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This is the BPAS corporate brand for abortion, vasectomy, 
contraception, STI and all subsequent reproductive products 
and services. 

This brand is used internally for all BPAS support services, 
including recruitment, purchasing, procurement, and 
accounting etc.

If the corporate brand features on the same document 
as other BPAS brands, the corporate brand should be 
positioned prominently on the top right corner of the 
document.

1. BPAS Branding
1.1 Corporate Brand
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This is the BPAS Fertility service brand used exclusively for 
BPAS Fertility services.

1. BPAS Branding
1.2 Fertility Service Brand
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This is the BPAS Centre for Reproductive Research & 
Communication (CRRC) brand used exclusively for BPAS 
Centre for Reproductive Research & Communication 
services.

1. BPAS Branding
1.3 BPAS Centre for Reproductive Research & Communication (CRRC) Brand

BPAS
Centre for Reproductive

Research & Communication
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The BPAS identity is a combination of three elements locked 
into position in relation to each other. These elements are 
the ‘word mark’, the ‘symbol’ and the ‘brand name’. 

These elements must never be moved or altered so that the 
identity always remains consistent.

The BPAS brand lock-up

2. BPAS Corporate Brand Guidelines
2.1 Logo

2.1.1 Brand lock-up

Word mark

Symbol

Brand name
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When reproduced in colour, the BPAS logo should, wherever 
possible, be reproduced in the BPAS corporate colours.

The two colour logo in the specified cmyk values (for print) 
or rgb values (for digital) is the preferred version to use. To 
use one of the other options, approval should be sought 
from the BPAS marketing team. When printing is restricted 

to one colour the logo should be reproduced in BPAS 
Mauve or Black as shown (the outer boxes of the ‘BPAS 
emblem’ component in a 35% tint).

The BPAS logo can appear reversed out of the two  
corporate colours or black. If the logo is reversed out of  
any other colour ensure the tonal value is dark enough for  

it to be clearly visible.

The BPAS logo can be used without the name in full  
only when at a size small enough that the name would  
be illegible.

The BPAS ‘icon’ can be used in isolation. It must only  
be used occasionally as a back-up visual device.

Two colour version Single colour version Mono version

Reversed version (mauve) Reversed version (light blue)

BPAS icon

2.1 Logo

2.1.2 Usage

Logo without name in full

2. BPAS Corporate Brand Guidelines
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2.1 Logo

2.1.3 Minimum size and exclusion zone

To ensure visibility, readability and accessibility, the BPAS 
logo should never be used smaller than the size shown.

The exclusion zone is the clear area around the logo in 
which nothing else should appear. It helps to ensure clarity 
and improve the impact of the logo. The clear space is  

proportional and is defined as the height of two shapes 
from the BPAS icon as shown. 

If space is limited you may wish to consider using the logo 
version without the name in full.

Minimum size Exclusion zone

30mm

This version can be used 
at sizes less than 30mm

Less than 30mm

2. BPAS Corporate Brand Guidelines
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The BPAS logo must never be manipulated in any way. 

This includes distorting the logo, placing the logo at an 
angle, altering the colour of the logo, or where the strapline 
would become illegible. 

Always use the logo from master artwork supplied by the 
marketing department.

Never squash or expand the logo Never use at an angle Never change the colour of the logo

x

x

x x

2.1 Logo

2.1.4 Incorrect usage

Never use at a size where the full name is too 
small and becomes illegible

x

2. BPAS Corporate Brand Guidelines
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The following examples show the correct usage of the logo 
in various environments. The position of the logo and the 
proportion of the logo in relation to its surroundings shown 
below must be adhered to. 

The BPAS logo must always be positioned on the top right 
corner on all internal reports, letters and bulletins. 

2.1 Logo

2.1.5 Logo usage examples

Online banner

Booklet

03457 30 40 30 
www.bpas.org
British Pregnancy Advisory Service is a registered charity (289145)

You never know where life will take you, but if it leads you  
to an unplanned pregnancy, we’re here if you need us.

Where will life 
lead you?
Successful and lucrative career?
Travelling the world?
Meeting the love of your life?
Unplanned pregnancy?

Advert

COVID-19 - Staff Bulletin Number 41 
30th April 2020 

1 

 

 

 

 
 

Ask ELT 
Monday 4th May 1pm via Zoom 
 
Invitations were sent to you all today to attend the session on Monday.  
 
