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HELLO
 THERE...
Welcome to the Bone Cancer Research Trust’s
brand guidelines.

This document is a practical guide designed to help you use 
our brand and its components.

Staff and design partners are encouraged to take a creative 
and imaginative approach when developing materials for the 
Bone Cancer Research Trust, and these guidelines will help 
you ensure the work you’re doing is consistent with our 

brand identity overall.
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The Bone Cancer Research Trust is the charity that offers hope to people affected by 
primary bone cancer.

We are uniquely placed to make a difference through research, and our ambition is 
for a future where primary bone cancer is cured.

For those affected by the disease right now, our top-quality information and 
supportive network means no-one should have to feel alone or isolated. 

ABOUT US

04
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OUR VISION
AND MISSION

A world where primary bone cancer is cured

To save lives and improve outcomes for people affected by 
primary bone cancer by being:

the catalyst for pioneering research
the trusted source of information
the voice of the primary bone cancer community
a supportive network for the people affected
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OUR
STRAPLINE

In 2015, we conducted a survey into the views and experiences 
of our community during 2015, and they confirmed that finding 
a cure should be our top priority.

They also told us how important this ambition is in motivating 
them to support our work.

Research into primary bone cancer is a fundamental part of 
the Bone Cancer Research Trust’s origins. It’s the only type of 
research that we fund – making us unique.

Finding a cure for primary bone cancer is our ultimate 
ambition, and we are uniquely placed to make a difference 
through research.
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OUR
VALUES
OUR
VALUES

PIONEERING

DYNAMIC

SUPPORTIVE

KNOWLEDGEABLE

TRUSTWORTHY

We lead the way, we leave no stone unturned, we are prepared 
to take risks.

We don’t stand still, we innovate, we celebrate every success.

We listen, we understand, we care.

We know our stuff, we are eager to know more. 

We do what we say we’re going to do, we do the things
that matter. 
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THE FOUNDATIONS
OF OUR STRATEGY

RESEARCH

INFORMATION

AWARENESS

SUPPORT

To be a catalyst for pioneering research that saves lives and 
improves outcomes for people with primary bone cancer.

To be the trusted source of information for people who 
are affected by primary bone cancer, and the healthcare 
professionals who work with them.

To be the voice of the primary bone cancer community; raising 
awareness amongst the public, healthcare professionals, 
researchers and policy makers.

To be a supportive network for people affected by primary 
bone cancer; bringing people together, sharing stories that 
inspire hope, and signposting people to specialist support
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HOW TO TALK ABOUT
THE BONE CANCER RESEARCH TRUST

IN A SENTENCE
The Bone Cancer Research Trust is the leading charity dedicated to fighting primary bone cancer.

IN A PARAGRAPH
The Bone Cancer Research Trust is dedicated to saving lives and improving outcomes 

for people affected by primary bone cancer. 

Our ambition is for a future where primary bone cancer is cured, and we are 
uniquely placed to make a difference by funding pioneering research.

For people affected by the disease right now, our top-quality information and 
supportive network mean that no-one should have to feel isolated 

during diagnosis, treatment, or beyond.



10 BONECANCERRESEARCH

When talking about the Bone Cancer Research Trust, our work and our community, 
use ‘we’, ‘us’, and ‘our’ as much as possible.
Always use our full name in titles and headings.

Always use our full name in press releases.

Always use our full name when using a quotation from someone: for example, a 
quotation from a researcher who is talking about their work with us, or a patient 
who is talking about the support they received from us.

Character space on social media can be limited, so using ‘BCRT’ in a post is fine
if our full name is clearly indicated elsewhere on screen.

Only shorten our name to ‘BCRT’ if you are producing a report or lengthy article.
In this case our full name must be used in the title, in footnotes and references, 
and at the beginning of the article where you will clearly indicate that our 
abbreviated name will then be used throughout the report. You should still
use our full name periodically throughout your report or article.

THINGS
TO 

REMEMBER
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HISTORY OF
THE BONE CANCER RESEARCH TRUST
In 2004, a group of families who had lost children and young 
people to primary bone cancer came together. They wanted to 
tackle head-on the fact that there was virtually no accessible 
bone cancer information, and practically no funding for 
research into this disease.

