

Minimum sizes for digital assets

22



3.1 LOGO DO’S AND DON’TS

/\ affirm) 13

- o
N

You know the drill

A few don’ts

We know you know this already.

But just in case, please:

affm @ﬁ@

1. Don’t use any unapproved colors afpll L-‘] A
2. Don’t distort, space out,

or stretch the logo

Don’t use gradients

Don’t use the logo to mask any images

e o Affirm)  affim)  affiem)

Don’t alter the spacing between l
the letters

Don’t alter the spacing between the

word and the arch

. Remember to use the clear space r'\
. Don’t place the logo at an angle aﬁ\"m aﬁl rm ‘

. Don’t use drop shadows

Affirm Visual identity




3.1 LOGO SUB-BRANDS

One big,
happy family

Sub-brand architecture

Occasionally, we may create branded

names for our products, customer

groups, or internal teams. For example:

- Affirm Card™
- Affiirm for business

- Affirm for developers
The name of the product or group

is positioned in relation to our master

logo using the scale shown here.

Affirm Visual identity

s afFfirm) sub-brand

half X height

s (@) Sub-brand

half X height

Examples

afﬁrmi for business

afﬁrmi for developers

(Q) for business

(Q) for developers

24



3.1 LOGO + MERCHANT

We work well
with others

Our merchant relationships

Affirm works with many different brands,
and our relationships with them vary in
special ways. Here’s how we like to show

them respect visually.

Affirm Visual identity

affirm) - cucci

X height

affm

x height

GUCCI

x height —|—

This is a partnership

These relationships occur when Affirm proudly joins
forces with another brand. Affirm shares this excitement
for the partnership and informs our audience that Affirm
is available at their favorite merchant.

affirm) - cucci

X height

aﬁ’m

x height

GUCCI

45°

x height X

This is a collaboration

These relationships are formed with Affirm and a partner
merchant to create a delightful product or experience
together. Both brands have equal weight in this
arrangement, one never overshadows the other.

25



3.2 BRAND COLORS & USAGE

Showing our
true colors

10% | 40%

Indigo is our brand color

The color of intuition and perception,
indigo conveys devotion, integrity, and
sincerity. Our brand color is reserved
for making an impact—for example, in

headlines or UI.

Dandelion is our accent color

Bright, positive, and exciting, this color is

also used sparingly to enhance a design.

Indigo White Dandelion

Paired with black, white, and gray, which

are used to balance our designs, this - . Light
Indigo Gray Dandelion

palette feels clean, approachable, and
Dark
Dandelion

elevated. Please refer to this usage

chart when implementing.

Affirm Visual identity




3.2 COLORS

HEX

Color by the numbers

R 74
G 74
B 244

When creating digital assets s

The RGB or HEX values are all you need. Ko

PANTONE
2726 C
2728 U

Using our colors for print

Always use Pantone or CMYK color
values for print pieces. Our RGB/HEX
colors shift slightly in vibrancy when

converted for print use.

HEX
212189

R 33
G 33
B 137

C 100
M 86
YO

K 35

PANTONE
2748 C
2372V

Affirm Visual identity

HEX
000000

C 60
M 40
Y 40
K 100

PANTONE
Black 6 C
Black 6 U

HEX
D4De6D7

R 212
G 214
B 215

C 16
M1
Y 1
KO

PANTONE
2726 C
2728 U

HEX
FFFFFF

R 255
G 255
B 255

HEX
FFE98F

R 255
G 233
B 143

co
M7
Y 61
KO

PANTONE
1215C
1205 U

27



3.3 FONTS

We make
headlines

Axiforma is our primary font

This geometric sans-serif typeface has
20 different styles and is extremely
versatile. Its lack of fussiness or frills
feels both humble and modern. It’s well
suited for editorial design, branding,

web, display, and broadcast.

How to use it

While Axiforma is our primary font, we're
very specific about its use. We reserve
this font for headlines or very short

blocks of copy.

Affirm Visual identity

Axiforma

Tnin
Light
Book

Secondary weight options

Medium
Semi Bold
Bold
Extra Bold

28



3.3 FONTS

We make plenty
of small talk, too

Calibre is our secondary font

While it may be number 2, Calibre
certainly isn’t relegated to the bottom
shelf. We use Calibre on a daily basis
on multiple platforms and in mediums
ranging from web to in-app to mass-

marketing materials.

How to use it

This too is a sans-serif, geometric
typeface and has 14 different styles, all
of which provide excellent legibility in
various sizes and weights. It’s very well
suited for print, web, app, display, and

broadcast use.

Affirm Visual identity

Calibre

Primary weight options Secondary weight options

Thin Medium
Light Semi Bold

Regular Bold
Black

29



3.3 FONTS

When we need to
speak to everyone

Helvetica is our default font of choice
Online, things don’t always go to plan.
Emails are a good example of this.

Not everyone has Axiforma or Calibre
installed on their devices, so we use

Helvetica as our replacement font.

How to use it

If you know that Axiforma won'’t be
viewable in the digital asset you're
creating and you still need live text,

please use Helvetica instead.

Affirm Visual identity

Helvetica

Primary weight options

Light
Light oblique
Regular

a Bb

Secondary weight options

Oblique
Bold
Bold Oblique

30



3.3 FONTS

When we need to
speak Google

Montserrat

If you are working in Google Slides or
on HTML banners that need a Google
font, Montserrat is the next best thing

to Axiforma.

Montserrat

nin
Light
Regular
Medium

Secondary weight options

Semi Bold
Bold
Extra Bold

31



3.4 PHOTOGRAPHY

Qur photograpny
style is journalistic




3.4 PHOTOGRAPHY

IT's emotional

Whenever possible, we feature our
customers in their natural habitat and

capture authentic, real-life moments.

