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Why an external agency?

• Action on ACEs is a partnership of different organisations

• We needed a brand to leverage their collective strength

• It needed to be independent of organisations, yet bring them together

• We wanted a different perspective – an external agency can provide

What we asked for: 

1. Understanding ACEs in Gloucestershire – a simple survey through partner organisations

2. Development of messages and brand

3. Develop and deliver a campaign

a) Creative & content

b) Marketing materials

c) Plan & organise conference and PR
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Communications & brand objective

Engage, inform and build 
awareness on ACEs in 
organisations and communities 
across Gloucestershire
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Campaign research – negative
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Campaign research – positive
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The creative brief

• Develop a logo – and complete look and feel – that would radiate positivity and 
hope when dealing with the difficult subject of childhood adversity

• The branding needed to be simple to use in many ways and easily recognisable 
as the campaign grows

• Consider future use with a public audience



Logos
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Overall strategy name: positive, 
simple and to the point

The font has an approachable feel 
and is instantly recognisable

‘Gloucestershire’ is a supporting but 
key element in the logo, set in a 
sans serif provides gravitas and 
authority

The use of the More than ‘marque’ 
carries across the brand, sending a clear 
message to adults and children, that they 
are much more than what has happened 
to them in the past

Orange – demonstrates our 
aspirations as it symbolises balance, 
energy, vitality, warmth, optimism 
and good health, and has high 
visibility



Photography
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Where possible we try and use positive, diverse photography with an optimistic outlook

Colour 
treating 
imagery for 
consistent use 
of brand 
colours



MORE THAN ACEs
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As part of our visual language, our More 
Than symbol is an integral part of our 
identity and visual language



Tone of voice

• Positive

• Inspiring

• Strong

• Clear (plain English)

• Inclusive

• Engaging

• Warm
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Collateral

• Strategy document with icon and infographics suite
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Simple graphical devices as part of 
the visual language

Our secondary colours represent 
inclusivity, harmony, optimism and 
nurture

Icon suite



Collateral
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Website
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Communications strategy

•Raise awareness of ACEs & resilience

•Provide the science & resources for people to share 
themselves

•Consistently promote our key themes:
• Be aware
• Talk about
• Take action
• Build resilience
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Knowledge sharing with online resources

Website and newsletter
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Social media engagement

Engage with Gloucestershire but also wider ACEs community
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More than ACEs Conference November 2018

• Viral change began with the conference 

• Inspiring and influential speakers

• 250 delegates to spread the message 

• Conference created the mood for the 
comms that followed

• Message of hope was really strong and 
very well received
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Action on ACEs roadshow

• Resilience film became the main awareness tool in the first 6 to 8 months – ‘conference on tour’ 
meeting lots of people, sharing experiences, growing the movement
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Ambassador focus 2019

• Network of ambassadors to create a structure to the movement as it grows
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Ambassador focus 2019
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Ambassador focus 2019
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Measuring comms impact

• Issue surveys following each event

• Direct feedback through Twitter

• Video feedback with delegates

• Level of engagement at events and 
on social media

• Website and newsletter statistics

• Attendance and interest in events

18 June 2019



What we’ve learned

• Engage partner communications professionals early on

• Be prepared for the impact each event will have on your & your audience

• Be willing to let go and let others share the message

• Be able to signpost to a website or social media

• Keep asking your audience for feedback 

• Events are important milestones and opportunities

• Learn from each other
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