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This manual consists of two separate guides: a graphic standards and a style guide. The 
graphic standards guidelines have been developed for the use of Fraser Health, and its 
suppliers and licensees – such as designers, printers, manufacturers and media – authorized 
by Fraser Health to apply the trademarks. The style guide is meant to support writing in a tone 
and style consistent with our corporate character.

It is essential that each time the public comes in contact with Fraser Health our identity is 
communicated consistently, regardless of the media – on signs, letterhead, brochures, posters, 
reports, web and social media. To ensure correct usage of the Fraser Health identity for all 
printed, multi-media and online communications, please refer to this manual. Fraser Health’s 
name and identity elements, including the logo, heart symbol and wordmark, are trademarks of 
Fraser Health and are protected under the Trademark Act. Reproduction of these elements is 
prohibited, except by license or express permission of Fraser Health. 

Use and licensing of the Fraser Health trademarks are regulated by the Communications and 
Public Affairs Department, which also publishes, maintains and advises on the Corporate 
Identity and Brand Standards Manual and its elements. 

In addition to branding guidelines and style conventions, an important element of our 
standards includes using fully licensed artwork at all times. If you are unsure if you are 
licensed to use a graphic or multimedia element, or for any other questions about this 
manual or the Fraser Health brand, please contact Communications and Public Affairs at 
communications@fraserhealth.ca. 

CORPORATE IDENTITY AND 
BRAND STANDARDS MANUAL

mailto:communications@fraserhealth.ca
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GLOSSARY OF TERMS
VISUAL IDENTITY
The various visible elements that convey the character and personality of an organization. Logo, 
slogans, colours, fonts, and photos are all components of an organization’s visual identity.

 LOGO
The graphic element that acts as the identifier of the organization, a visual representation of the 
brand. For Fraser Health this is the heart and swoosh symbol.

 SIGNATURE
The name of the organization.  
E.g. Fraser Health

 SLOGAN
The tagline that accompanies the organization’s logo and signature.  
E.g. Better health. Best in health care.

WORDMARK
A typographic treatment of the name of an organization used for purposes of identification and 
branding. E.g. The Fraser Health logo with hospital or site identifiers.
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The term brand is bigger than simply our visual identity or writing conventions. These elements 
support the human experience of our brand, which is demonstrated in our actions, the care we 
provide and the manner in which we express ourselves as members of Fraser Health. 

Visual identity is an important component of branding; demonstrating who we are in a single, 
integrated concept. It provides the visual cues about what we stand for and helps to evoke and 
associate certain emotions and experiences with the brand. 

Our visual identity tells a story about who we are. With careful attention to our brand, including 
our visual identity, writing style and the consistent application of our graphic standards, we are 
building an image of our organization that reflects our vision, purpose, values and commitment. 

ABOUT THE FRASER HEALTH 
CORPORATE IDENTITY  
AND BRAND

PURPOSE
To improve the health of the population and the quality of life of the people we serve.

VISION
Better health. Best in health care. 

VALUES
Respect, caring and trust characterize our relationships.

OUR COMMITMENT
•  To be passionate in pursuit of quality and safe health care.

• To inspire individual and collective contribution.

•  To be focused on outcomes, open to evidence, new ideas and innovation.

•  To embrace new partners as team members and collaborators.

• To be accountable.
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THE NAME
When referring to the health authority in spoken or written form, Fraser Health is our standard. 
On subsequent references, it can be referred to as ‘the health authority’ or ‘we’. 

Please avoid acronyms such as FH or FHA unless space is restricted (e.g. in a table or chart). 

In legal documents, our full name, ‘Fraser Health Authority’ should be used.
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THE LOGO
The Fraser Health logo is the main element in the Fraser Health identity and is used to 
represent Fraser Health in all communications. The Fraser Health logo is a registered trademark 
and may be used only with permission.

ELEMENTS OF THE LOGO
An open heart – open to partnership, community, ideas and ongoing improvement in an 
environment of respect, caring and trust.

An ellipse (otherwise known as the ‘swoosh’) – embracing integration of services and facilities, 
and a culture of caring characterized by accountability, innovation and pride.

THREE COLOUR VERSIONS
There are three versions of our visual identity: 

•  a full colour version for use in all colour reproduction 

• a black and white version 

•  a reverse version where the visual identity appears white on a dark background 

Our visual identity should not be reproduced in any other colours.

FILE TYPES
Electronic files containing various design formats of the logo are available at  
fraserhealth.ca/brand and are maintained by Communications and Public Affairs. 

When scaling the logo to larger than 10 per cent of its original size, use an .eps (vector) file. 
Vector files will scale without distortion.

For PowerPoint and web, use a .png or .jpg file. Logos saved in .png format may have 
transparent backgrounds.

A .wmf format can be provided for Word documents; email communications@fraserhealth.ca for 
specific logo requests.

http://fraserhealth.ca/brand
mailto:communications@fraserhealth.ca
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MINIMUM SIZE
Under good reproduction conditions, the minimum size for colour and black and white logos is 
0.375 inches as shown below.

Where reproduction quality is questionable, the minimum size should be increased. The 
minimum size of the visual identity also dictates the minimum size for the signatures as shown.

Where the slogan – better health, best in health care – becomes illegible due to size, it should 
be removed or the total logo size increased.

MAXIMUM SIZE
There is no required maximum size for use of the logo. However, our logo is to be used only as 
a signature and not as a graphical element or illustration. Use discretion when deciding its size 
in relation to the artwork.

The logo may not be used as a watermark.

LOGO BUFFER ZONE
The buffer zone refers to the area directly surrounding the logo. No other text or graphic 
elements should appear in the area immediately surrounding the logo. This buffer zone 
preserves the desired visual impact of the logo.

0.375”

0.375”

0.375”

xx

xx
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0.375”

x x
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HealthLink BC, a Fraser Health partner organization

for non-emergency 
health info  
and advice 24/7CALL

Send patients home with this advice:

cover

Providing quality health care requires dedicated partners. Our work would 

not be possible without partnerships with our foundations, auxiliaries, 

community partners and volunteers, as well as the Fraser Valley Regional 

Hospital District and Divisions of Family Practice. Other community 

organizations such as the Red Cross, Options Community Services and 

many others provide integral patient and family support.

