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About the
Campaign

About the Campaign

Feed Your Way is a bespoke public health campaign developed for Nottingham City. It was
commissioned by Small Steps Big Changes, and coproduced with Hitch Marketing in 2022.

The main aim of Feed Your Way is to make Nottingham a breastfeeding-friendly city to
live, work and study.

We underwent an extensive period of research before developing the campaign. We
received feedback from 1,800 people in Nottingham about their opinions and
experiences of breastfeeding. We also tested all elements of brand identity and
messaging with audiences. We are confident that the Feed Your Way brand identity,
messaging, and purpose appeal to a broad cross-section of the Nottingham community,
including parents and prospective parents.

About Small Steps Big Changes

Small Steps Big Changes (SSBC) is part of A Better Start, the ten-year (2015-2025), £215
million programme set up by The National Lottery Community Fund. SSBC works with
local parents to develop and test ways of improving children’s diet and nutrition, social
and emotional development, and speech, language and communication. The work of the
programme is grounded in scientific evidence and research. There are five A Better Start
sites (based in Blackpool, Bradford, Lambeth, Nottingham and Southend), all supporting
families to give their babies and very young children the best possible start in life.

Find out more: www.smallstepsbigchanges.org.uk
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Our
|dentity

The logo is intentionally raw and
meant to be ‘real’ and ‘unpolished’
to reflect the experiences of
breastfeeding. It has been
designed to feel comforting and
non-threatening.

The Icon of the logo is constructed
of 3 elements:

Mother shaped like a heart
Baby being cradled
Heads looking up at one another

When we tested this logo with
audiences, they told us it made
them feel: ‘calm’, ‘secure’, ‘love’.

Our Identity
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Logo ——
Rules

In order to maintain the
integrity of the logo we have some
rules around its use. They cover:

- Clear Space
_ Mini S;
inimum Size Our logo needs at least the height of the F from
- Variations .-
within the logo.

Minimum Size

@)

70px

25mm

& vour way
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Logo
Variations

There are a range of logos available
to use depending upon the usage
scenario.

We would try to use the primary
logo in most scenarios, but the
colour variations can be used in a
limited way. The monotone version
should only be used in extremely
limited scenarios such as mass
printing monochrome documents.

The logo can feature on any of the
primary colours and imagery as
long as there is enough contrast
between the logo and the
background.

Our Identity

Primary Logo

Secondary Logos
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Monotone Logo
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Our Identity

Logo
Misuse

Our logo should be treated with
respect. We ask that you do not
alter it in any way.

X Rotate the logo

X Mix the brand colours

X Stretch or shrink the logo

X Change the wording on the logo

X Use a non-approved colour

X Alter the transparency
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Colour
Variations

Colour is a integral part of our
brand identity.

Our colours are fun, approachable
and friendly. They have been

tested with audiences, and chosen
to help engage with as many people
as possible.

N.B. when producing printed
literature using litho process (CMYK)
copy below 16pt should be a 1 colour
black (CO MO YO K100) to avoid
misregistration.

Our Identity

Primary Colours

C:72M:99Y:32K:34
R:76 G:30 B: 79

C:82M:42Y:5K:0
R:29 G:125 B:188

Tints

C:32M:79 Y:10 K:0 C:20 M:71Y:100 K:0
R:181 G:84 B:143 R:203 G:96 B:26

C:O0M:35Y:95K:0 C:0M:0Y:0K:100
R:249 G:177 B:4 R:0 G:0B:0
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Typography

Typography is a core component of
our brand toolkit.

Our Primary Typeface is
Ouffit. It is a free Google font
with 9 weights.

Web Headlines: Outfit Black
Headlines should
always be in sentence-case.

Web Headlines: Kalam Bold
Headlines should
always be in sentence-case.

Body copy: Outfit Regular
Leading: +50% font size
(14pt = 21pt)

Our Identity

Web headlines are in Kalam
Print headlines are in Outfit Black

Copy is in Outfit

Regular
abcdefghijklmnopqrstuvwxyz ABC-
DEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%"8*(),.?/;:""

Medium
abcdefghijklmnopgrstuvwxyz ABC-
DEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%"8&*(),.?/;:""

Semi Bold
abcdefghijklmnopqrstuvwxyz ABC-
DEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%"&*(),.?/;:"”

Bold

abcdefghijkimnopqrstuvwxyz AB-
CDEFGHIJKLMNOPQRSTUVWXYZ
1234567890'@£$%"&%(),.2/;:"”

Extra Bold
abcdefghijklmnopqrstuvwxyz AB-
CDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$8%"&*(),.?/;:""
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Photography

People and their stories are an
integral part of the campaign.
Images show local people in areas
around Nottingham and in their
homes. The people in the images
should represent the diversity of
Nottingham.

The photography should be warm
and encouraging. It doesn’t
always shy away from the realities
of breastfeeding.
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Brand in
Action

Here are examples of the brand in
action.

Our Identity

O

YOUR WAY

Cafe Window Sticker

ming i e
oI o E

Poster Billboard
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Tone of
Voice

Tone of voice is very important to
us. With breastfeeding being a
sensitive topic, it is important that
the campaign maintains a
reassuring and encouraging tone of
voice. It should not be patronising or
instructional. Striking that balance
can sometimes be tough, but here is
some guidance to help you.

Our Identity

Our tone of voice is:

Encouraging, friendly, warm,
supportive, professional, optimistic,
positive, reassuring, empowering.
personable, local, real, comforting

Our tone of voice is not:

Demanding, patronising, cold,
pressuring, unsupportive, distant,
polished, unrealistically positive,
instructional, belittling

12 Created by Hitch Marketing Ltd



Feed Your Way
Brand Guidelines

Messaging
to Avoid

We've done extensive research on
the use of language and messaging
around breastfeeding. During the
research we discovered that there
are some standout messages to
avoid.

Our Identity

+ Breastfeeding is a learned behaviour. Avoid promoting breastfeeding
as ‘normal’ or suggesting it should be easy.

+ Breastfeeding is a personal decision. Avoid using risk and fear
avoidance messaging, and controlling language.

* Messaging should be positive and remain realistic. Avoid messaging
that does not recognise the challenges of breastfeeding.

* Lots of people choose not to breastfeeding. This could be for health
reasons, or for any variety of personal reasons. Avoid messaging that
promotes breastfeeding as “the right thing to do”.
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Our
Hashtag

Our Identity

Our Hashtag:

HFEEDYOURWAY

We are using the hashtag #FeedYourWay on social media. The hashtag will be used
to engage with the people of Nottingham and create a social movement. We will be

encouraging people to use the hashtag to share their stories, photos, and positive advice
about breastfeeding.

Companies and other organisations will be encouraged to use the hashtag to show that
they support the campaign, and that breastfeeding is welcome within their premises.

By sharing stories on social media, we will increase exposure of the campaign and reach
audiences who might not usually seek out information about this topic.
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Questions?

Email Jennifer Nicol at Small Steps Big Changes
jennifer.nicol4@nhs.net




