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Purpose: This guide provides internal teams with clear 
direction on CalVEBA’s brand standards when 
creating written communications. It outlines the 
essential voice, messaging, and formatting 
guidelines that support quality and consistency. 



BRAND STANDARDS



Voice & Tone

Core Principles 
Use active voice Use Copilot to edit for clarity, flow, 

and check for spelling & grammar“Our members attended the event.”  
“The event was attended by our members.” Solution‑oriented, never problem‑heavy 

Contractions welcome (it’s, you’re) 
Keep copy concise & easy to understand. 
Use short sentences & simple words

Tone by Audience 
Members: 
Personable, simple, encouraging

Benefits Administrators:
Professional, clear, helpful

Clients/Decision Makers:
Polished, strategic, formal



Word Choice & Messaging Standards

Reframe negative 
 → supportive: USE NOT

Navigating health care can

be challenging,


but help is available.”

support, encourage, equip 

health care 

well-being 

empower 

healthcare 

Wellbeing, well being  “Navigating healthcare

is overwhelming

and frustrating.”



CalVEBA Terminology

Naming Resource Centers 
Resource Center or [Location + Resource Center]  
(e.g., Kearny Mesa Resource Center)

Do not use VRC or VEBA Resource Center, V1, V2, V3

First mention:
California Schools VEBA (CalVEBA)

Subsequent mentions:
CalVEBA

For non-school clients, 

we only use CalVEBA 

Do not use “VEBA” or “CS VEBA”
Client Language 

Use group, organization, or employer

Avoid using “district” as we support 
non-school clients

Teams
Advocacy Team 
Account Management Team 
Well-being Team 
Resource Center Team 

Eligibility Verification Review Team



Formatting Essentials

Titles/Names Time
Dr. First Last, Credentials 

Role, Organization  

Dr. Mark Anthony, ETC, MD, PHD  

Superintendent, Georgetown Unified School District 

Lowercase am/pm

7 am – 8 am

7:00 a.m., 7 AM

Numbers 
Spell out one–nine 

Use numerals for 10+

Dates 
Spell out months 

No ordinal endings: “th,” “st,”, “nd,” “rd” 

January 12 

January 12th

Exception in tight spaces

1/12

Jan. 12 

Acronyms 
First use: full name (acronym) 

After: Acronym only 

Example: UnitedHealthcare (UHC) 



Links, CTAs & Contact Info

Bold all links, email addresses & phone numbers 

HealthInvestHRA.com   

CustomerCare@HealthInvestHRA.com 

Format phone numbers as XXX‑XXX‑XXXX

858‑555‑1234

(858) 555 1234, 858.555.1234, 858 555 1234



VISUAL GUIDANCE



This guide provides non‑creative 
teams with the essential visual 
standards needed to apply 
the CalVEBA brand consistently 
across everyday materials such 
as flyers, presentations, etc.  

Questions or use cases beyond this guide? 
Contact the Creative team.



Logo Usage The CalVEBA logo is the primary visual representation of our brand and should always be 
used in an approved format. Two approved logo names exist to support different audiences. 

Audience Use 
CalVEBA


is the primary brand and should be used 
for all non‑school clients, external 

audiences, and general communications.

For non‑school clients, use CalVEBA 
only. Do not alternate between logo 
names within the same asset. 

California Schools VEBA

may be used when communications 
are specifically intended for school‑based 
audiences or when formal first‑mention 
clarity is required. 

Full Color Logo

Use on white or very 

light backgrounds 
whenever possible.

White Logo

Use over dark or 

high‑contrast color 
backgrounds.



General Rules 

Do not stretch, distort, recolor, 
or modify the logo in any way.

Do not place the logo on 
backgrounds that reduce legibility.

Do not scale the logo so small that 
the tagline becomes difficult to read.

Logo must always be fully visible 
and unobstructed. Logos should 
not be cropped, partially hidden, 
or cut off.  

This most commonly happens 
on PowerPoint deck slides.

Keep generous spacing 
around edges of content.



Brand Colors  Use the approved CalVEBA color palette to maintain visual consistency. 

