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Welcome to the Oregon Department of Human Services’ 
Brand Guidelines 
Our brand is a promise, a promise to the people of Oregon, to our communities and 
to ourselves. It reflects our shared values of equity, empathy, compassion, human 
connection, collaboration and understanding. Informed by community voices, our 
strategic plan and our commitment to diversity, equity, inclusion and belonging 
(DEIB), this brand guide serves as a handbook to ensure the Oregon Department of 
Human Services brand consistently reflects our culture and voice in a way that aligns 
with our mission, vision and values in a cohesive, accessible and equitable way. 

These brand guidelines provide a clear framework for how we present our 
organization to the world. Whether you are creating a flyer, a social media post, a 
report, or a presentation, these guidelines ensure that every message is consistent, 
accessible and aligned with our promise of equity, compassion, human connection 
and trust. 

The launch of the new brand identity marks a significant milestone for ODHS, as it 
symbolizes the agency’s efforts in coordinating initiatives to create a unified brand 
experience that has evolved into a more inclusive, compassionate and community-
centered organization.

Use this document as your go-to resource for applying our logo, colors, typography 
and voice across all communications. By following these standards, you help build a 
brand that is recognizable, respectful and meaningful to all Oregonians.

Introduction
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What is a brand and why it matters?
A brand is more than just a logo or a catchy phrase. For ODHS , It is the overall 
feeling, image and experience people associate with the agency—whether they’re 
walking into a local office, connecting with a staff member at a local district office 
or visiting the website to apply for services.

A brand represents a product or service with a unique and immediately 
recognizable identity that distinguishes itself from others. The consumer associates 
the product name and logo with attributes such as values, feelings, associations, 
quality and services. When a brand is more than just surface-level, it resonates on 
a deeper level with the people it serves, creating lasting relationships built on trust 
and a clear understanding of the value provided.

Introduction
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Our Brand story

We believe everyone in Oregon deserves the opportunity to reach their  
full potential.

Oregon Department of Human Services (ODHS) is Oregon’s principal agency for 
helping Oregonians achieve well-being and independence—from transitional 
economic stability, education access, developmental disability services and self-
sufficiency programs, to healthcare access. 

Oregon Department of Human Services , has a long-standing legacy of public 
service  rooted in community needs. Established in 1971 as the Oregon Department 
of Human Resources, the agency held broad responsibility for many essential state 
functions such as corrections, youth services, employment and housing, which 
were later transitioned to newly created agencies to enable more robust support. 

In 2001, the department was formally restructured and renamed Oregon 
Department of Human Services. A decade later, many health-related services were 
transferred to the newly created Oregon Health Authority, with Shared Services 
continuing to support both agencies.

Today, ODHS continues to evolve while remaining steadfast in its commitment to 
be a community-centered organization. Providing services with equity, dignity and 
compassion to—support the safety, independence and well-being of individuals 
and families across Oregon.

What is our Brand?
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Safety, health and independence for 
all people in Oregon. 

To help Oregonians in their own 
communities achieve well-being and 
independence through opportunities 
that protect, empower, respect 
choice and preserve dignity. 

Vision

Mission

What is our Brand? Brand Story
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Our Core Values

Integrity
We maintain the highest standards of individual 
and institutional integrity.

Stewardship
Because all Oregonians have a stake in the 
actions of public sector employees, we are 
accountable in action and attitude for this 
stewardship of the public trust.

Responsibility
We take responsibility for our actions.

Respect
We respect the dignity and diversity of our 
colleagues, communities and people we assist.

Professionalism
We maintain the highest standards of 
professionalism.

What is our Brand? Brand Story
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Equity North Star Guiding Principles

At ODHS, equity is not a 
separate goal—it’s a guiding 
force that shapes every part 
of how we work. Grounded 
in ODHS’s Equity North Star, 
our approach centers on 
those  impacted by systemic 
barriers and aims to transform 
human services into systems 
of belonging, access and well-
being for all. These principles 
define how we make decisions, 
design programs and build 
partnerships that reflect the 
diverse strengths and needs of 
Oregon’s communities. 

Well-Being
Staff and communities  
will know services and  

supports are working when all  
who live in Oregon, regardless  

of identity or place can  
achieve well-being.

Inclusivity
We inclusively lead with  

race and intersectionality in 
order to address the roots  

of systemic oppression  
that impact all protected 

classes.

Equity
We are dedicated  
to make services,  

supports and well-being 
accessible to all.

Service
We are committed  
to partnering with  

communities to develop and 
deliver policies and programs 
that are equitable and improve 

community conditions.

You can get this document in other languages, large print, braille or a format 
you prefer. Please contact OEMS at 503-269-0902 or email oemslanguage.
services@dhsoha.state.or.us. We accept all relay calls or you can dial 711.  