Don’t forget to send any questions to communications@bpas.org if you can’t make the event or don’t 
feel comfortable raising it live.  
 
HR  
 
• No update  
 
Absence Tracker Data Reminder 
 
• Please continue to send the requested information to hradmin@bpas.org by10am 

wherever possible. 
 
Clinical Update 
 
Cervical Preparation  
 
COVID-19 Pandemic Clinical Pathways and Standards for Clients Seeking Abortion Care version 
5.1 
 
Clarification that clients who need a scan before treatment should not be sent or given mifepristone 
for cervical preparation until they have their scan. Therefore, women over 12 weeks gestation should 
collect their mifepristone from clinic when they have their scan, if there is time to enable this prior to 
treatment.  Clients attending for surgical treatment up to 11+6 can be posted theirs when time allows 
 
FAO Nurse and Midwife Practitioners 
 
We have been reviewing some cases following the introduction of pills by post and as a result, please 
ensure that you always fill in the following information which will help you to identify an accurate LMP 
date: 
 
• All the questions in the Menstrual History of the self-completion medical questionnaire. Particularly 

“How many days does your period last?” and “How many days are there between your periods?” 
These have been missed out on a few occasions. 

• A detailed contraception history if they have been using contraception recently. 
 

 
 

Internal report

2. BPAS Corporate Brand Guidelines
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BPAS - here if you need us

Example of ‘BPAS - here if you need us’ strapline reversed on online banner

Example of ‘BPAS - here if you need us’ strapline on booklet

2.2 Strapline

The BPAS strapline defines and communicates our values. It 
can be used alongside our logo when necessary, in advocacy 
and campaigns and internally on the email footer. This is 
‘Supporting pregnancy choices. Trusting women to decide’. 

There is another strapline used externally for client 
communications. This is ‘BPAS - here if you need us’.

Example of ‘Supporting pregnancy choices. Trusting women to decide’  
strapline on the Annual Review cover

Corporate strapline Promotional strapline

2. BPAS Corporate Brand Guidelines

SUPPORTING  
PREGNANCY CHOICES
Trusting Women to Decide
Our annual review for 2019-20

British Pregnancy Advisory Service 
Annual review & financial statements
for the year ended 31 March 2020
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There are three main BPAS corporate colours to be used 
along with black and white. There is a range of secondary 
colours available for use. For consistency, all colours must be 
used as cmyk for print and rgb for digital use.

Other colours may be used for season promotions, approval 
should be sought from the BPAS marketing team. When  
using tints please increase at 10% intervals from 10% - 100%.

2.3 Palette

c:56 m:60 y:0 k:0
r:126 g:113 b:180

Secondary ColoursPrimary Colours

c:56 m:15 y:0 k:6 
r:97 g:169 b:214

c:0 m:0 y:0 k:100 
r:35 g:31 b:32

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

c:41 m:16 y:33 k:0 
r:155 g:185 b:173

c:58 m:23 y:45 k:1 
r:116 g:161 b:147

c:9 m:73 y:75 k:1 
r:220 g:103 b:76

c:6 m:39 y:72 k:0 
r:236 g:166 b:93

c:38 m:20 y:7 k:0 
r:157 g:183 b:211

c:21 m:24 y:58 k:0 
r:205 g:184 b:127

c:35 m:34 y:9 k:0 
r:169 g:161 b:193

c:12 m:40 y:21 k:0 
r:220 g:164 b:171

c:3 m:53 y:7 k:0 
r:235 g:145 b:178

c:51 m:5 y:14 k:0 
r:118 g:196 b:213

c:44 m:23 y:74 k:2 
r:151 g:166 b:101

c:23 m:40 y:49 k:1 
r:196 g:154 b:129

c:18 m:14 y:100 k:0 
r:216 g:199 b:38

75%

50%

25%

c:0 m:0 y:0 k:0 
r:255 g:255 b:255

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

2. BPAS Corporate Brand Guidelines
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2.4 Corporate Employee Signature

Email signature with ‘Supporting pregnancy choices. Trusting women 
to decide’ strapline and optional gender pronouns

2. BPAS Corporate Brand Guidelines
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The BPAS Fertility brand lock-up

3. BPAS Fertility Service Brand Guidelines

Word mark

Symbol

Only employees working exclusively for BPAS Fertility 
services may utilise the fertility service logo in their email 
signature or external communications.