Thanks to the generosity of individuals, businesses and community 

organizations who donate to our foundations and auxiliaries, your health 

care experience is enhanced. Volunteers from these organizations also 

give hundreds of thousands of hours of service to our patients, residents 

and families.

Contact your local foundation or auxiliary or visit  

http://www.fraserhealth.ca/about-us/volunteer 

to see how you can get involved.

Supporting Care in Partnership

PANTONE 200 

BLACK 100% BLACK  55% 

PANTONE 2623 

www.erhf.ca

www.fvhcf.org

www.deltahospital.com

www.bhfoundation.ca

www.qphf.org

www.rmhfoundation.com

www.rchfoundation.com

www.championsforcare.com  

www.lmhfoundation.com

www.pahfoundation.ca

Fraser Health Corporate Office

Suite 400, Central City Tower

13450 102nd Avenue

Surrey, BC  V3T 0H1

            @fraserhealth

1.877.935.5669

phone 604.587.4600

fax 604.587.4666

email feedback@fraserhealth.ca

www.fraserhealth.ca

           facebook.com/fraserhealthauthority 

Who We Are

Fraser Health is the largest health authority 
in the province, serving more than 1.7 
million people from Burnaby to Hope. We are 
committed to providing excellent health care 
to those in our care, whether they are in our 
hospitals, in their homes or in our communities.  

The communities we serve are culturally and 
geographically diverse including approximately 
38,100 First Nations residents associated with 32 
bands, new Canadians and refugees. We care 
for newborns, centenarians and everyone  
in between.

Our 25,000 employees,  
2,600 physicians and  
8,000 volunteers are committed  
to living our values of respect,  
caring and trust in the  
pursuit of our vision: 

Better health.  
Best in health care.  

April 2016

Shaping 
Our

Future

THE LOGO

Do not rearrange any 
part of the logo and type.

The logo and signature 
should not be 
reproduced in colours 
other than black and 
white, reverse, and full 
colour.

The logo and type 
should not be distorted in 
any manner.

DO THIS NOT THIS HERE’S WHY
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The logo typeface should 
not be substituted with 
any other typeface.

The logo is 
professionally typeset 
and should be used as a 
single graphic file.

Food retail environments can dramatically shape 
the food choices people make. Consumer demands 
for healthier food options are increasing. If we work 
together to encourage healthier purchases, we can 
improve rates of chronic disease and boost the health 
of our communities. 

Potential benefits for retailers include improved sales 
of healthy products, increased community profile, 
bolstered brand loyalty and attraction of new  
customer bases. 

Take a look inside our brochure to see examples 
of healthy food interventions other stores have 
adopted. How could these enhance your store?

CONTACT US
We’d like to hear from you 
which of these innovations 
might suit your business.

Fraser Health is launching a pilot 
project in partnership with local 
food retailers to help consumers 
make better food purchasing and 
nutrition decisions. 

To learn more and partner with Fraser Health contact:

Ken Shaw, Manager 
Environmental Health Services, Health Protection  
604-587-4600 or Ken.Shaw@fraserhealth.ca.

IT starts  
IN YOUR cart 
PROJECT

DO THIS NOT THIS HERE’S WHY

Food retail environments can dramatically shape 
the food choices people make. Consumer demands 
for healthier food options are increasing. If we work 
together to encourage healthier purchases, we can 
improve rates of chronic disease and boost the health 
of our communities. 

Potential benefits for retailers include improved sales 
of healthy products, increased community profile, 
bolstered brand loyalty and attraction of new  
customer bases. 

Take a look inside our brochure to see examples 
of healthy food interventions other stores have 
adopted. How could these enhance your store?

CONTACT US
We’d like to hear from you 
which of these innovations 
might suit your business.

Fraser Health is launching a pilot 
project in partnership with local 
food retailers to help consumers 
make better food purchasing and 
nutrition decisions. 

To learn more and partner with Fraser Health contact:

Ken Shaw, Manager 
Environmental Health Services, Health Protection  
604-587-4600 or Ken.Shaw@fraserhealth.ca.

IT starts  
IN YOUR cart 
PROJECT

fraser health

X

To protect the integrity, colour, consistency and legibility of the Fraser Health visual identity, it is  
important to use it properly. It is easy to use the electronic files provided for a wide variety of applications 
and media, and to reproduce the visual identity. Unfortunately, it is also easy to distort the signature  
and alter the colours electronically. 

Please take care to follow the guidelines, thoroughly proofread all materials and ensure that  
standards of quality and consistency are upheld.
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A logo is a symbol, design or wordmark that is used on a recurring basis to identify a product, 
service, initiative or entity.

A consistent brand builds awareness, trust and the credibility of an organization. This is why the 
creation or use of sub-brands by Fraser Health departments, programs, services and projects 
are not permitted – they dilute and undermine the effectiveness of the organizational brand, at 
times creating confusion, which does not help us to achieve our vision. 

To maintain a consistent visual identity for Fraser Health, the creation or use of individual 
department, program, service or project logos is not permitted. Those currently in use should 
be removed and replaced with the Fraser Health logo. It is acceptable to use text to associate 
a program or project with Fraser Health provided the proper spacing is established between the 
logo and the text words. 

SUB-BRANDS

NOT THIS

DO THIS

Communications and Public Affairs

X
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The Fraser Health signature is the primary visual identity for all Fraser Health departments, programs, 
facilities and campaigns. Also, it may be used as a secondary mark by related organizations, such as 
hospital foundations, to indicate their relationship with the Fraser Health facility or program they support.

The heart element of the visual identity should always be used with the name Fraser Health clearly visible 
and in close proximity, so that the connection between the visual identity and the name is clear.

When Fraser Health is a sponsor or co-sponsor of any communication or initiative, the complete Fraser 
Health signature should be used to signify participation.

Facilities and programs which are licensed by, but not operated by or in partnership with Fraser Health may 
promote this relationship in text. Here’s an example: Our facility/program is licensed by Fraser Health. The 
Fraser Health logo should not be used on websites or promotional materials of facilities licensed by Fraser 
Health without express permission from Communications and Public Affairs.

