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About HCA’s brand
Our brand is the experience people have when they interact with any one of us. It makes 
us a place where people want to work. It's how we live our mission, vision, and values.

As a Health Care Authority (HCA) employee, you are an ambassador for HCA as well 
as your specific program or division. Whether you answer questions for Apple Health 
clients, provide information to PEBB members, oversee building operations, or develop 
agency policy, you are part of HCA’s story of purchasing high-quality, accessible health 
care for more than 2 million Washington residents. 

With a brand guide, we can:

• Support a recognizable identity for HCA.
• Ensure we are telling the same story through our words and images.
• Connect information about HCA’s work with our mission, vision, and values.
• Align HCA’s messaging and images across programs and services, while allowing 

for flexibility and creativity when needed.

How we created this guide
We held a series of discovery sessions to collect input from a diverse, representative 
group of HCA employees. We asked how they see their program or service as part of 
HCA, and what they need to better connect with a unified HCA identity. 

The sessions made clear that employees were eager to be HCA brand ambassadors, but 
needed tools to support them, including:

Agency key messages to better anchor all of us in why we do what we do. In 
other words, what value does HCA add to our state and the people we serve? 
Communications developed HCA’s key messages with input from all divisions 
and the endorsement of the Executive Leadership Team (ELT).  

Cohesive guidance on HCA’s visual identity, including HCA’s logo, sub-identities, 
product logos, color palette, and typefaces. Communications created this guide 
with review by Communications Council and the approval of ELT.

Who should use this guide
Any HCA employee can use this guide to help create a consistent 
experience with the HCA brand—whether it’s a meeting agenda 
or an 80-page report. Staff more directly involved in developing 
external communications and marketing materials, and planning 
events, will want to be familiar with the elements of the HCA 
brand and our visual identity tools, and keep this guide handy. 
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Communications staff is 
always available to answer 
your questions about HCA's 
brand. Start with your 
communications contact.

https://inside.hca.wa.gov/system/files/communications-contacts.pdf


Elements of our brand 
The world of brand strategy includes its own principles and terminology. We want to keep it simple at 
HCA. Our brand focuses on four elements: key messages, tone and voice, audience awareness, and visual 
identity. The first three are briefly described below. We explain visual identity in more detail to help all of us 
understand and appropriately use the HCA logo and our product logos.

Key messages
When telling our story, we start with the why. 
Why does HCA exist, and why do we add value to 
Washington? We answer that through our agency key 
messages map. This map is a framework, with key 
words, reinforcing messages, and proof points. 

They are not meant to be cut and pasted word-
for-word into documents or recited verbatim in 
presentations. Rather, they are a tool to help us build 
awareness of HCA in all our communications and 
connect our work—what we do—with why we do it.

Examples of how we can use our 
key messages
• Infuse key messages into the 

content and talking points 
of presentations for external 
audiences.

• Find and select images for the 
HCA website that visually convey 
the key messages.

• Look for opportunities to 
address “why we do this work” in 
publications.

Audience awareness
Knowing your audience also helps with 
communication, voice, and tone. When you 
know your audience, you can more easily 
decide what to say, how to say it, and the 
vocabulary to use. HCA’s web personas 
are a resource. A web persona is a written 
description—a portrait if you will—of a 
website’s typical user. See Resources in this 
guide for links to HCA’s web personas and 
information on Plain Talk.

Visual identity
We strive for a consistent visual 
representation of HCA in all of our 
materials. Our visual identity—
colors, typefaces, photos, and 
other imagery—should convey the 
same feel as voice and tone in our 
written words.

Tone and voice
The tone we use when communicating about HCA is 
almost as important as what we say. Whether you are 
speaking directly with a customer, presenting to a legislative 
committee, or writing a letter or fact sheet, HCA’s tone 
should be:

Empathetic. We care about the people we serve, 
and we believe that all Washington residents 
deserve access to high-quality, affordable health 
care.
Open. We have years of experience and knowledge 
among our staff, yet we are accepting of new ideas 
and ways to improve.
Customer-focused. We always remember that we 
are here to serve the residents of Washington.