The BPAS Fertility identity is a combination of two  
elements locked into position in relation to each other. 

These elements are the ‘word mark’, and the ‘symbol’. 

These elements must never be moved or altered so  
that the identity always remains consistent.

3.1 Logo

3.1.1 Brand lock-up
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Two colour version Single colour version Mono version

Reversed version (orange) Reversed version (green)

BPAS Fertility icon

When reproduced in colour, the BPAS Fertility logo should, 
wherever possible, be reproduced in the BPAS Fertility 
corporate colours.

The two colour logo in the specified cmyk values (for print) 
or rgb values (for digital) is the preferred version to use. To 
use one of the other options approval should be sought 

from the BPAS marketing team. When printing is restricted 
to one colour the logo should be reproduced in BPAS Green 
or Black as shown (the outer boxes of the ‘BPAS emblem’ 
component in a 50% for the green version or 40% for the 
black version - tint).

The BPAS Fertility logo can appear reversed out of the two  

corporate colours or black. If the logo is reversed out of  
any other colour ensure the tonal value is dark enough for  
it to be clearly visible.

The BPAS Fertility ‘icon’ can be used in isolation. It must only  
be used occasionally as a back-up visual device.

3.1 Logo

3.1.2 Usage

3. BPAS Fertility Service Brand Guidelines
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Minimum size Exclusion zone

20mm

3.1 Logo

3.1.3 Minimum size and exclusion zone

To ensure visibility, readability and accessibility, the BPAS 
Fertility logo should never be used smaller than the size 
shown.

The exclusion zone is the clear area around the logo in 
which nothing else should appear. It helps to ensure clarity 
and improve the impact of the logo. The clear space is  
proportional and is defined as the height of two shapes 
from the BPAS Fertility icon as shown.

3. BPAS Fertility Service Brand Guidelines
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Never squash or expand the logo Never use at an angle Never change the colour of the logo

x

x

x x
Never use at a size where the logo is too small 
and becomes illegible

x

The BPAS Fertility logo must never be manipulated in any 
way. This includes distorting the logo, placing the logo on 
an angle, altering the colour of the logo, or where the word 
mark would become illegible. 

Always use the logo from master artwork supplied by the 
marketing department.

3.1 Logo

3.1.4 Incorrect usage

3. BPAS Fertility Service Brand Guidelines
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The following examples show the correct usage of the logo 
in various environments. The position of the logo and the 
proportion of the logo in relation to its surroundings shown 
below must be adhered to. 

The BPAS Fertility logo must always be positioned on the 
top right corner on all internal reports, letters and bulletins. 

If the BPAS fertility logo is used on the same document as 
the BPAS corporate logo, then the corporate logo features 
prominently on the top right hand corner of the document.

3.1 Logo

3.1.5 Logo usage examples

3. BPAS Fertility Service Brand Guidelines

Introducing 
BPAS Fertility

“Evidence based, 
not-for-profit care”

BPAS fertility is a new assisted conception service developed by 
British Pregnancy Advisory Service (BPAS). With a proven track 
record of more than 50 years delivering not-for-profit reproductive 
healthcare, BPAS has launched BPAS Fertility to provide treatment 
and support to anyone who needs it . We will provide high-quality 
affordable fertility services direct to patients and a service that can 
also be commissioned by the NHS. 

The UK’s leading independent reproductive healthcare provider and 
a preferred NHS provider, BPAS currently delivers services from a 
national network of clinics. We take care of 100, 000 plus patients 
each year and have approximately 850 employees who are mainly 
clinical staff.

BPAS Fertility is committed to empowering 
patients to make their own informed decisions 

about their fertility care. 

1

Purpose: 
To remove all barriers to reproductive choice and to advocate for 
and deliver high quality, patient-centred reproductive health care.

Values:
• Compassionate - we listen to patients and deliver services to 

meet their needs. We build relationships with those we care 
for based on empathy, dignity, and respect

• Courageous - we are the voice of the patient we care for 
and are never afraid to advocate on their behalf, particularly 
when others are silent. We are at the forefront of innovation 
in clinical care and campaign tirelessly for the services patients 
need

• Credible - we act with integrity.  Everything we do is 
evidence-based and ethical, informed by our knowledge and 
understanding of the needs of the patients we serve

• Committed to empowering our patients - we believe that 
patients are best placed to make their own decisions with 
access to evidence-based information to inform those choices, 
and the services they need to exercise them

Funding for assisted conception across the country is a postcode 
lottery with the majority of areas providing less than the 3 rounds 
of funding that NICE recommend . This can leave those who want a 
child but require assistance conceiving with no other option but to 
privately fund their own care which can be extremely expensive. 