VISUAL IDENTITY HIERARCHY
Communication protocols may dictate placement and prominence of logos. Please contact Communications 
and Public Affairs at communications@fraserhealth.ca if you have questions about co-branding.

Generally speaking, where Fraser Health is the primary brand, the logo is placed to the left with the 
supporting secondary brand to its right. The reverse is true when Fraser Health is a secondary supporting 
brand. These guidelines will sometimes vary based on the graphic or brand standards of the partner brand.

When there are multiple partners with logos, the recommendation is that all slogans (e.g. Better health.  
Best in health care.) are removed.

CO-BRANDING

AS PRIMARY BRAND

AS SECONDARY BRAND

http://www.fraserhealth.ca/
mailto:communications@fraserhealth.ca
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SIGNATURE WITH SLOGAN
To accommodate a range of layout requirements (square and horizontal), there are two formats 
of the standard signatures, which include our slogan (Better health. Best in health care.) When 
the slogan is used, these signatures should not be resized or placed in a different position from 
the formats shown below.

Where room is available to include the whole signature and slogan legibly and the slogan 
enhances communication, please include the slogan. However, do not use the slogan where it 
will not be legible.

Note: All signature and slogan versions shown here in colour are for illustration purposes. 
Formatting of black and white signatures is identical.

SQUARE HORIZONTAL
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FRASER HEALTH WORDMARKS 
HOSPITAL AND SITE WORDMARKS
Wordmarks combine the Fraser Health logo with hospital or site signatures (names). They are 
meant to be used in communications where identifying a specific site is essential.

Wordmarks are available in horizontal and vertical formats to allow flexibility for a wide range  
of applications. 

The integrity of the logo must be maintained at all times. Never change the logo in any way. 
Always use the approved digital files which can be provided through Communications and 
Public Affairs or found at fraserhealth.ca/brand. 

These wordmarks can be used on external signage and in internal publications. For all other 
external communications, only the official Fraser Health logo with or without the slogan – better 
health, best in health care – may be used.

COMMUNITY HEALTH SERVICES WORDMARKS 
The Fraser Health wordmarks for health services areas are used in communications where the 
identification of a specific health services area is essential.

Community health services wordmarks are available in horizontal and vertical formats to allow 
flexibility for a wide range of applications. 

The rules for these wordmarks are the same as those for hospital and site wordmarks. 

http://fraserhealth.ca/brand
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HOSPITAL SIGNS
On exterior signs, the hospital name should have visual prominence with the logo and Fraser 
Health signature (name) used as secondary identities to show that the hospital is part of the 
Fraser Health system. 

To increase visibility of facility names, avoid periods within acronyms. Capitalize only the first 
letters in a facility or department name. Do not use all capital letters, except for EMERGENCY.

SIGNS 
Requests for signs are made through Facilities Management. You can learn more about signs 
and the process for ordering signs here or by searching ‘signage’ on the intranet.

EMERGENCY DEPARTMENT SIGNS 
Wayfinding signs for Emergency should be created in the corporate blue colour. The actual 
EMERGENCY sign should be in red when used on the building exterior or exterior signage. 

http://fhpulse/hospitals_buildings_offices/signage/Pages/Default.aspx
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RESIDENTIAL CARE FACILITY SIGNS 
Residential care facilities that are owned and operated by Fraser Health should display the 
words Residential Care prominently next to the Fraser Health logo. The signature (name) should 
be less prominently displayed in the top white section of the sign. The blue section should state 
the facility name.

COMMUNITY SERVICES SIGNS
Fraser Health community sites include public health units, health protection offices, mental 
health and substance use offices and home and community care offices. Some of these  
offices have multiple Fraser Health tenants, so the Fraser Health logo with slogan should have 
visual prominence.

Individual departments, such as Home and Community Care, and Mental Health and Substance 
Use, can be listed on the exterior signs or not depending on the site’s needs.

Community sites sometimes name their services differently, but for consistency, all offices that 
want to list public health services should call them simply Public Health. If there is room on the 
sign, and if it’s applicable, community sites can also add in smaller letters Prevention and/or 
Health Protection. To maximize the sign’s visibility, omit words like unit, service and office when 
listing the services offered at a location.
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CORPORATE SIGNS 
Some Fraser Health facilities have a corporate function and serve the entire health authority. 
The names of these facilities should have visual prominence, with the logo and signature name 
used as secondary identities to show that the facility is part of the Fraser Health system. 

INTERIOR SIGN GUIDELINES 
Do not use abbreviations, uncommon acronyms, all capital letters or jargon on signs.  
For example:

• Use Cardiac Catheterization Lab, not Cath Lab
• Use Executive Director, not ED
• Use Admitting, not ADMITTING

Signs for contracted services within a facility, such as a cafeteria or coffee shop, can be 
identified on hospital signs using the contractor’s generic, non-branded, name. Brand-name 
signs are permitted at the location of the service, but not throughout the facility. 
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The Fraser Health colours — orange and blue — are used to support our corporate values and 
our vision for health care delivery. 

The deep blue is a cool colour often used in corporate identities to convey trust, strength, loyalty 
and reliability. The vibrant orange is a warm colour that symbolizes energy, humanity, bold ideas 
and progress.

These colours are used in the official corporate brand elements such as the logo and signature, 
but are not intended to limit the choice of colours used in communications or design in general. 

Colour specifications are given for full colour printing (CMYK values), for spot colour printing 
(PANTONE® Colour Matching System numbers), for on-screen applications (RGB colours), and 
for web applications (Hexadecimal colours). When matching an unspecified medium (such as 
paint or vinyl film), refer to the PANTONE® Colour Matching System number and choose the 
closest visual match possible. For accurate colour standards, refer to the current edition of the 
PANTONE® Colour Formula Guide. PANTONE® is a registered trademark of Pantone, Inc.

