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Photography, illustration and graphics are powerful visual tools that change

the “feeling” of a publication. Use images extensively throughout all

Eat Smart, Move More NC publications. However, some visuals can decrease
the effectiveness and desired “feel” of a publication and may damage the overall
image of the Eat Smart, Move More NC movement. Choose visuals carefully
and be mindful of their appropriateness for the target audience. Take care to
demonstrate gender, ethnic and cultural diversity with images and avoid images
that reinforce stereotypes.

e Use caution when placing visuals and shaded elements on the page to avoid
decreasing the readability of the text. The placement of visuals and text is as
important as the selection of the visual itself.

¢ Use only high quality visuals. Avoid use of graphics that appear grainy, blurry or
pixilated.

e Use photographs whenever possible. Avoid the use of clip art.

e Use a variety of orientations (vertical/horizontal) and crop photographs to
different sizes and shapes. Images may even bleed off the edge of the paper,
especially on covers.

¢ Crop photographs to focus on personal interaction. The background of an
image should only give context.

Photography selection criteria

Photographs should:

e Depict real-looking, positive, and enthusiastic
people who are not too muscular, perfect-looking
or trendy.

¢ Represent diversity in ethnicity and age, without
seeming forced or unrealistic.

* Appear authentic, believable and genuine.

¢ Be candid and capture the moment.

e Capture positive, proactive, real life scenarios and when possible depict one
of the six key behaviors.

e Focus on people and activities, not backgrounds.

e Have ample natural light, bright colors, and local-looking settings.

Photographs should never:
e Depict unsafe behaviors such as riding a bike without a helmet.

e Depict unhealthy behaviors such as the consumption of unhealthy foods or
cigarette smoking.

e Contain ambiguous relationships between the individuals depicted.

e Appear staged or posed.




COlOI’ Scheme The color scheme of Eat Smart, Move More North Carolina uses bright, pure
colors. Specific colors include:

Bright green: 43C, OM, 79Y, OK (from the Eat Smart, Move More NC logo) or screens of the logo green

Medium green: Dark green: Red: Warm red: Blue:
100C, OM, 100Y, OK 100C, OM, 100Y, 40K 10C, 100M, 80Y, 0K 0C, 90M, 100Y, 0K 100C, 40M, 0Y, OK

Purple: Light purple: Cream/Yellow: Orange:
80C, 100M, 0Y, 0K 10C, 20M, 0Y, 3K 0C, 5M, 50Y, 0K 0C, 70M, 100Y, 0K

Other colors may be used but should not conflict with the colors listed above. The
use of full-color documents is encouraged when possible.

Document |ayout Eat Smart, Move More NC documents and materials should be visually attractive
and easy to understand. The layout of Eat Smart, Move More NC documents plays
a major part in unifying publications and reinforcing the brand.

e In general, white space or “empty” space should be roughly half of the
document. This prevents cluttering or crowding.

¢ Headings may be used to introduce content by placing them directly above
the text which they introduce. Headers should be simple, specific and concise.
When headings are used, the text may be bolded or presented in a different
color to grab the reader’s attention.

e Use curved boxes or borders around important concepts or information to
provide emphasis. These boxes may also be presented in a different color for
added emphasis.

e Also, use bullet points to draw attention to text or to present information in the
form of a list.

e Documents that are more than one page should display the
Eat Smart, Move More NC logo in the bottom right corner of the final
page or back cover of the document. In such cases, position the professional
or consumer Web address to the left of the logo and underline it with a
colored horizontal line.

e For professional materials, always provide the professional Web address and for
consumer materials, always provide the consumer Web address.
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Website guide“nes All references to the Eat Smart, Move More NC professional or consumer website
should display the Web address with the first letter of each word capitalized
(www.EatSmartMoveMoreNC.com or www.MyEatSmartMoveMore.com).
This provides a Web address that is easy to read and recognizable as
Eat Smart, Move More North Carolina.

For consumer-focused communications, always provide the consumer Web
address: www.MyEatSmartMoveMore.com. Please feel free to also include a
statement such as, “Visit www.MyEatSmartMoveMore.com to learn ways you
and your family can eat smart, move more and achieve a healthy weight.”

For professional or advocate-targeted communications, always provide the
professional Web address: www.EatSmartMoveMoreNC.com. Please feel free
to also include a statement such as “If you would like more information

on the Eat Smart, Move More NC movement, visit our website at
www.EatSmartMoveMoreNC.com or call (919) 707-5224."

Co-branding  What is co-branding?

Partnerships are powerful, multi-level networks that boost momentum towards

improving the public’s health. When two or more organizations agree to work
2 together, this establishes a synergy of communication strategies and marketing
v@ through a brand partnership, or a co-brand. Co-branding allows a single product

American Stroke  or service to be associated with more than one brand name.
Associatione

American Heart
Associatione

The object of co-branding is to combine the strength of two brands. A typical
co-brand involves two or more organizations collaborating to associate a specific
product with any variation of logos, color schemes or other brand identifiers. For
instance, the American Heart Association and the American Stroke Association
have created a successful co-brand with a common mission to promote healthier
lives for all Americans, free of cardiovascular diseases and stroke.

