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Meet our Team



Communications Plan 23-24

Ø Cultivate partnerships with 
patient advocates, 
community-based 
organizations, and scientific 
communities to expand our 
reach. 

Ø Collaborate on awareness 
campaigns to effectively 
communicate CIRM's 
mission, services, and 
impact. 

 

• CIRM’s communications and outreach efforts are 
critical in ensuring the most relevant information 
reaches all our stakeholders

• This plan is the strategic blueprint for communicating 
how our efforts support CIRM's organizational pillars

Contents

ü Overall Communications Plan
ü Community Outreach Strategy
ü Social Media Insights Report



Communication Evolution: Amplifying CIRM's Impact

Continuation of 
channel improvement and 

clean up, streamlining workflow

Brand guidelines + style guide

Messaging augmentation

Email list cleanup/segmentation

Develop network of 
communications partners  

Digital enhancements and website refresh

Development of core materials + collateral 

Launch of key strategies to support 
communications goals across CIRM pillars 

Launch of public education campaigns 

Build upon success of key strategies and 
patient education campaigns 

Launch of robust integrated outreach 
initiatives to align w/Patient Support Program 

(PSP), Community Care Centers of 
Excellence (CCCE)

Future investments: Media relations + 
PR and Internal communications

Exploration of digital app for greater patient 
connectivity

Build Momentum Expand Reach

PHASE I
Improving Channels & CIRM 

Brand

PHASE II
Build Momentum

Q1                         Q2 Q3                             Q4 

PHASE III
Expand Reach

FY 2024+



Ensuring Consistency Across Brand

Send Invitations

Get Budget Approval

Launched Brand Guidelines + Editorial Style Guidelines



New Templates and Core Educational Collateral

Send Invitations

Get Budget Approval

CIRM branded suite of 1-pagers, brochures, email signatures, 
branded letterhead, social media headers to align with 
updated design



Optimize Channels & CIRM Brand Build Momentum Expand Reach
• Improved navigation
• Fresh, modern design to enhance user 

experience
• Consistent branding for a cohesive look
• Addition of new and relevant content
• Required by law to be ADA accessible

• New widget will be installed to ensure 
accessibility compliance

Making Website ADA Compliant

Digital enhancement goals for cirm.ca.gov



Optimize Channels & CIRM Brand Build Momentum Expand Reach

Web Redesign & Development Process

0301 02

User Experience & 
User Interface Design

Strategy & Approach Information 
Architecture

06 05 04

Web DevelopmentTestingWebsite Launch, 
Training & Support



Social Media Outreach July 2023 – February 2024

Send Invitations

35.8K Followers

Reach Rate = Percentage of people our content reaches.
Engagement Rate = Average number of interactions our content receives per follower.

5% increase



Social Content July 2023 – February 2024



World AIDS Day and HIV Awareness Month – Dec 2023

Integrated campaign highlights 
CIRM's collaboration with 
awardees, patients, and 
community-based organizations.

Total Attendees at Event: ~160
Attendee Demographics: 
Adults 50+ and LGBTQ+

Email Total Opens: 1,030
Email Open Rate: 24.4%
Social Media Impressions: 7.7K
Total Engagement Rate: 5.58%



CIRM in the News

Send Invitations

Get Budget Approval

• 20 million+ website visitors
• Article recognized CIRM-funding and 

included CIRM leadership quote

CIRM-Funded Clinical Trial Featured in WIRED

• Collaboration with media partners and Alpha Clinics 
media teams

• Investments in PR Newswire + online newsroom
• In development:

• Social Media Press Toolkit
• Press Kit

Advancing Media Relations Efforts



Advancing Key Communications Strategies

ü Promote funding opportunities to broader 
California research communities

ü Elevate public visibility of CIRM-funded science 
and CIRM-supported grantees

ü Promote CIRM’s Alpha Clinics, Community 
Care Centers of Excellent (CCCEs), and 
Patient Support Program (PSP) to support 
patient access strategy

ü Increase awareness of opportunities available 
to individuals from diverse backgrounds within 
CIRM educational/training programs and 
infrastructure programs

Communications Goal Progress



Outreach Goals 23-24 

2
3
31

Increase 
Geographically 
Focused 
Outreach

Strengthen 
Collaborative 
Partnerships

Enhance 
Awareness 
and 
Understanding



Campaign 1: Sickle Cell Disease Awareness

+100,000 Americans Impacted by Sickle Cell

Goals, Purpose, and Tactics

• Highlight rare condition disproportionately affecting Black 
and Brown communities

• Emphasize CIRM’s commitment to advancing research for 
SCD

• Multi-lingual, culturally competent approach
• Engage with patient advocacy groups and 

board members



Campaign 1: Sickle Cell Disease Awareness

Campaign Launched Feb. 25
• Campaign theme: Champion Sickle Cell 

Change Together in California
• Incorporated community feedback
• Emphasize CIRM’s commitment to 

advancing research for SCD
• Highlight patient stories and impact of CIRM-

funded research
• Partnerships: Axis Advocacy, UCSF Sickle 

Cell Center of Excellence, Sickle Cell 101, 
and UCSF All of Us Program.

