
Branding Guide



Voice Narrative Do’s Don’ts

Support
The BCCCNP will serve as a “toolbox” -
offering accessible resources and 
encouragement to guide its audience 
throughout the treatment process.

- Be a champion for preventative 
measures (i.e screenings)
- Embody the tone of a sister, 
mother, friend.

- Use fear tactics
- Use pressuring or 
dogmatic language

Advocacy The BCCCNP will assist and educate clients 
through the puzzling process of treatment.

- Be transparent
- Be clear and concise

- Use medical jargon
- Over promise

Safety
The BCCCNP will ensure clients will be 
provided a dependable, and confidential 
environment.

- Use messaging that empowers the 
audience
- Evoke feelings of security, 
protection, trust

- Be intimidating
Use a cautionary or 
“emergency” like tone

Connection
The BCCCNP will not only act as a navigation 
resource but will serve as a link between 
those who are going through a common 
healthcare experience.

- Be a resource of information and 
navigation
- Encourage dialogue
- Build community

- Use isolating messages
- Be unresponsive

Inclusivity
The BCCCNP will make it clear that its 
services are inclusive to all people aged 21-64 
that are at-risk for breast and cervical cancer.

- Be LGBTQ+ friendly
- Use universal messaging
- Be mindful of unique 
circumstances

- Use images + language 
that only applies to 
cisgender women
- Focus only on one age 
segment

Brand voice
Use this chart as a quick reference when writing content for BC3NP.



Primary logo The primary logo should be used on all official 
documents, press releases and printed materials.

Don’t put too close to other logos.Don’t stretch or distort. Don’t change the colors. Don’t add or remove elements.



The white logo should be used in the place of the primary 
logo when it must be placed on a dark-colored background.

The vertical logos can be used when horizontal 
space is limited in a document or design.

Alternate logos

The all-white or all-black logos should be used when printing in 
black and white or when overlaid on photos to increase legibility.



Alternate logos
The singular lighthouse icon may be used for brand recognition or as a design element 
on things like video overlays, promotional materials, social media profile photos etc. It 
should never be used out of context or on its own without the primary logo.

As a pattern As a decorative graphic As a profile photo As a video overlay



Colors

The pink and blue are the primary 
brand colors, and the colors for 
breast and cervical cancer ribbons. 

Try to use both equally in materials 
that talk about both cancers. 

Make pink the main color for 
materials talking only about breast 
cancer, and blue the main color 
when talking about cervical cancer.

CYMK: 38, 0, 11, 0
RGB: 152, 216, 225
HEX: #98D8E1

CYMK: 0, 11, 64, 0
RGB: 232, 234, 126
HEX: #E8EA7E

The yellow is a complimentary 
accent color and can be utilized 
sparingly in smaller design 
elements.

The dark grey should be used for 
text on light backgrounds. White 
should be used for text on dark 
backgrounds.

The dark grey can also be an accent 
color but use it sparingly on 
designs. It will give off a negative 
feeling not in-line with the brand if 
it is too dark.

CYMK: 1, 76, 46, 0
RGB: 238, 100, 110
HEX: #EE646E

CYMK: 0, 87, 74, 0
RGB: 240, 73, 70
HEX: #F04946



Other design assets

The Michigan silhouette can be 
used on designs to enhance 
understanding that BC3NP is a 
Michigan organization.

On narrow designs like banners, 
it can be used next to the 
primary logo like this:

A variety of open-
source illustrations 
have been edited with 
BC3NP’s colors for 
utilization on designs.



Photos

Photos should: 
• be diverse in age and ethnicity
• feel positive or comforting
• look natural and not staged
• have good contrast and color
• be high resolution and not grainy or blurry

negative/sad too staged/posed

pixelated/blurry



Social media plan
BC3NP’s messaging strategy for social media is based on the following three pillars. A guide 
to content and captions can be found in the “Social Media Content” document.

Awareness/Education Prevention/Call to action Support/Advocacy

Goal:
Foster general awareness 

and proper education 
around breast and 

cervical cancer

Types of posts:

Myth vs. Truth

Infographics

Statistics

Goal:
Get people screened

Types of posts:

Promote screening 
services 

Encourage resource 
network 

Urge users to call BC3NP 
for help

Goal:
Build brand reputation 
and online community

Types of posts:

Promote LCA’s

Testimonials

Encourage inclusivity and 
diversity



Social media calendar
This is a rolling monthly calendar that can be used as a rough guide for what and 
when to post on social media.

BC3NP Flight Plan 2020 - 2021 

January Febuary March April May June July August September October November December 

Instagram

PILLAR 1 (AWARENESS) 

PILLAR 2 (PREVENTION)

PILLAR 3 (ADVOCACY)

Instagram (Paid) 

PILLAR 1 (AWARENESS)

PILLAR 2 (PREVENTION)

PILLAR 3 (ADVOCACY)

Facebook

PILLAR 1 (AWARENESS)

PILLAR 2 (PREVENTION)

PILLAR 3 (ADVOCACY) 

Facebook (Paid) 

PILLAR 1 (AWARENESS)

PILLAR 2 (PREVENTION)

PILLAR 3 (ADVOCACY)



Here’s what else you can find:

A variety of print 
templates for posters 

flyers and more

A library of diverse 
and royalty-free 

stock photos

A folder of social 
media posts, captions 

and templates

A folder of graphic 
assets to add to your 

designs

A folder with all logo 
types in a variety of 

formats