Determined not to accept the status quo, the families pooled 
funds they had already raised, and together with guidance 
from Professor Ian Lewis (Consultant Paediatrician and 
Adolescent Oncologist at St James’s University Hospital Leeds) 
the Bone Cancer Research Trust was registered in 2006.

The first research grants were awarded in autumn 2006.

The charity’s original logo was designed to show that 
two of the most common forms of primary bone cancer – 
osteosarcoma and Ewing sarcoma – tend to affect children
and young people, and tend to start in the long bones of the 
arms and legs.

Today, the Bone Cancer Research trust aims to fund research 
into the many different forms of primary bone cancer, and 
ensure that information and support are available to patients
of all ages.
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VISUAL
IDENTITY

This section provides guidance on how to use the different assets and elements of 
our brand to ensure we are presented in an impactful, consistent way.

12
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OUR
LOGO
The molecular hexagon design is an abstract representation 
of bone structure, showing the science behind the research, 
whilst the interlinking structure demonstrates a community, 
networked feel.

It is designed to:

• Capture the vision and imagination of our supporters
• Feel dynamic, pioneering, and fresh
• Put hope at the heart of our brand
• Bring ‘science and knowledge’ together with ‘people
   and community’

Our main logo should be displayed with the strapline
wherever possible.

The version of our logo without the strapline gives you the 
flexibility to work with small designs and small surfaces e.g.
a button badge. 

Our logo should always be legible. If you can’t read every 
component properly then it’s too small and needs to be
re-sized appropriately.

It should always be presented with a minimum clear space 
around it. The ‘A’ in the word CANCER is used to achieve this. 
This area is called the ‘exclusion zone’.
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HOW TO
USE OUR LOGO
Our logo is bold and has been designed to be recognisable. 
It should be presented in this way.

When shown on white, the logo should be presented in its 
primary colours (example A).

The logo can also be displayed on an orange background 
(example B) or a blue background (example C). 

The use of the primary colours has been adapted slightly for 
these versions and should not be changed.

If the logo is presented on top of an image, or on top of another 
solid colour then the all-white version should be used (example D).

A monochrome version of the logo is also available for when it is 
to be reproduced as part of a document or design that is black/
white or greyscale only.

The logo shouldn’t be skewed or distorted in any way, and there 
shouldn’t be any variations or alterations to our brand colours.

A B

C D

A B

C D



BONECANCERRESEARCH 15

OTHER VERSIONS
OF OUR LOGO
Our logo can be split into its two separate elements to facilitate 
design across media such as stickers, badges and pins, clothing 
for events, marketing packs, etc.

These separate elements should only be used when the
main logo is also clearly present in/on the same package
or document.

On social media, the molecular ‘b’ design can be used as our 
identity badge. Our user/channel name should always be
Bone Cancer Research Trust.

As with our main logo, a clearance space needs to be provided 
around each of these elements. This is achieved in the same 
way by using the ‘A’ from the word CANCER to create an 
‘exclusion zone’.

The rules for using our main logo also apply to using these two 
elements. They shouldn’t be distorted in any way, or presented 
in any other colour palettes.
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OUR
TYPEFACE

GOTHAM 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
12345678910

aA
REGULAR
MEDIUM
BOLD
BLACK

Our primary typeface is Gotham.

It is bold, impactful, and legible. It comes in a variety of weights, 
making it very versatile.

General body copy should be in REGULAR and never be set at a 
point size less than 9pt.

Secondary messaging and sub-headings should be in MEDIUM

All primary messaging and titles should be in BOLD

Additional titles should be in BLACK
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GOTHAM ROUNDED
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
12345678910

aA
LIGHT
BOOK
MEDIUM
BOLD

Our secondary typeface is Gotham Rounded.

This is to be used on materials for younger audiences and 
family audiences as it gives a calm, youthful and fun look to our 
messaging and information.