The voice we want to use is human—not bureaucratic—
and that means talking to people not at them:

• Use “we” or “our” to refer to your program or HCA.
• Use “you” for the reader.
• If you are using a Q&A format, use “I” in the 

questions and “you” in the answers.
3
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STABILITY STEWARDSHIP INNOVATION TRANSFORMATION
HCA leads our 
state’s work to adopt 
new, sustainable 
advancements in 
health care.

Key Messages Map

HCA creates 
reliability in today’s 
unpredictable and 
complex health 
care environment. 

We do this by:

GUIDING the investment of 
our state’s health care 
resources.

PURCHASING health care 
services for people with 
diverse needs.

HELPING PEOPLE NAVIGATE 
a complex health care 
system.

HCA is the trusted 
steward of public 
funds to ensure 
Washingtonians 
receive the best care.

We do this by:

ENGAGING with diverse 
health care partners to 
achieve high-quality, cost-
effective outcomes.

CREATING ACCESS to the 
best information that 
allows people to make 
informed health care 
decisions.

TAKING ACTIONS to reduce 
health disparities and 
achieve health equity for 
all people.

STRIVING FOR operational 
excellence.

HCA accelerates 
the modernization 
and efficacy of our
health care system.

We do this by:

MONITORING 
ADVANCEMENTS in science, 
technology, and delivery of 
health care.

ASSESSING emerging 
methods that expand 
options while containing 
costs.

INTEGRATING new ways of 
providing the best care 
into the health care system. 

We do this by:

EVOLVING how we provide 
coverage and improve 
health.

PAYING FOR the most 
effective models of health 
care service delivery to 
attain greater health in all 
communities.

CREATING a sustainable 
health care system for the 
future.

HCA 10-517 (2/18)
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Visual identity tools
HCA logo

This is HCA’s logo. HCA is our primary brand, and 
every program, service, and product within our 
agency is part of HCA. How we visually represent 
this relationship is important.

If you have materials that use the old maroon and blue HCA logo, please talk with your 
communications contact about whether to update those materials. The black HCA logo 
needs no change.

Use of HCA’s logo
The logo represents the agency. These guidelines will help ensure we use it well. If you need 
the HCA logo to use in a document, go to Communications tools, click on Logos, and then 
click on HCA’s logo to download the file.

For guidance on documents of other sizes,  
please contact designservices@hca.wa.gov

Letter 
8.5” x 11”

Legal 
8.5” x 14”

Portrait orientation

Letter 
11” x 8.5”

Legal 
14” x 8.5”

Landscape orientation

2”

2.5”

For 8.5” x 11” or 8.5” x 14” documents,  
portrait orientation, the HCA logo size should 
be between 2 and 2.25 inches wide.

For 8.5” x 11” or 8.5” x 14” 
documents, landscape orientation, 
the HCA logo size is 2.5 inches wide.

Size

https://inside.hca.wa.gov/system/files/communications-contacts.pdf
http://inside.hca.wa.gov/tools-and-resources/communications-tools
http://inside.hca.wa.gov/system/files/HCA-logo.png
http://inside.hca.wa.gov/system/files/HCA-logo.png
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Incorrect use

Please, do not copy the HCA 
logo from the website for use in 
a document, such as a Word or 
Excel file. Logos taken from the 
web won't reproduce clearly, 
especially in documents that could 
be printed.

Do not try to re-create or match the 
original artwork.

Do not change the HCA logo—
never modify the colors, typefaces, 
or size of any part of the HCA logo, 
or add visual effects such as drop 
shadows.

Do not add text or visuals directly 
below the HCA logo.

for a healthier Washington!

Do not place the HCA logo on a 
competing background, such as 
a pattern or photo that would 
obscure it.

Do not distort the HCA logo by 
stretching it.