COLOURS

Pantone 301 Coated/Uncoated

CMYK C: 100 M: 46 Y: 5 K: 18

RGB R: 0 G: 82 B: 147 

HEX #005293

Pantone 166 Coated/Uncoated

CMYK C: 0 M: 74 Y: 100 K: 0

RGB R: 224 G: 82 B: 6 

HEX #E05206

PRIMARY PALETTE
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The secondary colour palette is designed to complement the official corporate colours, 
providing flexibility and range in design. The secondary colours can be used together, in various 
combinations, individually or as accents to the corporate colours. 

As with the official corporate colours, the secondary colours support a brand personality that 
reflects a warm, safe, person-centred organization.

EMERGENCY SIGN RED

SECONDARY PALETTE

Pantone 485 Coated/Uncoated

CMYK C: 0 M: 93 Y: 95 K: 0

RGB R: 213 G: 43 B: 30 

HEX #D52B1E

Pantone 7474 Coated/Uncoated

CMYK C: 99 M: 37 Y: 44 K: 10

RGB R: 0 G: 117 B: 130 

HEX #007582

Pantone 444 Coated/Uncoated

CMYK C: 59 M: 42 Y: 45 K: 10

RGB R: 111 G: 124 B: 125 

HEX #6F7C7D
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Pantone 7747 Coated/Uncoated

CMYK C: 45 M: 33 Y: 100 K: 9

RGB R: 144 G: 140 B: 20 

HEX #908C14

Pantone BLACK 4 Coated/Uncoated

CMYK C: 41 M: 57 Y: 72 K: 90

RGB R: 49 G: 38 B: 29 

HEX #31261D

Pantone 7409 Coated/Uncoated

CMYK C: 2 M: 38 Y: 100 K: 0

RGB R: 246 G: 168 B: 0 

HEX #F6A800

Pantone 2925 Coated/Uncoated

CMYK C: 85 M: 21 Y: 0 K: 0

RGB R: 0 G: 156 B: 222 

HEX #009CDE
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The typeface used for the Fraser Health visual identity signature is Erbar Condensed. Please 
do not use this font in any manner except as it is intended as a design feature of our logo. Only 
professional designers will need to know this font to ensure our brand is properly applied. It is 
meant only for the name Fraser Health (when incorporated into the complete signature) and the 
slogan – better health, best in health care. 

The signature and slogan are provided as graphic files and should not be reset for any reason. 

The preferred font family for most Fraser Health communications is Arial. Arial is simple, clean and 
easy to read. It is a system font installed with Microsoft Windows, making it widely available to all 
users within the health authority. Please use this as a general font for the majority of your work. 
This manual uses Arial because we expect it will be read online most often.

Palatino is suitable for long reports or any writing with a lot of text as it is easier on the eyes to 
read a serif font.

FONT STANDARDS

REGULAR 
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
1 2 3 4 5 6 7 8 9 0

ITALICS 
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
1 2 3 4 5 6 7 8 9 0

BOLD 
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
1 2 3 4 5 6 7 8 9 0

REGULAR 
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
1 2 3 4 5 6 7 8 9 0

ITALICS  
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
1 2 3 4 5 6 7 8 9 0

BOLD 
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
1 2 3 4 5 6 7 8 9 0

ARIAL

PALATINO
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STOP
VIOLENCE .

"Emergency Medicine is a tough job. 
Violent behaviours make it tougher.

- Dr. Ip

Dr. Ip works here.

Dr. Ip matters.
Tell staff if you see 

problem behaviour.

My unborn child.”“

What’s your reason 
  for going smoke-free?

Our buildings, property and parking lots are all smoke-free.

For help to quit call 8-1-1 or speak to a pharmacist.

TIPS ABOUT FONT
Choose a font size that is easy to read. When using Arial, a good range for a general reader is 
between 10-12 points. For younger and older audiences, increase the size of the font. Some older 
readers and those who are visually impaired might require a font size between 14-18 points. 

Use larger fonts for headings and titles. 

If the text is no longer legible, the font size should be increased or the text should be deleted. 

The use of other 
fonts is permitted for 
design features when 
appropriate, provided 
they are not used 
to create logos or to 
replace the official 
Fraser Health logotype. 
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MULTIMEDIA BRAND 
ELEMENTS
The visual, graphic and other multi-media elements an organization chooses to use in its 
branded materials tells a story about the culture and personality of that place. This includes 
music, videos, photographs, illustrations, etc. 

Fraser Health is an organization comprised of real people caring for real people. Images that 
evoke feelings of warmth, caring and safety are well-suited to our brand personality. We prefer 
pictures of real people – those who work at Fraser Health and the people we serve, including 
images of people who are diverse in ethnicity, age and ability. 

Wherever possible, choose images that have warm lighting and saturated colours; feature 
people and settings that represent the diversity of the organization and the people we serve; 
and evoke feelings of warmth and care. 

Please do not use clip art. Ensure you are fully licensed for every multimedia element you use in 
every project. Written permission is also required from those featured in photography for use 
by Fraser Health. Please use the Fraser Health Media Consent Form, found on FH Pulse.

Contact communications@fraserhealth.ca for more information. 

Select images that reflect the diversity of our patients, clients and residents.
Go for images that promote an active and healthy lifestyle. 

Avoid acute, clinical and hospital-like settings.
Avoid stark backgrounds and staged poses.

X X X

COMMUNITY

http://fhpulse/corporate_services/communications_and_public_affairs/Documents/Consent%20Form%20-%202016.pdf
mailto:communications%40fraserhealth.ca?subject=
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X X

DIVERSITY
Go for images that reflect the diversity of the Fraser Health region.
Choose photos that reflect diversity of age, gender, culture, ability, ethnicity, etc.

Avoid using crowded and stereotypical stock imagery of diversity. 
Avoid stark backgrounds and staged poses.

HEALTH CARE PROFESSIONALS
Select images that reflect our professional image policy and the diversity of our employees.

Avoid images of health professionals wearing jewellery, a stethoscope around the neck, 
hoodies, nail polish or long nails.

X X X
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EMAIL SIGNATURES AND 
BACKGROUNDS
As visible elements of Fraser Health’s communications, it is important that our email signature 
and email backgrounds adhere to the brand standards and demonstrate professionalism. This 
helps Fraser Health present a consistent, on-brand image while providing relevant information 
to help others communicate with us. Background graphics in the email body as well as quotes 
and graphics in the email signature are not permitted.