DHS 4227C (04/22)

What is our Brand? Brand Story
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Our culture: RiSE
RiSE is ODHS’ culture transformation focused on centering relationships and human connection in 
all that we do. The six RiSE elements guide each of us and our collective work to help our workforce 
and the people of Oregon thrive. To accomplish our mission, we need everyone to feel good about 
their interactions with us. The RiSE elements create a mindset and set of actions for each of us 
specific to how we approach our work, decisions, processes, policies, professional relationships and 
interactions with co-workers and the people in Oregon that we engage. These six interconnected 
elements provide a path toward a more welcome, inclusive, compassionate and accountable 
agency. Together, they shape a culture where every individual is seen, honored, empowered and 
feels a sense of belonging.

The six RiSE elements:

What is our Brand? Brand Story

Safety, Well-being and Belonging

Honor and Value Each Other

Equitable Treatment and Racial Justice

Collective Responsibility and Growth

Meaningful Participation and Shared Power

Interconnected Communities
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Brand Management
The ODHS brand strategy is 
designed to create a unified 
presence across every 
customer-facing channel. This 
includes physical locations 
(district offices, community 
events), digital interfaces 
(websites, social media) and 
all internal and external 
communications (newsletters, 
signage, video, campaigns). 

We apply consistent voice, 
tone, visuals and accessibility 
standards to promote 
clarity, trust and cultural 
responsiveness.

Brand Strategy 

Agency Brand Contacts 

Every message we send shapes how people experience ODHS. To ensure your 
campaign, event or public-facing effort reflects our commitment to equity, accessibility 
and community-centered service, please contact the teams below before you begin 
planning. They provide support to help you deliver consistent, inclusive and brand-
aligned communications.

Brand Strategy and Communications Planning 
Office of Communications: communications.dhs@odhsoha.oregon.gov

Social Media Management  
Social Media Manager: communications.dhs@odhsoha.oregon.gov

Agency Websites, OWL Intranet 
Web Systems Team: ODHSWeb.SystemsTeam@odhsoha.oregon.gov

Agency Publications, Graphic Design and Translation Services 
Publications and Creative Services: DHS-OHA.PublicationRequest@odhsoha.oregon.gov 

Brand Compliance Starts Here: Know Policy 130-001 
Publication design, distribution and storage 
Before launching any communications, contracts, or materials representing ODHS, ensure alignment with our operational 
policy. Policy 130-001 outlines required standards for design, distribution and storage. These guidelines apply to all staff, 
contractors, vendors and volunteers. Non-compliant materials will be withheld from public distribution. Always review the 
policy during early planning and before contract development.

mailto:communications.dhs%40odhsoha.oregon.gov?subject=Brand%20Strategy%20Communications
mailto:communications.dhs%40odhsoha.oregon.gov?subject=Social%20Media%20Management
mailto:ODHSWeb.SystemsTeam%40odhsoha.oregon.gov?subject=Brand%20Services
mailto:DHS-OHA.PublicationRequest%40odhsoha.oregon.gov?subject=Brand%20Services
https://sharedsystems.dhsoha.state.or.us/DHSForms/Served/me130-001.pdf
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Brand Strategy 
Oregon Department of Human Services

How we build our brand

On our OWL PageIdentity + Purpose
Employee 

newsletters

Culture + Values
Brand Foundation drivers: Leadership + Employees 

The People  
(Us!)

Shared spaces
virtual & in person

Mission + Vision
Brand  

Foundation
(who we are)

Employee channels & touchpoints

Internal

Brand Strategy: 
Communicating  

a consistent  
message across  

all channels
(Visuals & Voice)

External
Print &  

Electronic 
Media

Social Media  
Channels

Agency Website District offices 
Oregon News 

Room blog

Community 
events &  
townhalls 

Established Audience channels 

Touchpoints: individual moments of interaction between a customer and ODHS across these channels

Brand Service: How we choose to interact with people we serve
(our words, tone, attitude, mindset)

Brand Equity: How ALL audiences experience the brand  
(staff, community partners, customers, legislators, general public)

How we build our brand
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Core Message (Positioning Statement)

Elevator Pitch

We believe in empowering all Oregonians with equitable services and inclusive support to 
achieve wellbeing and independence. This is achieved through human connections and 
compassionate community partnerships so they can confidently thrive while preserving  
dignity and respecting choice.

Oregon Department of Human Services,  strives to achieve partnerships across culturally 
specific organizations, tribal nations and rural networks. ODHS delivers accessible, person-
centered support to individuals and families, meeting them where they are with services 
informed by lived experience, equity and resilience.  ODHS offers integrated, proactive 
pathways that build long-term stability and dignity across diverse populations statewide.