Clear space
Clear space is the area around the HCA 
logo that must be free of any other logos, 
graphics, borders, or text. This ensures 
that the HCA logo is easily recognized and 
optimally presented.

The clear space for HCA’s logo 
should be .25" above, below, and 
on both sides of the logo.

Black or color logo?
Use the black version 
of the HCA logo if the 
document has no color 
other than black.

Use the color version of 
the HCA logo if you are 
using color photos, graphs, 
charts, or color headings.

If an existing document’s colors clash with the new logo 
colors, work with Communications to change the colors in 
your document, or use the black version of the HCA logo. 
Please do not change a color logo to grayscale..25”
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Use of the “HCA bug”
HCA’s social media and some video products use a 
“logo” that only uses the letters HCA. We call this the 
HCA bug, and it is only approved for social media. 
Video products that use the bug need to be vetted with 
the Communications Division.

Use of the sub-identity logos
A sub-identity treatment of HCA’s logo shows the relationship between HCA and a 
program within HCA. Below are the programs that have been approved for a sub-identity 
treatment. The banner below the HCA logo is only used with the HCA logo, not separately. 
We do not have sub-identity logos for divisions or units within HCA.

Approved sub-identities:                         

PUBLIC EMPLOYEES BENEFITS BOARD

WASHINGTON WELLNESSHEALTH TECHNOLOGY ASSESSMENT

SCHOOL EMPLOYEES BENEFITS BOARD

PRESCRIPTION DRUG PROGRAM

Note: The Washington Wellness program includes SmartHealth, Diabetes Prevention Program 
and support services, tobacco cessation, support for Wellness programs in other organizations, 
and the Healthy Worksite Summit.

Use the Washington Wellness sub-identity when talking about the work of all of this program's 
services. When customer-focused information talks exclusively about SmartHealth, use the Smart 
Health logo (next page). 
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Washington Apple Health (Medicaid)
Use the Washington Apple Health (Medicaid) logo only on materials for 
clients. All other materials, such as provider manuals or reports about 
Apple Health, use the HCA logo.

Client materials: The HCA logo should appear in black and white in the 
footer of Apple Health client materials, along with this language: HCA 
administers Washington Apple Health (Medicaid).

All other Apple Health materials: The HCA logo should appear at the 
beginning of the document. Elsewhere in the document, this language 
needs to appear: The Health Care Authority administers Washington Apple 
Health (Medicaid).

Uniform Medical Plan
The Uniform Medical Plan logo is used on all UMP printed materials 
and is approved for use in the banner of the UMP section of HCA’s 
website. Neither the HCA logo nor the PEBB sub-identity logo appears 
on UMP printed materials. However, the following statement needs 
to be used on UMP materials that HCA designs and/or prints: UMP is 
offered by a third-party vendor under contract with the Washington 
State Health Care Authority.

Product logos
In addition to our programs and services, HCA manages several products. An HCA product is one that we 
market to customers, and that merits its own logo. When we use a product logo, we also include supporting 
information in the footer or elsewhere in the material to help ensure it is clear that HCA offers the product.

Our product logos are:
• Apple Health 
• SmartHealth
• Uniform Medical Plan

• UMP Plus
• ProviderOne

HCA has not made any decisions about the RX Prescription Drug Services logo some Uniform Medical 
Plan vendors use.
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UMP Plus
The UMP Plus logo is used on all UMP Plus printed materials. It does 
not appear in the banner of HCA’s website. Neither the HCA logo nor the 
PEBB sub-identity logo appears on UMP Plus printed materials. However, 
the following statement needs to be used on UMP Plus materials that HCA 
designs and/or prints: UMP Plus is offered by third-party vendors under 
contract with the Washington State Health Care Authority.

SmartHealth
SmartHealth is a product offered to eligible PEBB members. The 
SmartHealth logo is used on all SmartHealth materials. These materials do 
not carry the HCA logo or the PEBB sub-identity logo treatment. However, 
the following language needs to appear somewhere on all SmartHealth 
materials: SmartHealth is administered by the Washington State Health 
Care Authority.