EXAMPLES OF WHAT NOT TO DO 

EMAIL SIGNATURE STYLE GUIDE

All emails must appear on a plain white background. Do not use the stationary option in Outlook.

X X X

• Font is Arial 10 pt

•   Name and Credentials (if applicable): 
Bold Arial font in Fraser Health Primary Blue RGB 0, 82, 147

Job Title, Department and Organization Name: 
Bold Arial font in Fraser Health Secondary Black RGB 49, 38, 29

Mailing Address and Contact Details: 
Arial font in Fraser Health Secondary Black RGB 49, 38, 29

Confidentiality Notice: 
Arial font in Fraser Health Secondary Black RGB 49, 38, 29
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TEMPLATE

EXAMPLE

LONG-FORM EMAIL SIGNATURE
TO BE USED AT THE START OF A NEW EMAIL

Your Name, Credentials (if applicable) 
Your Title 
Department

Fraser Health | Better health. Best in health care. 

Mailing Address 
City, B.C.  Postal Code 

Tel: 604.123.4567 
Cell: 604.123.4567 
Fax: 604.123.4567 
www.fraserhealth.ca     

CONFIDENTIALITY NOTICE: This email is intended only for the person(s) or entity to which it is 
addressed and may contain confidential information. Any review, distribution, copying, printing or other 
use of this email by anyone other than the name recipient is prohibited. If you have received this email 
in error or are not the named recipient, please notify the sender immediately and permanently delete this 
email and all copies of it. Thank you.

Mary Smith, RN, BSN 
Clinical Nurse Educator 
Cardiac Services

Fraser Health | Better health. Best in health care.

Suite 400, Central City Tower 
13450 – 102nd Avenue 
Surrey, B.C.  V3T 0H1

Tel: 604.123.4567 
Cell: 604.123.4567 
Fax: 604.123.4567 
www.fraserhealth.ca

CONFIDENTIALITY NOTICE: This email is intended only for the person(s) or entity to which it is 
addressed and may contain confidential information. Any review, distribution, copying, printing or other 
use of this email by anyone other than the name recipient is prohibited. If you have received this email 
in error or are not the named recipient, please notify the sender immediately and permanently delete this 
email and all copies of it. Thank you.
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TEMPLATE

EXAMPLE

SHORT-FORM EMAIL SIGNATURE
TO BE USED WHEN REPLYING TO AN EXISTING EMAIL 

Your Name, Credentials (if applicable) 
Your Title 
Department

Fraser Health

Tel: 604.123.4567 
Cell: 604.123.4567 
Fax: 604.123.4567 
www.fraserhealth.ca

Mary Smith, RN, BSN 
Clinical Nurse Educator 
Cardiac Services

Fraser Health      

Tel: 604.123.4567 
Cell: 604.123.4567 
Fax: 604.123.4567 
www.fraserhealth.ca

For information about how to embed social media icons for both corporate and recruitment 
channels please visit Communications and Public Affairs on the intranet. 

For information about how to create automatic signatures in Outlook, please see this article.

https://support.office.com/en-us/article/Create-and-add-a-signature-to-messages-8ee5d4f4-68fd-464a-a1c1-0e1c80bb27f2
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TEMPLATES 
There are a variety of pre-designed templates for your use in Microsoft Word and PowerPoint. 
Use these to create Fraser Health brand-compliant backgrounders, memos, presentations, 
brochures, posters and more. Please check back frequently to make sure you are using the 
most up-to-date version as these are updated often.

For information about how to access the template libraries please visit Communications and 
Public Affairs on the intranet. 

http://fhpulse/corporate_services/communications_and_public_affairs/Pages/Default.aspx
http://fhpulse/corporate_services/communications_and_public_affairs/Pages/Default.aspx
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PROTOCOL FOR REPRESENTING 
YOURSELF AS A FRASER HEALTH 
EMPLOYEE

IDENTIFICATION 
POLICY

PROFESSIONAL 
IMAGE POLICY

ELECTRONIC 
COMMUNICATIONS 

POLICY

FAMILY AND 
VISITORS  
POLICY

EMPLOYEE PROFILE PHOTOS

• Go to FH Pulse for guidelines. 

http://www.fraserhealth.ca/media/200403PolicyIdentification.pdf
http://www.fraserhealth.ca/media/201503PolicyProfessionalImage.pdf
http://www.fraserhealth.ca/media/201412PolicyFamilyVisitorsHospitals.pdf
http://www.fraserhealth.ca/media/200805PolicyElectronicCommunications.pdf
http://fhpulse/directories/people_search/Pages/People_Search_Employee_Profile_Picture_Standards.aspx


THE FRASER HEALTH VOICE
The language we use in writing should demonstrate our values of respect, caring and trust. 
Most importantly, when writing on behalf of Fraser Health, you should write as a human being 
not as an institution.  

To accomplish this, first consider who is meant to read what you are writing, why they will be 
reading it and in what context. The five Ws are useful: who, what, where, when and why (plus 
how). Once you have carefully considered your reader, strive for a tone that is:

ACCESSIBLE

• Use straightforward language to be easily understood.  

• Avoid acronyms and jargon. 

• Check the reading level of your writing and keep it at a grade six to eight level. 

• Provide clear and direct information your reader can use to change an attitude or behaviour. 

• Be concise and to the point. 

• Consider supplementing or replacing long sentences of your writing with clarifying visuals to 
improve understanding. 

CREDIBLE

• Provide transparent, direct and straightforward information in easy to understand language. 

• Write the simplest thing that is true about the topic. Add more information if it is required by 
your intended audience.

• When appropriate, include citations for your sources. 

PEOPLE-FOCUSED

• Focus your message on the recipient and their information needs.   

• Tell them why the information matters to them as an individual (patient, resident, client, 
employee, physician, volunteer, etc.). 

• Use inclusive, people-first language (e.g. people who use drugs, instead of drug user or addict; 
person with a disability, instead of disabled). 
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REFERRING TO FRASER HEALTH IN WRITING
• Refer to our organization as Fraser Health on first reference. On second reference, use the 
health authority or we. 