• Highlighted partnerships with national 
organizations like NHLBI Cure Sickle Cell 
Initiative, Global Genes, and NORD



Campaign 1: Sickle Cell Disease Awareness



Black Joy Parade

Event Recap
• Launch of Sickle Cell Campaign
• Opportunity to spread awareness and 

visibility of CIRM
• 20,000 attendees annually
• 40-50 engagement and conversations, 

including with sickle cell patients
• Optimal booth location, steady traffic near 

booth for exposure
• Diverse Community: Majority Black/AA
• Plinko board to simplify science, popular 

with attendees of all ages
• Attendees appreciated learning more and 

expressed gratitude for CIRM's work
Photo Credit: Black Joy Parade



Black Joy Parade Recap



Black Joy Parade Recap



Black Joy Parade Recap



Next Steps SCD Outreach Campaign

Phase II of the Sickle Cell Awareness Campaign 

• Place digital Google ads driving folks to landing page
• Reach out to various CBOs for ad/content placement

• Collaborating on future events hosted by CBOs for CIRM to 
provide resources or have a presence

• Contact organizations working in communities of African American 
Ancestry, public health agencies, or CDPH for cross promotions on 
social media, newsletters, or website

• Provide materials for any community events and inquire about 
possibility to have a booth/presence at the event

• Place digital ads for communities of African 
American Ancestry

• Reach out to newspapers to place editorial content
• Review data from partners on where and how materials have been 

shared and the metrics they have on engagement

Metrics for Campaign

ü Email open rates and 
engagement

ü Blog post views
ü Social media engagement
ü Views from digital ad 

placement
ü Views from printed 

ad/content placement
ü Presence as events 

hosted/attended by 
partners



Accessibility Goals for CIRM Logo

Improve 
readability & 
visibility of our 
name

Increase 
clarity of 
CIRM for 
new 
communities

Strengthen 
our current 
brand 
identity

1 2 3



Accessibility Standards in Logos

While there is no requirement for official logos 
to conform to any ADA standards, standard 

best practice is to incorporate the values and 
techniques for compliance as much as possible 

into any logo design.

Best practices of developing ADA accessible fonts:

• Adequate paragraph spacing and proper spacing between 
letters and characters

• Equal height and differences between capital and lowercase 
letters

• Characters like O, E, A, and C look distinct from other letter 
shapes

• Acceptable weight and width fonts to be readable at any 
scale

• Color compliance with ADA web content standards

O    E  
 A    C



Timeliness of CIRM Logo Update

We plan to launch our 
new website this fiscal 
year and we want to 
ensure our branding is 
consistent and cohesive

We have a number 
of outreach campaigns 
planned this year. As 
we try to reach new 
communities, we need 
to be clear about who 
we are 

To reach those 
communities and to 
communicate 
CIRM's value proposition, 
we plan to roll out suite of 
core educational and 
branding materials

Complement New 
website Roll out

Enhancing Outreach 
Efforts

Developing new 
educational materials



Challenges of Current Logo

• Needs increased spacing between letters
• "C" is not distinct and can lead to confusion with the "I"
• CA Stem Cell Agency doesn't capture full breath of our 

innovative programs, from infrastructure to education
• People unfamiliar with CIRM ask what CIRM stands for
• Fails color contrasting standards



Stakeholder Feedback

Readability

• The “R” looks like an incomplete “B”. The “C” and “I” look 
like a lowercase “a”

• Tagline all in caps is difficult to read

Clarity

• Consensus among stakeholders for spelling out name vs 
retaining "CA Stem Cell Agency"

• Misunderstandings generally occur when community 
members see "stem cell" and think we're an agency that 
offers stem cells

• Spelling out “CIRM” is a good idea. 2A is most like current 
logo and seems clearer for legibility and ADA compliance

"When I mention CIRM to other 
people, I feel it’s not an 
easy connection for people to make. 
The current logo is not representative 
of the agency. It does not feel 
innovative or modern. The agency 
shouldn’t focus on “stem cells” but 
rather "regeneration" as it is more 
encompassing of where the 
current focus lies. We don’t want to 
just “cure” diseases with “stem cells” 
anymore. There’s no such thing as a 
magic “cure”. We are in the business 
of stopping, repairing, regenerating."

- patient advocate



Design Approach

Legible  + Approachable + Clean  + Human

ü Our team has developed refined versions of the existing logo, incorporating legible, 
contemporary san serif typefaces.

ü These adjustments are carefully balanced with the retention of key design elements, 
ensuring a modern yet familiar visual identity.

ü Slight adjustments made to logo colors for improved visibility. 
ü Increase color contrast ratio to 6.05.1, which is a passing ratio for the WCAG AA 

standards



Logo Update Option 1

• Typeface with a 
contemporary and 
assertive character

• Maintains a professional 
demeanor

• The chosen letterforms 
ensure complete 
legibility

• The accompanying 
text beneath the CIRM 
letters is crafted to be 
distinct, crisp, and easily 
readable, aligning with 
the overarching design 
ethos



Logo Update Option 2

• This typeface has a close 
resemblance to the existing 
CIRM logo.

• The C and R characters in this 
typeface exhibit traditional, 
easily recognizable forms, 
significantly reducing the 
potential for misinterpretation.

• The geometric consistency of 
all letterforms conveys 
uniformity, cleanliness, and 
organizational structure.

• Preserved the M letterform 
from the original design, 
seamlessly linking the new with 
the familiar, while embodying a 
sense of human touch and 
progressive thinking



Logo Update Option 3

• Responding to the board's 
aspiration for a more 
contemporary logo 
interpretation, we 
explored a typeface 
reflective of a more modern 
style.

• Its geometric nature, 
coupled with increased 
spacing between letters, 
cultivates an elegant, 
sophisticated modernity.

• This design approach not 
only establishes an official 
and authoritative presence 
but also projects 
confidence and forward-
thinking.



Logo Update For Consideration



Discussion Questions

How should we approach 
updating CIRM's logo?

Do any of the design options 
resonate with this subcommittee?



Conclusion

Thank you!