It should also be used where we wish to show a quotation from 
a child or young person

General body copy can be in LIGHT but never set below 11pt 

General body copy can also be set in BOOK if page size and 
word count result in point size being reduced to less than 11pt 

Secondary messaging and sub-headings should be in MEDIUM

All primary messaging and titles should be in BOLD
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ARIAL 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
12345678910

aA
REGULAR
MEDIUM
BOLD

We use Arial as our standard typeface when Gotham and Gotham 
Rounded are not available – for example in emails or digital 
communications that rely on ‘web safe fonts.’

General body copy should be in REGULAR and should never be
set below 10pt.

Secondary messaging and sub-headings should be in MEDIUM

All primary messaging and titles should be in BOLD
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We want to ensure that our messaging 
is bold and stands out. Here are some 
examples of how we can present 
headings, quotations, and statistics and 
key information.

Primary messaging or headings can 
be blocked out in one of our
primary colours.

This is particularly effective when a 
heading is to be positioned on top of 
an image.

MAKE A
DONATION

Quotes should have 
speech mark element
above them at 
(roughly) 75% size 
increase of the
first letter.”

MAKING OUR
MESSAGING DISTINCT

Bold speech marks help quotations from 
people to stand out. Additional design 
elements may also be used to draw 
attention to important information such 
as quotes and statistics. 

SIGN UP
FOR OUR 

CHARITY RUN!!

UNTIL THERE’S A CURE

We aim to raise enough funds to provide two new 
Ideas Grants. Two grants of £10,000 each will help 

researchers explore new ideas for bone cancer 
research, and test whether their work can be 

developed into a bigger research project.

www.bonecancerresearch.org.uk

BONE 
CANCER 
STARTS 
WHEN CELLS 
START TO 
GROW 
ABNORMALLY
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OUR
COLOURS
Our primary colour palette helps us stand out in the marketplace. 

The orange is bright, warm, friendly and bold.

The blue is knowledgeable, calm, and commonly associated with 
medical/health charities.

PRIMARY ORANGE - PANTONE® 30-8U

C  0
M 67
Y  99
K  0

PRIMARY BLUE - PANTONE®  106-6U

C  73
M 38
Y  0
K  0

60% GREY - PANTONE®  197-9U

C 0
M 0
Y  0
K  60

93% BLACK - PANTONE®  199-15U

C  0
M 0
Y  0
K  93

GRADIENT

CREATED WITH PRIMARY ORANGE, SECONDARY ORANGE AND BLUE.
COLOURS CAN BE APPLIED IN VARIED RATIOS.

R  237
G 109
B  10

R  70
G 137
B  200

R  51
G 51
B  50

R  135
G 135
B  135

#4689c8 #ed6d0a

#878787 #343333

SECONDARY PINK
PANTONE®  80-7U
C  2
M 93
Y  0
K  0

R  228
G 37
B  134

#ed0a8d

SECONDARY PURPLE
PANTONE®  99-7U
C  82
M 81
Y  0
K  0

R 81
G 67
B  149

#6d0aed

SECONDARY GREEN
PANTONE®  1148-6U
C  65
M 0
Y  79
K  0

R 97
G 181
B  92

#0aed6d

SECONDARY YELLOW
PANTONE®  166-8U
C  12
M 3
Y  93
K  0

R 237
G 224
B  4

#eddf0a

Our secondary colour palette gives our brand flexibility, vibrancy 
and distinctiveness
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THE IMAGES
WE USE

Our imagery is expressive – conveying a feeling, capturing a moment, bringing the 
audience closer to someone’s personal story.  

The images we use show our determination (and the determination of our 
community), demonstrate our ambition to bring hope to all those affected by 
primary bone cancer, and reinforce our values: pioneering, dynamic, supportive, 
knowledgeable, trustworthy.

We use both colour, and black and white imagery both of which are required to be 
at a resolution of 300dpi for use in print and 72dpi for use online. Images can be 
displayed using straight or angled edges.

21
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It’s essential that we keep building our image bank so that we 
have a great resource of expressive, high-quality imagery to 
use in our materials. 