“At Oregon Department of Human Services, we help people access what they need to 
live with dignity—whether that’s food, housing, safety for children and people with 
disabilities, health care, or support for their families. We serve every community in 
Oregon by partnering with local and culturally specific organizations to meet people 
where they are. Our work goes beyond emergency aid—we focus on long-term stability, 
equity and the belief that every person in Oregon deserves a chance to unlock their 
potential and fully contribute to our communities.”

Verbal Identity Brand Voice
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Elevator Pitch for specific audiences

For Community Partners and Shareholders

“Oregon Department of Human Services is Oregon’s most extensive human 
services network. We work alongside local, tribal and culturally specific 
organizations to bring vital programs into the heart of every community. Together, 
we’re making services more accessible, more trusted and more equitable.”



For Employees and Recruitment

“Working at Oregon Department of Human Services  means making a real 
difference. We support Oregonians during life’s hardest moments and help build 
paths to long-term well-being. If you believe in dignity, equity and service, there’s a 
place for you here.”



For clients and community (simple, accessible language)

“Oregon Department of Human Services is here to help you and your family with 
food, housing, safety, health and support, wherever you live in Oregon. We partner 
with trusted local groups to make getting help easier, faster and more respectful. 
You’re not alone—we’re here to walk with you.”



Verbal Identity Brand Voice
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“Supporting well-being for  
everyone in Oregon”

Our tagline

The tagline aligns with ODHS’s mission and values, focusing on community 
engagement and collaboration to ensure the messaging reflects the needs of  
those we serve. By adopting a culturally appropriate approach, ODHS can effectively 
reach all Oregonians with dignity, making them feel valued and respected.

Verbal Identity Brand Voice



Page 16 Oregon Department of Human Services | Brand Guidelines | Verbal Identity

Brand Attributes
Our brand attributes define how ODHS is experienced by the people we serve, 
the communities we partner with and the colleagues we work with. These core 
characteristics must be reflected in everything we do and say — not just in our 
messaging, but in our actions, systems and day-to-day interactions.

They represent our commitment to building trust, delivering with dignity and 
advancing equity in every corner of Oregon. These attributes are not aspirations, 
they are the standard we uphold.

When applied consistently, they shape how people feel after engaging with ODHS: 
seen, safe, respected and supported. These attributes are the bridge between our 
values and our impact.

Empathetic, compassionate
ODHS is kind, emotionally present and 
understanding. Policies, tone and support 
systems reflect care for people’s lived realities, 
trauma and healing.

Trustworthy
ODHS builds and sustains public trust by 
showing reliability, transparency and follow-
through and by upholding the highest 
standards of individual and institutional 
integrity. Communities know that commitments 
will be kept.

Verbal Identity Brand Voice
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Brand Attributes (cont.)

Inclusive
ODHS honors Oregon’s cultural, racial and 
gender expression diversity, as well as its 
geographic diversity. Systems are intentionally 
designed to reduce access barriers and amplify 
the voices of marginalized individuals.

Human-centered
ODHS places human dignity at the center of 
everything it does. Policy, programming and 
protocols exist to serve people, not the other 
way around.

Competent
ODHS demonstrates deep institutional 
knowledge, readiness and operational 
effectiveness. People feel confident that  
they are in capable hands.

Empowering
ODHS equips individuals with the tools and 
information they need to improve their 
lives. Rather than creating dependency, 
it fosters independence, resilience and 
self-determination.

Accountable
ODHS takes responsibility for mistakes and 
harm, listens to feedback and acts transparently. 
Communities are engaged in shaping and 
improving services.

Forward-Thinking
ODHS actively seeks new ways to meet modern 
challenges. From technology to policy, we adapt 
and innovate in collaboration with the people 
we serve.

Verbal Identity Brand Voice
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Brand Voice and Tone

Our brand voice reflects how ODHS 
shows up in language in public-facing 
communications (in writing, in person, 
online and across materials). It is the 
emotional and tonal expression of our 
brand attributes. A consistent voice 
helps us build trust, affirm dignity and 
communicate our commitment to equity 
and community well-being.

This voice should be present in everything 
we create — from service scripts and 
website copy to signage and policy 
memos — and should reflect who we are: 
compassionate, trustworthy, inclusive and 
forward-thinking.

Warm, but not overly casual

Clear, but not condescending

Supportive, but not patronizing

Inclusive, but not performative

Honest, but not harsh

Hopeful, but not dismissive of hardship

Professional, but not detached

Verbal Identity Brand Voice
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Brand Voice and Tone (cont.)

ODHS’ voice should express how we stand alongside the people we serve, not 
above them. We speak from a place of respect, humility and shared responsibility. 
Every word should reflect our belief in people’s capacity, dignity and leadership.