• Avoid the abbreviations FH and FHA unless space is limited (e.g. in a table, chart, or end 
note). 

• Do not capitalize health authority when it stands alone.

USING THE SLOGAN IN WRITING
• When our slogan – better health, best in health care – is used within text, use all the usual 
grammar and style conventions required. 

• If the slogan appears in the middle of a sentence, it should not be capitalized, but set apart by 
dashes at either end; for example, Fraser Health’s vision – better health, best in health care —
guides our planning and decisions. 

• If it appears at the end of a sentence, it can be set apart with a colon at the beginning and 
a period at the end. A comma between better health and best in health care is permitted. The 
following example illustrates both, Together we strive to achieve the Fraser Health vision: Better 
health, best in health care. 

TERMINOLOGY AND OTHER REFERENCES
The Canadian Press Stylebook and the Canadian Oxford Dictionary are good references in 
addition to this style guide. Use them to confirm spelling and style conventions that are not 
specifically highlighted in this document. 

Other specific references at Fraser Health:

• Our board is referred to as the Fraser Health Board. It is also acceptable on second reference 
to refer to it as the board.

• Do not capitalize board when it stands alone.

• We have a President and CEO. 

• We use health care, not healthcare. (e.g. Better health. Best in health care.)
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Writing intended for the general public should be targeted to a grade level of about six to eight. 
Use the Microsoft grammar check or an online readability tool to assess the reading level of 
your document. If necessary, use shorter and simpler sentences and vocabulary to make your 
content more readable. Be sure to check your spelling too. 

Making your writing readable takes more than good grammar and proper spelling. It involves 
capturing and keeping the attention of your reader. It means getting your message across 
clearly and succinctly. Here are some tips to help you say what you want to say in a way that’s 
interesting and easy to understand.

CONSIDER THE AUDIENCE
Before you begin writing, think about the people who will read it. Be specific. Are you writing an 
article for an employee newsletter where a wide variety of professionals may read it? Or are you 
writing for a professional journal where people with similar educational backgrounds and training 
will be reading? Take time to think like them. What will they want to know? What will they find 
unnecessary?

The more varied the audience, the simpler and more general you have to make your writing. If 
your audience is very specific, use what you know to meet their needs in your writing. 

GET ORGANIZED
1. Move from most important to least important. Your first sentence should grab the readers’ 
attention, and tell them, in a general way, what they will be reading about.

2. What’s your point? Like a conversation in a crowded hallway, good writing doesn’t wait until 
paragraph three to get to the point. Make your strong points first, add explanatory details later.

3. Break it up. Use informative headings and subheadings to break up the document into 
manageable sections. Make sure headings are informative and not used just to break up text. 
Avoid headings that only make sense after you’ve read the text below it.

4. Make a list. Rather than listing information in a paragraph, use point form bulleted vertical 
lists when appropriate.

PLAIN LANGUAGE AND READABILITY TIPS
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USING THE ACTIVE VOICE VERSUS PASSIVE VOICE
Active sentences add precision and remove ambiguity.

Sentences often become dense and clumsy when they are filled with passive constructions. 
The more serious danger of the passive voice is that it lets the writer shirk the responsibility of 
providing a subject for the verb. This can be interpreted as intentional vagueness or a refusal to 
commit to something. For example:

 You will be given a guide to health services in Fraser Health. (Passive)

 Fraser Health will give you a guide to health services. (Active)

USE STRONG VERBS 
For example:

 We made a decision. (weak) We decided. (strong)

 We did a distribution of the magazine. (weak) We distributed the magazine. (strong)

Use active rather than 
passive voice

TIP

Use nouns as nouns and 
verbs as verbs

Use strong verbs. Watch 
for those ‘ion’ endings

TRY THIS AVOID THIS

Use common words over 
jargon.

We’ll take that action. I’ll 
send a message.

Decide

Presented

Explained

Commonly used words will 
be preferred over jargon 
words.

We’ll action those points. 
I’ll message her.

Make a decision

Made a presentation

Gave an explanation
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The target audience is:
The purpose/main message is:

CHECKLIST FOR PLAIN LANGUAGE WRITING

GUIDELINE Yes No N/A

The tone is friendly and personal (I, you, we).

The tone is active and positive (you may contact us if... rather than do 
not contact us unless...)

The vocabulary is common, not technical (cancer rather than oncology)

Plain language definitions of any technical vocabulary the audience 
must know are included in the document.

Acronyms or abbreviations are spelled out in the document. A glossary 
is provided if there are many acronyms or abbreviations the audience 
must learn.

Concepts are defined (for example, patient-centred).

Category words are defined (for example, carbohydrates).

Judgment words are defined (for example, plenty, appropriate).

The sentences are short (20 words or less) and each sentence has only 
one idea.

The paragraphs are short (one idea per paragraph) and few in number.

The readability level is grade six for the general public, or at a level 
appropriate for the audience.

The most important information is at the beginning of the document and 
at the beginning of each section.

The document includes only essential information, not unnecessary 
detail.

Information is organized logically or chronologically, most important to 
least important, step-by-step, etc.

Plain Language Writing – K.Scarborough, Katherine.scarborough@fraserhealth.ca 

Adapted from: Checklist for Writing Patient Education Material

Plain Language Writing – K.Scarborough, Katherine.scarborough@fraserhealth 
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ABBREVIATIONS
1. Generally, use only abbreviations and acronyms that are familiar to your audience, but spell 
them out on first reference. For example: BCNU, BCIT, ICBC, WCB, SFU, BCMA

2. Omit periods in all-caps abbreviations or acronyms unless the abbreviation is geographical. 
For example: B.C., U.S., P.E.I.

3. Some abbreviations that have become household terms are acceptable in all references. For 
example: RCMP, MP, NDP, CBC, AIDS

4. Use abbreviations and acronyms sparingly. In long documents where a name is repeated 
many times a general term is easier to read and understand. For example: the union instead of 
HEU, or the association instead of CMA.