Staff are actively encouraged to capture events as much as 
possible using photo and video – this can give us some really 
great ‘in the moment’ content. 

However, it’s also important to budget for quality event 
photography to be taken as often as possible.

Images can be presented in a variety of ways: from single bold 
and impactful pictures; to a cluster of images representing a 
bigger idea; to a number of pictures that illustrate a story or 
demonstrate a journey.

DO:
select images that show our determination, and the 
determination of our community
use images that demonstrate our values: pioneering, dynamic, 
supportive, knowledgeable, trustworthy
represent people in a positive, dignified way
use pictures of our actual researchers, patients, and fundraisers

AVOID:
showing people in distress or pain
using graphic images of surgery or tumours

BONE CANCER
RESEARCH TRUST IMAGERY
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Our patients, families, fundraisers and supporters often share 
their images with us and give us permission to use them.

This is a great way of involving our community and expanding 
our range of content. 

DO: 
ensure that files are high quality
use pictures that capture a moment or help us get closer
to someone’s story

AVOID:
using grainy, washed-out images

IMAGERY FROM
OUR COMMUNITY
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USING
STOCK IMAGERY
There are times when it’s necessary to use stock imagery. 
For example, when we don’t already have the images needed 
to illustrate an article or a story on a webpage, or produce 
information materials and technical documents.

DO:
Select images that look natural and not ‘staged’ - this is 
particularly important when portraying scientific researchers, 
or patients in consultation with a healthcare professional.

AVOID:
Showing people in distress or pain

Images can be presented in a variety of ways: from single bold 
and impactful pictures; to a cluster of images representing a 
bigger idea; to a number of pictures that illustrate a story or 
demonstrate a journey, an example of which is
demostrated below.
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OTHER DESIGN
ELEMENTS
Design partners are encouraged to take a creative, imaginative 
approach when developing materials for the Bone Cancer 
Research Trust. Here are a few ideas to help get you thinking 
about how the various design elements of our brand 
can be used.

The molecular, hexagonal pattern from our logo is an abstract 
representation of bone structure, showing the science behind 
the research, whilst the interlinking structure demonstrates a 
community, networked feel.

It can add texture to a piece of work, and provide interest and 
relief to a plain background or simple design. It’s also a useful 
base on which to place images, or can be used to contain one 
or more images demonstrating a story or journey

The hexagon element can be used to draw attention to 
important statistics and key information (see the section on 
Making Our Messaging Distinct).  
It’s a good way to create patterns and to house icons
and images.
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The line/dot element gives us a clean, useful way to lay out 
menus or contents, highlight a call to action, or draw the reader’s 
attention to different examples or sections on a page.

It always starts at the very edge of a page.

Overlay our primary colours on an image to create a contrasting 
effect, or add depth to a design. 
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We want to ensure that the materials 
designed and produced for us emphasise 
the dynamic, pioneering nature of our 
work and ambitions. 

We think that using angled edges and 
borders can help bring movement to 
a design, and are a great way to break 
up different sections of a document, 
webpage, or design.
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TONE
OF VOICE
In telling stories and sharing information, hope and determination are at the forefront of 
how we present ourselves, and how we represent our community.

28
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HOW
WE SPEAK

We don’t over-complicate our messages, stories, or information. 

Our biggest audiences are patients and their families/friends, and our 
fundraisers and donors. 

It’s important that we talk their language, and make it easy for them to be 
involved with our work and events. This is essential when we are writing 
about our research projects and discoveries for a non-technical audience.

Personal stories, hope and determination are at the forefront of how we
present ourselves and our community. Work closely with our audiences 
to ensure they are represented in their own words.

When communicating with our technical audiences and producing
materials for them, it is appropriate to use language and terminology 
that our researchers and healthcare professionals are
accustomed to using.

DIRECT
FRIENDLY

OPEN
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EMOTIVE

HOPEFUL

PERSONAL

KNOWLEDGEABLE

We are storytellers. We share information, stories and support 
to help people get through the tough times. 

We actively share the hope and determination of our 
community. We are funding the research needed to find a cure.

We represent our community in their own words. 
We share their stories, experiences, and news.