Learn and Livee

Co-branding guidelines

~ Building a recognizable brand is an important priority for

Eat Smart, Move More North Carolina. When co-branding a product

or program with the Eat Smart, Move More NC brand, it is important to
maintain the Eat Smart, Move More NC brand elements as much as possible.
Some Eat Smart, Move More NC brand elements must be incorporated into
all co-branded materials. These include writing in friendly, uplifting and simple
language; choosing photographs that follow the photo selection criteria set
forth in this document; and abiding by the terms and conditions of

-3 PHVSNALA|CW
S Eat Smart, Move More NC name and logo usage.

S

e Members of the Eat Smart, Move More NC Leadership Team can co-brand
materials using their logo and the Eat Smart, Move More NC logo in a
50%-50% proportional relationship. In other words, both logos should be
the same size. The Eat Smart, Move More NC logo should always appear on
the bottom right-hand side of the document on the page where other logos

e ————— are placed. Refer to the example at left for additional guidance.

www.EatsmartMoveMoreNC.com

o eewesesen
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COUNTY COALITION

V“Eat & Move
Smart More

NORTH CAROLINA ™

Correct: coalition name in
approved font is positioned
directly above the logo

and sized to match “North
Carolina.”

County Coalition

MEat & Move
Smart More

NORTH CAROLINA

Incorrect: coalition name is too
large and the wrong font.

Correct example:

WAYNE COUNTY
HEALTH DEPARTMENT

VEat & Move
Smart More

NORTH CAROLINA

¢ Alternatively, local health departments and Eat Smart, Move More NC
coalitions may brand themselves by adding the name of their agency or
coalition directly above the Eat Smart, Move More NC logo. This is the only
exception to the buffer of white space specified in this section. Agency or
coalition names must be in Stone Sans, Lucida Grande, Arial or Helvetica font
to most closely match the Eat Smart, Move More NC logo font. The font
size of county, agency or coalition names cannot exceed the size of “North
Carolina” in the logo. The logo cannot be otherwise altered. Refer to the
examples at left for additional guidance.

® Programs may co-brand materials using the Eat Smart, Move More NC logo.
The program icon can be no more than twice the size of the Eat Smart, Move
More NC logo, which must meet minimum size requirements set forth in the
logo usage section of this guide. The program logo should always appear to the
left of or above the Eat Smart, Move More NC logo, which should be placed
in the lower right-hand corner of the document. When two or more icons are
arranged side-by-side, the logos should be separated by a 0.5-point vertical line
with a buffer of white space equal to size of the capital “E” existing between
each logo and the vertical line. Refer to the example below for additional
guidance.

MATC H Jleat & Move

Motivating Adolescents with Technology to Choose Health NORTH CAROLINA ™
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Conclusion

This document guides partners in using the Eat Smart, Move More NC
brand consistently and effectively. This allows the many partner organizations
of Eat Smart, Move More North Carolina to convey a consistent message.

By working together to build communities that support healthy eating and
physical activity, we can reverse the rising tide of obesity in North Carolina.



15

Writing and
Review Team

Jennifer Bryan Greene

Health Promotion Program Supervisor
Appalachian District Health
Department

Deborah Dolan

Community Development Specialist
Physical Activity and Nutrition Branch
N.C. Division of Public Health

Carolyn Dunn, PhD

Professor and Nutrition Specialist
Department of 4-H Youth
Development and Family & Consumer
Sciences

N.C. Cooperative Extension,

N.C. State University

Brooke Findley, MS, RD*
Communications Specialist

Physical Activity and Nutrition Branch
N.C. Division of Public Health

Alice Keene

Special Projects Coordinator

Pitt County Community Schools and
Recreation

Nate Kelly*

MPH-RD Candidate

Department of Nutrition

Gillings School of Global Public Health
University of North Carolina

at Chapel Hill

Karen Klein-Stanley, RD, LDN
Community Development Specialist
Physical Activity and Nutrition Branch
N.C. Division of Public Health

Mary Bea Kolbe, MPH, RD, LDN
Community Development Specialist
Physical Activity and Nutrition Branch
N.C. Division of Public Health

Terri March, BSN, MPH
Physical Activity and Nutrition
Coordinator

Buncombe County Health Center

Amber Mosher*

MPH-RD Candidate

Department of Nutrition

Gillings School of Global Public Health
University of North Carolina

at Chapel Hill

Lori Rhew, MA, CHES, PAPHS*
Eat Smart, Move More North Carolina
Coordinator

Nidhi Sachdeva

Senior Health Educator, Orange County
Health Department

Orange County Healthy Carolinians
Coordinator

Jackie Sergent, MPH, RD, LDN
Health Promotion Coordinator
Granville-Vance District Health
Department

Stacy Shelp

Communications Specialist

Physical Activity and Nutrition Branch
N.C. Division of Public Health

Cathy Thomas, MAEd

Branch Head

Physical Activity and Nutrition Branch
N.C. Division of Public Health

Sherée Thaxton Vodicka, MA, RD,
LDN*

Communications Manager

Physical Activity and Nutrition Branch
N.C. Division of Public Health

*Denotes Writing Team



www.EatSmartMoveMoreNC.com

Making the Healthy Choice the Easy Choice