Our photo attributes are emotive,
candid, and relatable. Our style is
authenticity with polish, and imagery
should work across various shopping

categories, merchants, and products.

Affirm Visual identity




3.5 ILLUSTRATIONS

It's expressive

Our illustrations are simple in design.

We use them purposefully and sparingly.

For example, our illustrations can be
used to help visually explain content

when photography is not able to.
Our illustration library contains a range

of illustrations in various sizes and levels

of detail to suit a number of use cases.

Affirm Visual identity
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Affirm

Tread

It's more than a treadmill. Paloton Tread
oifers manning, bootcamp, sirength, and

% APR. includas 5350 dalivery

Cehaops MK

< A

We're more than pay-
over-time

Learn mone about Afllrm

Affirm on the go

Dewnload the app

y 4

et
e
e

Ao

-5

more. Slarting at 563 mo for 43 months at

affirm| IKON

50+ destinations.
11 countries.
1 pass.

Unlock warld-class fun next wanier wilh

Steamboat
The birthplace af Champagne Powdar

No longer stressing about
a basic need

| was able lo god lires, brakes, and rolors
for my car. | am now =safa when deiving
my car. It all came dua al once and there
wis nd way | opuld affond if, .. 'm no
Ipnger siressing aboul 8 Dasc nead

~Shawn

Mo nonsense

*1 love Alfiemn. .. no gofchas, and no
nonseTsa "

-Fuased

el rin o [t ToETT.

SEasons ahead

NET-A-PORTER

Delight in the bold new 3323 collections
sure 1o pul a spring in your step.

-

affirm

Press play this fall

The Best way to celebrabe Mational Video
Gameas Day T Galting the sefup and games
WO baan dr.:urrung of without paywsg all

al oncd. Skt a e Fadibon ol Giuiming
together this season

Shop top brands

simple (interest)
is better

Mog] credil cards charge I'.“CII'|‘1|:H:IIJI'I'I1 inbsnest—
a complicated way of saying youT end up
paying inferest on your inbenesl. When wa

Ehﬂh;d'.‘- intenas! {which sn'T ..'l|l.'|'.:1'|r!\'l. s I'.'II"I|:||'
ever ihe smpla Kind-—a fial amoiend that will
EVET G UD

Get $20 off at Nike

Activale your discount beiow, then make a
purchasa of 5100+ by 1171 and pay over
tima. This i whal wo call a win-winl Sea

foobes lor more dedails

Aeckivale and shop

How to get 520 off
- B |

affirm - Q PELOTON

Gains for your
home gym

QOutfit your home gym
with Peloton

THE OUTNET

THE QUTHET is the onling destination
for past-season luxury fashion at up 1o
T0% off.

( Shop now )

affirm

There’'s more in

Everything you need—all in
one place

$1,129.29

. SEAT
affirm EEH{

From 30-inch TV
to the 30-yard line




3.6 MARKETING EXAMPLES

SEAT From daydreaming to
GEEK living the dream

-

an:_; . P
affirm)

From 30-inch TV to _ ' N g \

"
Certified Diamaond [ "I'.A- Diamond Bangls

d . = : f i aﬁm - _J_-H{[-’_] ] Saolitaire Earrings Bracelet
g W B ne *Frém 304inch TV to

on SeatGeek. the 30-yard line

LET MOM SHINE

iy ovie temii 1od Maothers Day

to match any mom's style

Pay over time for NFL tickets

From 30-inch 'I:V to A aﬂ"m + EEE[E
. SEAT E— the 30-yard line = _
affirm! © GEEK i )

Pay over fime for MFL tickets on SeatGeak,

Affirm Visual identity 37



3.6 MARKETING EXAMPLES

(

From going stir crazy on every flight

Send Message

Affirm Visual identity

(_,

To springing for extra leg roorn

SCHEAPDAIRCA SFLIGHTHUB

Send Message

And unlimited entertginment

SCHEAPOAIRCA SFLIGHTHUB

Send Message

Your trip, on your terms

< BOOK TRAVEL

Send Message
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PLEASE CLICK FOR:

Brand one-stop shop site

Brand logos

Fonts

Colors

Photography library

lllustration library

Email templates

Writing guidelines

Marketing compliance & legal guidelines

No asterisks guidelines
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https://sites.google.com/affirm.com/boss/brand-overview?authuser=0
https://drive.google.com/drive/folders/1TVvLIla9B8g16WAHEMJFiQTZU-oB2G6c
https://drive.google.com/drive/folders/1GWLYbKaxvMJu2HlViCfxvHKjEdtmvT_Z
https://drive.google.com/drive/folders/1zB2fmIgkfmq7UW0LSSahhWekAcBd4pIn
https://drive.google.com/drive/folders/1NzvypjHptt4xs_HAoucfxnyt1oDdTZWR
https://drive.google.com/drive/folders/1zgiz8LayfR9oN440eKD2ecIKRyrp5wxT
https://www.figma.com/file/eAl3wbaoKKzwSyB5CYbPH4/%5BREFRESH%5D-Affirm-Email-DS-4.0?type=design&node-id=2560-8032&t=yzuWJTjdQM6medBL-0
https://sites.google.com/affirm.com/boss/writing-guidelines?authuser=0
https://sites.google.com/affirm.com/boss/writing-guidelines?authuser=0#h.41o28nsaahl8
https://docs.google.com/presentation/d/14-Yl66-uChGVwFgoFPTQWreVUKrPYipSf4sTWC3pZOk/edit#slide=id.g216c7a25cf5_0_207

THANKYOU

Questions?

brand.creative@affirm.com

Affirm Q&A