ProviderOne
At this time, HCA is not making any changes to the ProviderOne logo. 
The P1OS (ProviderOne Operations and Services) division and the 
Communications division need to discuss any new printed, electronic, 
or web-based materials before expanding the use of the ProviderOne 
logo outside of the ProviderOne system. Note: HCA does not use the 
Individual ProviderOne logo (a variation of the ProviderOne logo). It only 
appears on the DSHS website and a contractor’s website.

Healthier Washington
As a multi-agency, multi-sector initiative, Healthier Washington has its 
own brand guide, Healthier Washington Brand Standards.

Old logos?
Unless discussed in this brand guide, other logos used at HCA in 
the past are not approved for ongoing use. If you have questions, 
please reach out to your communications contact. We want to 
know if we’ve overlooked a logo still in use and need to discuss it 
with you before making changes. 

https://inside.hca.wa.gov/system/files/communications-contacts.pdf
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Co-Branding
There are times when HCA collaborates with other organizations on events, products, or initiatives. In 
these instances, it may be appropriate to co-brand, which means using the HCA logo along with other 
organizations' logos. 

Please consult with your communications contact when approached with a co-branding opportunity. Your 
communications contact may pull in a graphic designer to discuss. It is important to think through whether 
and how HCA should be presented in co-branded materials. It may be that a simple written statement 
suffices, rather than the use of HCA’s logo. Some general questions to ask about co-branding are: 

• Who are the audiences?
• Who is in charge of communicating in a co-branded initiative?
• Is there any reputational risk by associating HCA with the other brands?
• Is the event or initiative relevant to HCA’s core business, and does it align with our key messages?

Note: Do not use another organization’s logo in HCA materials without first talking with a communications 
representative from that organization.

Photography
Photography is an important part of the HCA brand. When using photos, feature individuals who are 
looking at (making eye contact with) the camera to create a personal look and feel. Select photos that 
feature diversity (age, gender, ethnic/cultural, disability). Also strive for a mix of individuals and families, 
urban/rural, and communities around the state. Images should generally show confident and healthy 
individuals, communities and groups—including people who may be dealing with health challenges. 

Be sure you have permission from the copyright holder before using copyrighted images in HCA documents.

https://inside.hca.wa.gov/system/files/communications-contacts.pdf
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Pantone CMYK RGB HEX

PMS 1795 C 0 | M 96 | Y 93 | K 2 R 210 | G 38 | B 48 #d22630

PMS 165 C 0 | M 70 | Y 100 | K 0 R 255 | G 103 | B 31 #ff671f

PMS 7407 C 6 | M 36 | Y 79 | K 12 R 203 | G 160 | B 82 #cba052

PMS 130 C 0 | M 32 | Y 100 | K 0 R 242 | G 169 | B 0 #f2a900

PMS 1205 C 0 | M 3 | Y 43 | K 0 R 248 | G 224 | B 142 #f8e08e

PMS 397 C 14 | M 2 | Y 100 | K 15 R 191 | G 184 | B 0 #bfb800

PMS 375 C 46 | M 0 | Y 90 | K 0 R 151 | G 215 | B 0 #97d700

PMS 362 C 78 | M 0 | Y 100 | K 2 R 80 | G 158 | B 47 #509e2f

PMS 7706 C 100 | M 16 | Y 10 | K 44 R 0 | G 106 | B 142 #006a8e

PMS 3005 C 100 | M 31 | Y 0 | K 0 R 0 | G 119 | B 200 #0077c8

PMS 5415 C 56 | M 24 | Y 11 | K 34 R 91 | G 127 | B 149 #5b7f95

PMS 2583 C 40 | M 70 | Y 0 | K 10 R 146 | G 93 | B 156 #925d9c

PMS 3035 C 100 | M 30 | Y 19 | K 76 R 0 | G 62 | B 81 #003e51

PMS 2756 C 100 | M 98 | Y 0 | K 15 R 21 | G 31 | B 109 #151f6d

Color palette
HCA’s color palette offers a range of colors while still helping to reinforce HCA’s visual identity. Below is the 
color palette for HCA. PMS 375 (green) and PMS 3005 (blue) are the two colors used in HCA’s logo. Colors that 
certain products must use are also identified. 