We are specialists in the field of primary bone cancer
and are part of a community of experts. 
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KEY
AUDIENCES

The Bone Cancer Research Trust has two key audiences at the heart of what we do:

our community of expert researchers and healthcare professionals
our community of patients, families, fundraisers, and supporters

Our brand gives us the flexibility to unite these audiences, communicate with them in 
their own language, and design materials and information to meet their needs. 

31
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MATERIALS WITH RESEARCH
OR A HEALTHCARE FOCUS

2 BONECANCERRESEARCH BONECANCERRESEARCH 3

CONTENTS
CELLS

BONES

TYPES OF CANCER

TREATMENT

SURGERY

CHEMOTHERAPY

BODY IMAGE

AFTER TREATMENT

GLOSSARY

RESOURCES

THANKS

Although hearing that you have cancer is scary and there 
will be lots to take in, finding out more about it may help you 
understand more about cancer and what is happening to you. 

This booklet is designed to explain what osteosarcoma is, 
what treatments you will receive, how they may affect you, 
how to help with side effects, how you may feel and
what happens after treatment.

It’s easy to think that only old people get cancer because 
around 70% of cancer is found in people over the age of 60 
but some types of cancer mainly affect children,
teenagers and young people.

Primary bone cancer is one of these.

JUST DIAGNOSED 
WITH BONE 
CANCER?

JUST DIAGNOSED 
WITH BONE 
CANCER?ER?

BONE 
CANCER 
STARTS 
WHEN CELLS 
START TO 
GROW 
ABNORMALLY

We keep a clean, dynamic look when 
presenting healthcare information and 
research findings. It’s important that key 
information and statistics stand out.

When portraying information about 
research, documents should follow a 
customisable grid system.

This should typically follow a 6 column 
grid in landscape and a 4 column grid in 
portrait work.

There is flexibility in whether imagery 
is presented using straight or diagonal 
edges, as long as the overall look and 
feel maintains the dynamic, intuitive look 
of our brand.

Other graphic elements can be 
incorporated as required, depending on 
the nature of the work.
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MATERIALS WITH A
COMMUNITY OR FAMILY FOCUS
Our messages and communication 
with families and supporters should be 
impactful and vibrant. It’s important to 
convey our positivity and determination, 
and to keep hope at the forefront of 
what we do and say. 

Again the grid should typically follow a 
6 column system in landscape and a 4 
column grid in portrait work.

There is flexibility in whether imagery 
is presented using straight or diagonal 
edges, as long as the overall look and 
feel maintains the dynamic, intuitive look 
of our brand.

Other graphic elements can be 
incorporated as required, depending on 
the nature of the work.

Our primary typeface of Gotham should 
be used. Gotham Rounded can be used if 
we are aiming to create materials with a 
particularly fun or youthful look and feel.

SIGN UP
FOR OUR 

CHARITY RUN!!

UNTIL THERE’S A CURE

We aim to raise enough funds to provide two new 
Ideas Grants. Two grants of £10,000 each will help 

researchers explore new ideas for bone cancer 
research, and test whether their work can be 

developed into a bigger research project.

www.bonecancerresearch.org.uk
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THE BRAND
IN USE

Examples of the Bone Cancer Research Trust brand at work in printed and digital media.

34

THE BRAND
IN USE
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EXAMPLES OF
OUR BRAND IN ACTION

An example of 
a roller banner 
demonstrating use 
of poweful quotes 
and primary 
messaging.

An example of  a 
similar peice of 

work reformatted 
for use in a 

Digital Screen 
demonstrating the 

coverage of
our message.
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PRACTICAL
EXAMPLES
These examples of our brand in use 
demonstrate many things you have
seen inside this document. 

Our stationary has 
the ‘network’
pattern on the 
back to maintain
brand consistency 
and add texture
to the paper.
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An example of 
a roller banner 
demonstrating use 
of poweful quotes 
and primary 
messaging.

An example of  a 
similar peice of 

work reformatted 
for use in a 

Digital Screen 
demonstrating the 

coverage of
our message.
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