CAPITALIZATION
1. Capitalize all proper names, trade names, government departments and agencies of 
government, Fraser Health departments and programs (except in media releases), names of 
associations, companies, clubs, religions, languages, nations, races, places, and addresses. 
Otherwise, use lowercase. For example: 

 Jane Doe, Kleenex, Ministry of Health, Medical Services Plan, Mental Health and   
 Substance Use (but mental health and substance use in a media release), British   
 Columbia.

2. Lowercase should be used for common noun elements in the names of Fraser Health 
departments and programs when they stand alone. When writing media releases, do not 
capitalize Fraser Health departments and programs. For example: 

 The Medical Imaging Department is open. The department is open all day. The Diabetes   
 Education Program is closed during Christmas. The program reopens in January.

3. Capitalize formal titles, titles of elected officials and job titles when they precede a person’s 
name. Use lowercase when they stand alone or come after a person’s name. When writing 
media releases, do not capitalize job titles. For example: 

 Minister John Smith arrives Tuesday. Mayor Jane Doe will meet with the minister. The   
 mayor will discuss a variety of issues.

 Executive Director Jane Smith will attend the meeting.  John Doe, executive director, will  
 attend the meeting. 

4. Capitalize the principal words in the titles of books, broadcast programs, films, newspapers, 
magazines, plays, poems, songs, speeches, works of art and other compositions. (See #6 for 
examples.)
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5. Use lowercase and do not italicize the ‘the’ that precedes the names of almanacs, the Bible, 
dictionaries, directories, encyclopedias, newspapers and magazines. (See #6 for examples.)

6. Italicize the titles of books, broadcast programs, films, newspapers, magazines, plays, 
poems, songs, speeches, works of art and other compositions. For example: 

 Anne of Green Gables, the Mona Lisa, the Oxford Dictionary.

7. Capitalize the principal words of written slogans and newspaper headlines, but do not use 
quotation marks. For example: 

 It’s in You to Give is the slogan for Canadian Blood Services. The story appeared under   
 the headline Health Authority Happy with Latest Cash Infusion.

DATES AND TIMES
1. For months used with a specific date, abbreviate only Jan., Feb., Aug., Sept., Oct., Nov. and 
Dec. Spell out when standing alone or with a year alone. For example: 

 His surgery was scheduled for Aug. 26, 2014. 

 August 2014 was rainy.

2. Generally, when referring to a date within the current year in a dated publication, there is no 
need to include the year. For example: 

 In the May 2014 edition of Hospital News, a story about a new rehabilitation program   
 said the service would be available in a few months, likely in July.

3. When referring to a list of dates or a future date not in the current year, add the year only to 
the dates that are not in the current year.

4. When referring to a full date including year in the middle of a sentence, use a comma at the 
end of the year. For example: 

 On March 23, 1976, a child was born in New Westminster. 

ELLIPSES
Use three spaced periods to indicate an omission from a text or quotation. Put spaces before 
and after the first and last period. For example: 

 The decision ... will be re-considered at the next board meeting.

 “I tried to call you ... but you were out,” she said.
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ITALICS
1. Italics are often used to give emphasis to words or expressions. They should be used only for 
strong emphasis, never indiscriminately. For example: 

 I know you can’t spend all your time comparing purchasing orders.

 When you use the term mankind, you should be aware that some people might see this   
 as a sexist slur.

2. Italicize all punctuation immediately following italicized words (for example, the comma after 
mankind above is italicized).

3. Italicize the words Continued, To be continued, Continued on page XX, and To be concluded.

4. Use italics when a word is spoken of as a word. For example: 

 The word emergent has a specific meaning to emergency personnel.

5. Foreign words and phrases not yet adopted into English should be italicized. For example: 

 She had a certain joie de vivre about her.

6. Italicize the titles of books, broadcast programs, films, newspapers, magazines, plays, 
poems, songs, speeches, works of art and other compositions. (See capitalization)

MONEY
Use figures when the amount is preceded by a symbol. Generally, use figures for large 
amounts. Eliminate the use of the word dollar when a symbol is used. Eliminate unnecessary 
double zeros after the decimal point. For example: 

• $5, not $ five, but five dollars is acceptable

• $50 million, not $50 million dollars

• $500,000, not five hundred thousand dollars

• $50, not $50.00
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NUMBERS
1. Generally, numbers are written as words in formal writing, such as in a book. In less formal 
publications such as business communications, newspapers and magazines, numbers are 
expressed as figures, except for the following rules:

• Spell out whole numbers from zero to nine. 

• Use figures for 10 and above. 

• In a series of numbers, there may be a mixture. For example: 

 The hospital had 10 operating rooms staffed by seven physicians, two anesthesiologists   
 and 20 nurses.

• Avoid beginning a sentence with a numeral. Either spell it out or rewrite the sentence to move 
the number from the beginning. For example: 

 Sixty-three year old Anna Jones was admitted to the hospital. Or: Anna Jones, 63, was   
 admitted to the hospital.

• Numbers with four digits or more must include a comma (10,700). Large numbers, such as 
millions and billions, are spelled out (three million or 17 billion).

• Numbers with decimal points always use numerals (2.75, 15.85).

• When whole numbers and fractions are mixed, use figures (1½). When fractions are on their 
own, use the number rule above (one-third, 1/15).

• Phone numbers are spelled without parentheses around the area code: 604-450-7881. 

PERCENT
Do not use the per cent symbol in text. Use only in tables, charts and graphs. Per cent is spelled 
as two words. For example: 

 The table shows that 10 per cent of the population has asthma.

100,000

POPULATION PEOPLE WITH 
ASTHMA

PROPORTION WITH 
ASTHMA

10,000 10%
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QUOTATION MARKS
1. Use quotation marks to enclose direct quotations.

2. Commas and periods go inside quotation marks. Question marks go inside if the question is 
part of the quotation, outside if the question is part of the sentence.

3. For a quote within a quote, use single quotation marks. For example: 

 “I was walking to work when a man stopped me and asked, ‘Do you have the time?’ ”

4. Do not use single or double quotation marks to highlight individual words or to indicate the 
title of a book, composition or slogan.