BPAS Fertility will be transparent in our 
pricing and patients can be comfortable that 
our not-for-profits fees are only those which 
enable BPAS to provide reliable, high-quality 

and evidence-based care.   

2

Services
We will provide

• Intrauterine insemination (IUI)
• In-vitro fertilisation (IVF)
• Intracytoplasmic sperm injection (ICSI)
• Frozen Egg Transfer (FET)
• Frozen eggs, sperm and embryos
•  Fertility preservation
•  Ovulation induction
•  Fertility treatment with donor sperm

We will provide services to patients nationwide through one main 
clinic hub and several satellite clinics throughout the country. 
These premises in London are intended to be the main clinic hub 
and IVF laboratory. 

BPAS Fertility is led by Dr Marta Jansa Perez our Director of 
Embryology. Marta is an award-winning Embryologist with 
experience of delivering services worldwide. She has worked 
in NHS services in the UK, initially at King’s College Hospital as 
Consultant Embryologist and at Imperial College Hospital IVF 
unit as the Head of Embryology from 2012 where she directed 
a laboratory of 10 Embryologists providing state of the art 
technology to all fertility treatments as well as PGD. 

3

Support the campaign for

#FairIVF

Focus on Fertility   
 
Number 1 – 5th February 2021 

 
 
 

 
 

 

 
“We are making good progress. We now have the architects' 

plans for our hub in central London and we are in the 
process of ordering all the equipment that we will need in 
the clinical areas to provide state of the art, evidence-based 

care for both the patients we will be treating and the 
embryos we will be caring for. In the meantime, we have 

started recruitment for our clinical team, including a lead 
nurse/midwife who will lead the clinical team and the 

doctor that will take medical responsibility for our service. 
We have also started internal recruitment for the 

Peterborough satellite nurses/midwive.s 
We will keep you updated!” 

 
Marta Jansa Perez – Director of Embryology 

 
 

Campaigns 
 

Fair IVF  
 
Last year, we conducted an investigation into the IVF 
postcode lottery, highlighting the systemic problem with 
fertility funding, and the true scale of fertility inequalities 
between regions. 
  

We found that only 23 (of 135) NHS CCGs offer the 3 full cycles recommended by NICE, 
and some CCGs are imposing age limits as low as a woman's 35th birthday. As revealed 
in The Times, 24 CCGs require an individual to prove they are in a 'stable' relationship to 
gain access to fertility services.  
 
Meanwhile, same-sex couples are placed at a financial disadvantage in 54% of CCGs, since 
they are required to self-fund up to 12 cycles of artificial insemination (AI) before they can 
access IVF. 
 
These discrepancies are unacceptable and go against the most fundamental principle 
of the NHS, that care should be provided according to each patient's clinical need and 
not their ability to pay. We will continue to campaign for equality and #FairIVF across 
NHS-funded fertility care. 

 
 

  

NewsletterBooklet
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Correct usage

BPAS Fertility. Evidence-based, not-for-profit care.

3.2 Strapline

The BPAS Fertility strapline defines and communicates our 
values and can be used alongside the logo.

When collectively describing the services BPAS Fertility 
provides either internally or externally, use the term 
“Assisted Conception or Assisted Conception Services”. BPAS 
Fertility services should not be collectively described as “IVF 
Services” or “IVF”.

3. BPAS Fertility Service Brand Guidelines
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c:0 m:42 y:93 k:0 
r:250 g:162 b:44

c:58 m:23 y:45 k1 
r:116 g:161 b:147

c:0 m:0 y:0 k:100 
r:35 g:31 b:32

c:0 m:0 y:0 k:0 
r:255 g:255 b:255

c:43 m:63 y:68 k:33 
r:115 g:80 b:67

Secondary Colours

c:47 m:27 y:94 k:5 
r:144 g:153 b:64

c:87 m:52 y:34 k:10 
r:39 g:104 b:132

c:5 m:5 y:4 k:0 
r:239 g:236 b:236

c:80 m:72 y:24 k7 
r:77 g:85 b:132

c:10 m:40 y:37 k:0 
r:225 g:164 b:148

c:29 m:96 y:79 k:29 
r:140 g:34 b:47

c:78 m:89 y:39 k:34 
r:67 g:43 b:82

Primary Colours

c:63 m:57 y:55 k:35 
r:83 g:81 b:81

c:14 m:17 y:29 k:0 
r:219 g:203 b:180

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

There are two BPAS Fertility corporate colours to be used 
along with black and white. For consistency, all colours must 
be used as cmyk for print and rgb for digital use.

