








KEEP THIS
BOOKLET

Our number one aim is to double the number
of lives we save every day.

But our biggest barrier to achieving that aim is the
fact that 80% of young people have never heard of
Anthony Nolan, the boy or the charity. So to reach
our goal, it’s crucial that we reach out to a new,
younger, audience.

The booklet you're holding introduces
a different look and feel for all Anthony
Nolan communications, which will help
us do just that.

LIVE TH
BRAND
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Here’s our new logo. This is the
cornerstone of our brand, and
should never be absent from
our communications. BE A MATCH, SAVE A LIFE

The clever letter-linking device is a powerful way to reinforce the
connection with Anthony Nolan’s key aim of matching donors with patients.
It also helps non-medical people to grasp the complexities

of finding a match against formidable odds.

The strapline underneath it, ‘Be a match, save a life’, is an integral part of
our logo, and must always appear. It’s simple, emphatic and empowering.

Our main colours are black and white, with green as a supporting colour.

Our brand typeface is Gotham. Headlines will always appear in BLOCK
CAPS. When Gotham isn’t available - in PowerPoint, for example - please
use Arial.
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BE A
MAITCH

LETTER LINKING
The letter-linked headlines are a key element SA

of our brand. They are a powerfull graphic
device that helps to make Anthony Nolan A |_| -
communications instantly recognisable.

PHOTOGRAPHY

Wherever possible, we use photos of real people who have
a connection to Anthony Nolan. You'll notice that they are always
looking direct to camera.

The ‘real’-ness of our subjects helps readers identify on a personal level

with the donors, patients, fundraisers and clinicians we work with, and
encourages them to get involved in their own way.

HOW DO | FIND OUT MORE?

Contact our Communications division on brand@anthonynolan.org
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WE ARE FOCUSSED

INNOVATIVE
TRUSTED

Easy to remember as FIT. See pages

4-5 for what we mean by this.

These are engaging, emotive, and quick to absorb
and remember. Use at least one, and ideally more,
in all your communications - verbal or written.

TRUST D
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F CUSSED

We want to double the number of lives
we can save every day.

We find matches for leukaemia patients
who need a life-saving transplant.
(depending on the readership)

By joining our register, you could save
someone’s life.

By donating your baby’s cord blood,
you could save someone’s life.

By helping raise funds, you can help
us save more lives.

Your work helps save lives every day.

The visual elements of our new brand will help you get those
messages across in an inspiring and accessible way.
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WHAT WE SAY

Our key messages are part of a broader toolkit
of information we’'ve developed to help you keep
your written communications clear, consistent,
and on brand.

THE LEXICON

Helps people understand our work.

DESCRIPTORS
Consistent ways to describe what we do.

TONE OF VOICE GUIDE
Using language to get our messages across simply and effectively.

Email brand@anthonynolan.org for details.

SPREAD OU
MESSAG
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YOUR VOICE COUNTS!

You might not be designing or writing for Anthony Nolan but you still
have an important part to play. You can help with the achievement of
our ambitious strategic aims and promote our new brand.

Every time you write a letter, send an email, or answer the phone,
you're reflecting the culture and attitude of our organisation.

Whoever you're talking or writing to, do so in a way that’s clear,
direct, friendly, consistent and concise - and with the passion
that our lifesaving work inspires.

SAV
RE LIVES
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I OWEMY LIFE
TO THOSE WHO
VOLUNTEERED

Emma, received stem cell transplant

Y 2-3 Heathgate Place
London NW3 2NU

0303 303 0303
BE A MATCH, SAVE A LIFE www.anthonynolan.org

The Anthony Nolan Trust
is a registered charity

no 803716/SC038827

and registered as a limited
company no 2379280

BR-STRA01/0610/300



