


As we have continued to push to new frontiers with our solutions 
across product innovations and care, the world around us has rapidly 
evolved since our last brand update. In a world full of changes, 
strong core values are essential to ensure the longevity of our brand. 

To meet these challenges, we have taken a decisive step to refresh 
our brand that embraces a constantly changing digital world.

Our core values of being human, inventive, and reliable remain 
the same. In order to lead and create holistic digital experiences,  
we have introduced a fourth core value – being smart. 
 
Colors play a crucial role in brand preference, that’s why we shifted 
from our legacy palette to a stronger, more empathetic contrast for 
maximum accessibility. We introduced full color in our videos and 
imagery, and our typography update adds the visual personality of 
an empowering language. 
 
This refresh is not only an important evolution for our brand, but also 
a transformative expansion for our business. 
 
It conveys the experience of a more approachable brand. A brand 
that builds real human connections for patients, users, clinicians, 
customers, employees, and you.

Yours sincerely,

Professor Hans Georg Näder





We live in a connected age, surrounded by  
technological breakthroughs and cultural   
revolutions. Amidst it all, social media has 
given us the power to express ourselves and 
share our experiences around the globe, all  
in real time. 
 
These innovations have unlocked a new  
world of uniquely personal and truly   
inspiring content – an infinite stream of  
powerful stories. We’re building a brand  
to harness them.
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Being smart is the newest addition to our core value family.   
In a connected world where patients and customers interact 
with brands digitally, it is crucial to build experiences which are  
highly consistent and true to the user’s needs and expectations. 

This can only be achieved when the brand begins to synchronize  
its services, key messages and products in an intelligent way that  
can be felt by its audience as a holistic brand ecosystem.
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We also believe that the digital revolution  
is a unique opportunity to upgrade our 
company's DNA, creating a more intelligent,  
approach-able, and empathetic brand for  
our business.

That evolution will be grounded in our  
four core values: human, inventive, reliable,  
and smart. 

Heritage core brand value.

Where we come from.

7 8



9 10



11 12



We enhanced the visual impact of our brand  
signature by increasing the color’s contrast  
ratio based on the accessibility standards 
set by the World Wide Web Consortium (W3C).
 
This decisive step ensures continuity of the 
Ottobock brand to remain meaningful to our 
customers and users, while enabling us to 
expand our footprint in human empowerment.

An increased visual contrast 
helps our signature stand out 
even more effectively in both 
physical and digital spaces.

The evolution of our signature  
is fully format-agnostic and  
optimized for use with any  
application in our dynamic  
brand design system.

How we’re evolving.

Enhancing the brand signature.
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Change shapes every moment of our lives,  
driving us to seek meaning and purpose and 
inspiring us to stay connected with everything 
and everyone that matters to us. We’ve  
embraced the power of that process by  
putting a symbol of change at the center of  
our brand.  
 
Circles are the perfect expression of life’s  
continual evolution, infinite opportunities,  
and endless opportunities to learn, grow,   
and imagine where life will take us next. 
That makes them the perfect centerpiece of  
our brand.
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Color for Ottobock logo,  
headlines, infographics, 
UX/UI elements   
(e.g. buttons, icons).

Colors play many crucial roles  
in a brand design system. They 
evoke emotions, which have a 
powerful influence on our  
decisions and brand preferences. 
They can also be used to visually 
identify key information, ideas, 
and values, and guide viewers 
through both physical and digital 
brand experiences. With this new 
evolution of our identity, 

we’ve shifted from our legacy 
palette to a color profile that’s  
more distinctive, impactful, and 
functional than ever.   
Our evolved palette now features 
stronger contrast for maximum 
accessibility, secondary colors  
for more visual texture, and  
semantic colors to help users  
navigate our growing range of  
digital touchpoints.
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Dancing is all about muscle control. And this is 
hard for Louisa, who lives with multiple sclerosis. 
But the Exopulse Mollii Suit empowers her to walk 
and even dance again. Go on Louisa, strike a pose!
See what’s possible when you suit up. 
Ottobock. The human empowerment company.

With the right 
suit, dancing can 
be a superpower.

Louisa, 27, Multiple Sclerosis

The information contained in this ad is only intended for an audience outside the United States. Please note that the products described herein are not FDA approved.
Not all products and services are registered or available for sale in all countries.

#WeEmpowerPeople 
www.ottobock.com
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Light is one of our key visual elements. It amplifies 
the sense of empowerment in our visuals and user 
stories in a highly emotional way.

This prominent area is reserved  
for the Ottobock brand signature, 
ensuring immediate brand  
recognition.
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One key feature of our brand design system 
is  its ability to grow with our business. 
It offers a simple, easy-to-use branding 
solution that can be applied to any asset  
or touchpoint, and that can readily adapted  
as new innovations and technologies enter 
our portfolio. This feature of our design  
system can accommodate any Ottobock 
product, innovation, or service, using the 
style shown here. 
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Ottobock SE & Co. KGaA
Max-Näder-Straße 15
37115 Duderstadt

brand@ottobock.com
www.ottobock.com