5. Sometimes single words or short phrases are enclosed in double quotation marks to indicate 
that they are so-called. This technique can be overused, especially with terms that are in 
common usage. Avoid using this technique repeatedly in one document and before using it at 
all, ask yourself if the meaning is still clear without the quotation marks. Use quotation marks 
cautiously, as they sometimes indicate irony. For example: 

 There were two cases of “H1N1” that year.

SPELLING
Fraser Health uses the Canadian Press Stylebook and Canadian Oxford Dictionary as spelling 
references. Use your computer’s spell-check tools cautiously, as they often use American 
dictionaries as a reference. However, it is a helpful device for catching glaring errors. If you have 
been working on a document for a long time, you may not notice spelling mistakes any longer.

Spelling follows the -our rather than -or ending for words like colour and labour, and -re instead 
of -er for words such as centre and metre. 

For words in common use, Canadian Press style uses simple ‘e’ rather than the double vowels 
‘ae’ and ‘oe’. For example: gynecologist, hemorrhage, pediatrician, anesthesia.

Commonly Misspelled Words

AIDS, not AIDs
centre, not center 
colour, not color
counselling, not counseling 
dietitian, not dietician
email, not e-mail
health care, not healthcare

home care, not homecare 
inpatient, not in-patient 
online, not on-line
organization, not organisation
outpatient, not out-patient

patient-centred, not patient
centred or patient centered
per cent, not percent
Tri-Cities, not Tri Cities
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WORD CHOICE
Some words are commonly confused because they sound alike, are spelled similarly or seem 
to have the same meaning. The following is a list of commonly confused words, their meanings, 
and examples of when each might be used.

Affect, effect: Affect is a verb meaning to influence. Effect is a noun meaning result. For 
example: 

 The drug did not affect the disease, and it had several adverse effects.

Among, between: Use among with three or more entities, between with two. For example: 

 The prize was divided among several employees. They had a choice between cash or a   
 trip to Paris.

A lot: A lot is two words. Do not write alot. For example: 

 We have a lot of patients at the Diabetes Clinic.

E.g. for example, or for instance

I.e. that is

These terms are not interchangeable. Whenever possible, they should be replaced with their 
English equivalent. Use a comma after both abbreviations.

Who, whom: Who is the subject in a sentence and whom is the object. If you’re trying to decide 
which is correct, turn the sentence into a question. To whom should I send these test results? 
You should send them to her.
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To make your writing more readable when producing newsletters and other documents, keep 
the following points in mind:

Exceptionally long lines of type make it difficult for readers to find the beginning of the next line. 
Exceptionally short lines break the flow of eye movement.

• Recommended body font size is generally 10 to 12 points. Larger sizes aid those who are 
visually impaired, but slow reading speed for others.

• Text set in all uppercase letters takes longer to read than text set in upper and lowercase. On 
the screen, all uppercase is considered shouting.

• Generous margins and column gutters make text less intimidating.

• A modest selection of typefaces and styles gives life to the page, aiding readability and 
retention – too much variety looks cluttered and impairs readability.

• Text set in italics slows reading and should be used sparingly. Avoid underlining as it hinders 
flow of reading, and indicates a hyperlink to many readers.

• Left and ragged right text is usually more readable than fully justified text.

• Reversed text (white type on black) slows reading.

• Avoid having a few words alone on a line at the beginning of a column, or a single word on a 
line by itself at the end of a long paragraph.

• Avoid bad breaks. Make sure when words must be hyphenated at the end of a line that they 
are broken at an acceptable place (a dictionary will show you where the breaks should occur). 
Also, don’t break numeric phrases, names of people and programs, and titles — keep them 
on the same line whenever possible. For example: avoid splitting phrases like 10 per cent, 10 
million or Dr. Bob Black over two lines.

LAYOUT RECOMMENDATIONS
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PROTOCOL AND FORMS OF ADDRESS FOR LOCAL 
GOVERNMENT OFFICIALS
It is important when addressing a letter to identify the proper gender of the person to whom 
you are writing — e.g., His / Her Excellency or Worship; Dear Sir or Madam; Mr., Mrs., Ms. The 
examples below use a single gender for convenience only.

Mayor
Address: Her Worship Mayor Jane Doe or Mayor Jane Doe
Salutation: Dear Mayor Doe 
Conversation: Mayor Doe or Ms. Doe

Mayor and Council
Address: His Worship Mayor John Doe and Council or Mayor Doe and Council 
Salutation: Dear Mayor Doe and Council

Committee Chair
[Note: If a Mayor has written in a capacity other than Mayor and has not signed as Mayor, you
 would still address him as Mayor.]
Address: Her Worship Mayor Jane Doe or Mayor Jane Doe Chair
Salutation: Dear Mayor Doe

Regional District Chair 
Address: Chair John Doe 
Salutation: Dear Chair Doe 
Conversation: Mr. Doe

Regional District Board
Address: Chair Jane Doe and Board 
Salutation: Dear Chair Doe and Board

Municipal Elected Officials
Address: Councillor John Doe
Salutation: Dear Councillor Doe or Dear Mr. Doe 
Conversation: Mr. Doe

Regional District Elected Officials
Address: Director Jane Doe
Salutation: Dear Director Doe OR Mrs. Doe 
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Conversation: Mrs. Doe
Premier of a province
Address: The Honourable Jane Doe, M.L.A. or (M.P.P., M.N.A., or M.H.A.)
Salutation: Dear Premier
Conversation: Premier first, then Mr./Mrs./Ms./Miss (name)

Provincial / territorial cabinet ministers
Address: The Honourable Jane Doe, M.L.A. or (M.P.P., M.N.A., or M.H.A.)
Salutation: Dear Minister
Conversation: Minister first, then Mr./Mrs./Ms./Miss (name)

Members of a provincial / territorial legislative assembly
Address: Mrs. Jane Does, M.L.A. or (M.P.P., M.N.A., or M.H.A.)
Salutation: Dear Mr./Mrs./Ms./ Miss (name)
Conversation: Mr./Mrs./Ms./ Miss (name)

Adapted from the Union of BC Municipalities and the Government of Canada. 
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