Other colours may be used for season promotions, approval 
should be sought from the BPAS marketing team. When  
using tints please increase at 10% intervals from 10% - 100%.

3.3 Palette

3. BPAS Fertility Service Brand Guidelines
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3.4 Fertility Service Brand Employee Signature

3. BPAS Fertility Service Brand Guidelines

Email signature with ‘BPAS Fertility. Evidence-based, not-for-profit care.’ 
strapline and optional gender pronouns

Email signature with ‘BPAS Fertility. Evidence-based, not-for-profit care.’ 
strapline without gender pronouns
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4. BPAS Centre for Reproductive Research  
    & Communication Brand Guidelines

BPAS
Centre for Reproductive

Research & Communication

BPAS Centre for Reproductive Research & Communication logo

Symbol

The Centre for Reproductive Research & Communication 
(CRRC) at BPAS exists to develop and deliver a research 
agenda that furthers access to evidence-based reproductive 
healthcare and choices.

This brand is used on any materials relating to the CRRC’s 
work.

The CRRC identity is a combination of two elements locked 
into position in relation to each other.

These elements are the ‘word mark’, and the ‘symbol’.

These elements must never be moved or altered so that the 
identity always remains consistent.

4.1 Logo

4.1.1 Brand lock-up

Word mark
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BPAS
Centre for Reproductive

Research & Communication

BPAS
Centre for Reproductive

Research & Communication

BPAS
Centre for Reproductive

Research & Communication

BPAS
Centre for Reproductive

Research & Communication

Full colour version Single colour version Mono version

Reversed version

BPAS
Centre for Reproductive

Research & Communication

BPAS CRRC icon

BPAS
Centre for Reproductive

Research & Communication

BPAS
Centre for Reproductive

Research & Communication

When reproduced in colour, the BPAS Centre for 
Reproductive Research & Communication (CRRC) logo 
should, wherever possible, be reproduced in the BPAS CRRC 
corporate colours.

The full colour logo in the specified cmyk values (for print) 
or rgb values (for digital) is the preferred version to use. To 
use one of the other options approval should be sought 

from the BPAS marketing team. When printing is restricted 
to one colour the logo should be reproduced in BPAS Purple 
or Black as shown (the overlapping circles of the ‘CRRC 
symbol’ component in a 100% for the top shape, 70% tint 
for the left shape, and 40% tint for the right shape).

The BPAS CRRC logo can appear reversed out of the 
corporate purple or black. If the logo is reversed out of  

any other colour ensure the tonal value is dark enough for  
it to be clearly visible.

The BPAS CRRC ‘icon’ can be used in isolation. It must only  
be used occasionally as a back-up visual device.

‘CRRC’ should always appear uppercase. When the name 
‘BPAS Centre for Reproductive Research & Communication’ 
is typed in full, ‘&’ rather than ‘and’ should always be used.

4.1 Logo

4.1.2 Usage

4. BPAS Centre for Reproductive Research  
    & Communication Brand Guidelines

BPAS
Centre for Reproductive

Research & Communication
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4. BPAS Centre for Reproductive Research  
    & Communication Brand Guidelines

Minimum size Exclusion zone

30mm

4.1 Logo

4.1.3 Minimum size and exclusion zone

To ensure visibility, readability and accessibility, the BPAS 
CRRC logo should never be used smaller than the size 
shown.

The exclusion zone is the clear area around the logo in 
which nothing else should appear. It helps to ensure clarity 
and improve the impact of the logo. The clear space is  
proportional and is defined as the height of the ‘B’ from the 
word ‘BPAS’ as shown.

BPAS
Centre for Reproductive

Research & Communication BPAS
Centre for Reproductive

Research & Communication
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4. BPAS Centre for Reproductive Research  
    & Communication Brand Guidelines

Never squash or expand the logo Never use at an angle Never change the colour of the logo

x

x

x x
Never use at a size where the logo is too small 
and becomes illegible

x

BPAS
Centre for Reproductive

Research & Communication

The BPAS CRRC logo must never be manipulated in any 
way. This includes distorting the logo, placing the logo on 
an angle, altering the colour of the logo, or where the word 
mark would become illegible. 