Product color palettes
The colors for 
Healthier Washington:

PMS 7706 (blue)  
PMS 397 (green)  
PMS 3035 (dark teal)  
PMS 165 (orange)  
PMS 2583 (violet)  
PMS 5415 (gray) 
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Typefaces
First and foremost, typography is about function. The typefaces we use are readable, both in print and in 
electronic media. We have fewer approved typefaces than in the past, but still use a number of them to 
reinforce product brands and avoid massive rework of existing materials. Here are the typefaces and the 
programs and products that use them. For agencywide materials, use Tahoma Regular for document titles, 
Tahoma or Calibri for top-level headings, Calibri for other headings and statistical presentations (charts, 
graphs), and Cambria for body copy. 

Note: The covers of Apple Health billing guides use agencywide typefaces. Arial and Times Roman will 
continue to be used on inside pages of billing guides.

Tahoma Regular EXAMPLE:  
A healthier Washington.

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

Cambria

Calibri

EXAMPLE:  
A healthier Washington.

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

EXAMPLE:  
A healthier Washington.

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

Merriweather

Source Sans Pro

EXAMPLE:  
A healthier Washington.

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

EXAMPLE:  
A healthier Washington.

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

Varela Round

Source Sans Pro

EXAMPLE:  
A healthier Washington.

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

EXAMPLE:  
A healthier Washington.

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

Agencywide

Fiendstar

Myriad Pro

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

Gotham

EXAMPLE:  
A healthier Washington.

EXAMPLE:  
A healthier Washington.

EXAMPLE:  
A healthier Washington.

Public Employees Benefits Board

Public Employees Benefits Board 
Uniform Medical Plan 
Washington Apple Health

SmartHealthABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

Product-specific

Intranet site

Website and social media

Used for:
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Resources
HCA Policy 1-18
Note: Policy 1-18 concerns forms, publications, and graphic design services. 
It is being updated. If you have questions that the current policy does not 
answer, please call your communications contact.

HCA Policy 1-08
Policy 1-08, covers plain language in written communications and identifies 
staff who must receive training in web writing or writing for your audience. 

The following resources are listed alphabetically under Communications 
tools on Inside HCA:

HCA Style Guide
For detailed guidance on writing about HCA, review the style guide.

Plain Talk
Check out these links to practical tools.

Templates
You’ll find templates for various purposes—from agenda to PowerPoint  
(also see Template questions below).

Web personas
These provide useful information about audience awareness.

Template questions
Do I have to use the template for the email signature block that includes 
the HCA logo? 

No. However, if you want the HCA logo in your email signature block, this 
template is required. 

Is there a PowerPoint template for programs with a sub-identity logo 
treatment? 

Yes. If you work in one of these programs (see page 7), check with your 
communications contact for assistance.

HCA’s graphic designers are 
available to discuss your 
visual communication needs. 
designservices@hca.wa.gov

https://inside.hca.wa.gov/system/files/1-18.pdf
https://inside.hca.wa.gov/system/files/communications-contacts.pdf
https://inside.hca.wa.gov/system/files/1-08.pdf
https://inside.hca.wa.gov/tools-and-resources/communications-tools
https://inside.hca.wa.gov/tools-and-resources/communications-tools
https://shared.sp.wa.gov/sites/InsideHCA/Documents/Adding%20the%20new%20HCA%20email%20signature%20to%20Outlook.msg
https://shared.sp.wa.gov/sites/InsideHCA/Documents/Adding%20the%20new%20HCA%20email%20signature%20to%20Outlook.msg
https://inside.hca.wa.gov/system/files/communications-contacts.pdf
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