Colors outside of this palette should not be used. 

California Sky
Our primary brand color 


Ocean
This is our secondary color


HEX: #24234FHEX: #336AE9

Alternate brighter secondary color

VEBA HEX:


#3A3A8D

Green Flash
This is our accent color





Accent colors should be used sparingly to highlight 
key information, not as dominant backgrounds. 

HEX: #18D0C6
Wild Rose

This is our callout color





Accent colors should be used sparingly to highlight 
key information, not as dominant backgrounds. 

HEX: #FF7D6B

Body Blue
This is our body text color

White
Used for open free space


HEX: #101027 HEX: #FFFFFF

HEX:

#EBE6E3

Contrast to white space
Off White



Brand Fonts  Use only approved brand fonts to ensure consistency across communications. If 
brand fonts are unavailable, default to a clean system sans‑serif font (e.g., Arial). 

Ab
AB

Feeling Passionate

Accent Font 
(Use Feeling Passionate in Upper Lower case)

Ab

Quicksand

Subheader | CTA Font 
(Use Quicksand in ALL CAPS)

Roboto

Primary | Body Text | Captions

Need help downloading the brand fonts? 
Please contact the IT team.



Usage Example

Feeling Passionate
UPPER LOWER CASE

QUICKSAND BOLD
ALL CAPS

QUICKSAND BOLD
OR ROBOTO

Roboto Bold
Roboto Regular

Roboto Italic

QUICKSAND BOLD
ALL CAPS

Accent 
Header

SubHeader

“Lorem ipsum dolor sit amet 
consectetur adipiscing.”

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet.

Section Header

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. Proin 
gravida mi eget lectus varius, volutpat 
varius metus auctor. Vivamus magna 
velit, molestie at tempor sed, hendrerit 
ut quam. Phasellus id elit ut lacus 
dignissim posuere ac at sem. Proin 
non hendrerit risus, ut faucibus sem. Cras ultricies felis quis iaculis facilisis. 
Aliquam dolor ipsum, laoreet in ante ac, dignissim blandit dolor. Nunc sed 
nibh blandit, volutpat tellus sit amet, molestie enim.

CTA FONT
BUTTON / CTA

ALL CAPS
QUICKSAND BOLD



Spacing Be sure to keep free space around objects for easy readability and better looking 
design.  Extra negative space around objects and text always looks better.

Rounded Edge

Keep the corner radius like this.  
Not too round and not sharp.

Section Header

Lorem ipsum dolor sit amet, consectetur adipiscing 
elit. Proin gravida mi eget lectus varius, volutpat 
varius metus auctor. Vivamus magna velit, molestie 
at tempor sed, hendrerit ut quam. Phasellus id elit ut 
lacus dignissim posuere ac at sem.  

Negative Space

Be sure to use lots of space around 
your text so it doesn't look cramped.

Lots of space around text Cramped and hard-to-read text.  Edges are too rounded. 

Section Header

Lorem ipsum dolor sit amet, consectetur adipiscing 
elit. Proin gravida mi eget lectus varius, volutpat 
varius metus auctor. Vivamus magna velit, molestie 
at tempor sed, hendrerit ut quam. Phasellus id elit ut 
lacus dignissim posuere ac at sem.  

Section Header

Lorem ipsum dolor sit amet, consectetur adipiscing 
elit. Proin gravida mi eget lectus varius, volutpat 
varius metus auctor. Vivamus magna velit, molestie 
at tempor sed, hendrerit ut quam. Phasellus id elit ut 
lacus dignissim posuere ac at sem.  



Partnerships and Logos Co‑branded logos should be displayed at similar visual sizes to maintain balance and partnership equity. 

hierarchy guidance

When co‑branded with a client or group, lead with the client logo

When co‑branded with a carrier or benefits partner, CalVEBA’s logo should appear first

Divider Line



BRANDING IN ACTION



Design Examples Print

CalVEBA.org



Design Examples Print



Design Examples Print



Design Examples Print



Design Examples PowerPoint



Design Examples PowerPoint



Design Examples PowerPoint



THANK YOU
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