Always use the logo from master artwork supplied by the 
marketing department.

4.1 Logo

4.1.4 Incorrect usage

BPAS
Centre for Reproductive

Research & Communication

BPAS
Centre for Reproductive

Research & Communication

BPAS
Centre for Reproductive

Research & Communication

BPAS
Centre for Reproductive

Research & Communication
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BPAS Centre for Reproductive Research and Communication
30-31 Furnival Street, Holborn, London, EC4A 1JQ

research@bpas.org

BPAS
Centre for Reproductive

Research & Communication

4. BPAS Centre for Reproductive Research  
    & Communication Brand Guidelines

The following examples show the correct usage of the logo 
in various environments. The position of the logo and the 
proportion of the logo in relation to its surroundings shown 
below must be adhered to. 

The BPAS CRRC logo must always be positioned on the top 
right corner on all internal reports, letters and bulletins. 

If the BPAS CRRC logo is used on the same document as 
the BPAS corporate logo, then the corporate logo features 
prominently on the top right hand corner of the document.

4.1 Logo

4.1.5 Logo usage examples

Electronic letterhead

 

 
 
 

1 

                            
 
 

INSTRUCTIONS FOR RESEARCH APPLICANTS 
 

Approval of Research 
 
All requests for research, audits, surveys, and academic projects with BPAS clients or staff 
will require the advice and approval of the Research and Ethics Committee.   
 
All applications, whether internal of external, should be done on the BPAS Application for 
Ethical Approval of Research form.  Applications should be submitted to the Research 
Administrator preferably by email to research@bpas.org. An electronic version of the 
Application and all other forms may be uploaded from BPAS web site at 
http://www.bpas.org/bpasknowledge.  
 

 
INSTRUCTIONS FOR COMPLETING APPLICATION FOR ETHICAL APPROVAL OF 

RESEARCH FORM 
 
Parts 1 and 4 of this form must be fully completed by all investigators wishing to carry out 
research at BPAS. All applications that involve use of fetal tissue must also complete Part 2.  
Part 3 must be completed by all applicants with the exception of those applicants who have 
already received NRES approval. A copy of the full NRES application (available 
http://www.nres.npsa.nhs.uk) with the approval letter may be submitted in lieu of Part 3. 
 
In addition to the BPAS Application form, all submissions must also include: 
 

• A full research protocol including a detailed summary, project time chart showing 
milestones, and flow chart of procedures 

• Proposed client information leaflets, consent forms, instruments, interview guides 
and questionnaires to be used in the research, with dates and version numbers 

• If applicable, a letter of approval from a NHS REC, and letters of support from 
additional sites 

 
Please return all application materials to:   
 
by email to:  research@bpas.org 
 
by regular mail to: xxxxx 

BPAS 
30-31 Furnival Street 
London 
EC4A 1JQ 

 
Electronic submissions are preferred. 
 
For any queries, email research@bpas.org   

Research briefing document

BPAS
Centre for Reproductive

Research & Communication
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4. BPAS Centre for Reproductive Research  
    & Communication Brand Guidelines
4.2 Strapline

The BPAS CRRC brand values and strapline were still in 
development at the time of publication. BPAS CRRC will 
experiment with various iterations until a final strapline has 
been chosen.
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4. BPAS Centre for Reproductive Research  
    & Communication Brand Guidelines

To co-ordinate with the BPAS Corporate Brand, the three 
main BPAS corporate colours can be used along with black 
and white. The three colours used in the CRRC icon also 
form part of the Primary palette. 

Where possible, the darker colours should be used for 
accessibility reasons. There is a range of secondary colours 
available for use. For consistency, all colours must be used as 
cmyk for print and rgb for digital use.

Other colours may be used for season promotions, approval 
should be sought from the BPAS marketing team. When  
using tints please increase at 10% intervals from 10% - 100%.

4.3 Palette

c:56 m:60 y:0 k:0
r:126 g:113 b:180

Secondary ColoursPrimary Colours

c:56 m:15 y:0 k:6 
r:97 g:169 b:214

c:0 m:0 y:0 k:100 
r:35 g:31 b:32

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

75%

50%

25%

c:58 m:23 y:45 k:1 
r:116 g:161 b:147

c:9 m:73 y:75 k:1 
r:220 g:103 b:76

c:6 m:39 y:72 k:0 
r:236 g:166 b:93

c:21 m:24 y:58 k:0 
r:205 g:184 b:127

c:12 m:40 y:21 k:0 
r:220 g:164 b:171

75%

50%

25%

c:35 m:34 y:9 k:0 
r:169 g:161 b:193

c:3 m:53 y:7 k:0 
r:235 g:145 b:178

c:18 m:14 y:100 k:0 
r:216 g:199 b:38

c:41 m:16 y:33 k:0 
r:155 g:185 b:173

75%

50%

25%

c:0 m:0 y:0 k:0 
r:255 g:255 b:255

c:38 m:20 y:7 k:0 
r:157 g:183 b:211

75%

50%

25%

75%

50%

25%

75%

50%

25%

c:44 m:23 y:74 k:2 
r:151 g:166 b:101

c:23 m:40 y:49 k:1 
r:196 g:154 b:129

75%

50%

25%

75%

50%

25%

c:51 m:5 y:14 k:0 
r:118 g:196 b:213

75%

50%

25%

75%

50%

25%
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BPAS corporate signatures can be used for BPAS Centre for 
Reproductive Research & Communication. 
BPAS corporate signatures should primarily used by BPAS 
staff associated with BPAS CRRC. However, if a staff 
member is writing externally purely for CRRC purposes 

(for example organising a CRRC event), they may utilise 
the CRRC corporate signature if they deem it appropriate.  
Contact Marketing for more information as required.

4.4 BPAS Centre for Reproductive Research & Communication Brand Employee Signature

4. BPAS Centre for Reproductive Research  
    & Communication Brand Guidelines

Email signature with ‘Supporting pregnancy choices. Trusting women 
to decide’ strapline and optional gender pronouns

BPAS
Centre for Reproductive

Research & Communication
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5. Use of the BPAS corporate logo alongside  
 the BPAS Fertility or BPAS CRRC logos

The following examples show the correct position and 
proportion of the BPAS corporate logo in relation to the 
BPAS Fertility or BPAS CRRC logos. 

The position of the logos and the proportion of the logos in 
relation to each other shown below must be adhered to. 
The BPAS corporate logo must always be positioned on the 
top right corner on all internal reports, letters and bulletins. 

If the BPAS Fertility or BPAS CRRC logos are used on the 
same document as the BPAS corporate logo, then the BPAS 
Fertility or BPAS CRRC logos must always be positioned on 
the top left corner. The logos must have same width.

5. Position of logos

BPAS corporate logo position BPAS corporate logo in relation to the BPAS Fertility logo BPAS corporate logo in relation to the BPAS CRRC logo

BPAS
Centre for Reproductive

Research & Communication
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Agenda Medium
for headers, sub-headers, quotations  
and initial paragraphs

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789

Agenda Bold
to emphasise headers, sub-headers,  
quotations and initial paragraphs

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789

Agenda Medium Italic
can be used occasionally to emphasise headers,  
sub-headers, quotations and initial paragraphs

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789

Agenda Light Italic
can be used occasionally to emphasise body copy

abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

123456789

Arial Regular
for digital

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789

6. Guidelines for all BPAS Communications

Agenda Light
for body copy

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789

Agenda Regular
to emphasise body copy

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789

6.1 Typefaces, fonts and weights

Agenda is the BPAS typeface set. It has been chosen for its 
distinctive, modern cut. In copy it is professional, clean and 
practical. It should be used wherever possible to achieve 
consistency and recognition across the BPAS brand.

Arial should be used for all electronic documents, such as 
Microsoft® Word templates, Powerpoint® and website text, 
where Agenda is not available.
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BookletPoster

Online

6. Guidelines for all BPAS Communications
6.2 Examples of font usage

Examples of correct font usage across different media.
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6. Guidelines for all BPAS Communications
6.3 Use of ‘BPAS’ in text

When using ‘BPAS’ in text, it must always be shown in 
capital letters as shown in the example below.



Contact

For further advice or information regarding the 
application of our brand for print, digital or any 
other visual communications please contact:

Mandy Hamilton-Smith

Email: mandy.hamilton-smith@bpas.org

7. Contact information