What This Means in Practice

We show up in writing the way we aim to show up in person:

	• We speak with communities, not to them.

	• We write to uplift lived experience, not ODHS expertise.

	• We frame our work as a contribution to collective effort, not a solution imposed 
from above.

	• We are honest about what we’re doing, where we’re growing and how people 
can guide or challenge us.

We speak as:

	• Partners in progress, not the drivers of it

	• Listeners and learners, not just doers or providers

	• Facilitators of access and power, not gatekeepers of systems

	• Supporters of community wisdom, not enforcers of institutional tradition

Verbal Identity Brand Voice
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Brand Voice and Tone (cont.)

ODHS’ voice should express how we stand alongside the people we serve, not above them. We speak from a 
place of respect, humility and shared responsibility. Every word should reflect our belief in people’s capacity, 
dignity and leadership.

How to write with our voice:

Do: Don’t

	n Use first- and second-person language 
that fosters connection: ‘we,’ ‘you,’ ‘our,’ 
and ‘us’ builds connection.

	n Open with what matters most to the  
audience, not the agency.

	n Choose simple, respectful language—
plain, not patronizing.

	n Center people’s goals, strengths, cultures 
and perspectives.

	n Acknowledge barriers, harm, or mistrust 
without defensiveness.

	o Write from a place of institutional ego  
or control.

	o Overstate the agency’s role or make us 
the hero of the story.

	o Use technical or bureaucratic language 
unless absolutely necessary —and always 
explain it.

	o Speak about communities as problems to 
fix. Default to apologies—show action and 
humility instead.

Verbal Identity Brand Voice
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Brand Voice and Tone (cont.)

Voice Check Questions (before publishing anything):

	n Am I writing in partnership, or making the agency the center?

	n Have I uplifted the voice, experience, or leadership of those we serve?

	n Would this language feel welcoming, clear and affirming to someone navi-
gating stress or mistrust?

	n Have I removed jargon that assumes institutional knowledge?

	n Does this reflect our commitment to equity—not just in service, but in 
relationship?

Tone Quality What it looks like

Genuine “We heard from you. We’re making changes together.”

Respectful “You know what your family and community need to thrive.”

Collaborative “We’re here to support what you’re already building.”

Transparent “Here’s what we’re doing and here’s how you can shape it.”

Humble “We’re learning. Your input guides our next step.”

Our tone in action should feel:

Verbal Identity Brand Voice
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Key Messaging Pillars and Content Creation Guidance

Your key messaging pillars 
are, what we consistently 
communicate, no matter the 
format or audience.

Each messaging pillar is rooted 
in ODHS’s identity and values. 
Together, they guide how we 
communicate with the public, our 

partners and one another, always centering on equity, dignity and 
shared responsibility.

1. Human Dignity First

Everyone deserves to be seen, heard and valued.

Our messages must honor the humanity of those we serve. Whether 
someone is navigating a life transition, accessing benefits, or simply 
seeking information, we treat their situation with care, empathy,  
and respect.

Voice in action:
	• Warm, supportive tone

	• Person-first language

	• Stories that center lived experience

Aligned brand traits: Caring, Sincere, Empathetic, Compassionate, 
Inclusive

Message to audience: 

“You are more than your circumstances. We see your humanity and 
care deeply about your experience.”

Verbal Identity Brand Voice
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Key Messaging Pillars and Content Creation Guidance (cont.)

2. Trust is Earned Through Transparency

We show up with honesty and consistency — not just once, but over time.

We acknowledge where we’ve fallen short, share how we’re improving and follow 
through on commitments. Clarity, not perfection, builds public trust.

Voice in action:

	• Clear and jargon-free language

	• Transparent about processes and limitations

	• Humble when speaking about institutional change

Aligned brand traits: Dependable, Trustworthy, Honest, Accountable

Message to audience:

“You deserve honesty, not confusion. We’re committed to being clear, consistent 
and accountable to you.”

Verbal Identity Brand Voice
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3. We Serve as Partners, Not Gatekeepers

We walk alongside people and communities, not ahead of them.

Whether in person or in writing, our messaging should affirm that we are 
facilitators of support, not enforcers of systems. We respect community wisdom 
and follow their lead.

Voice in action:
	• Use of “we” and “you” language

	• Collaborative framing (“together,” “alongside,” “guided by”)

	• De-centering ODHS as the hero

Aligned brand traits: Collaborative, Supportive, Humble, Empowering

Message to audience:

“You know your life best. We’re here to walk with you, not decide for you.”

“You know what your family and community need to thrive.”

“We’re here to support what you’re already building.”

Key Messaging Pillars and Content Creation Guidance (cont.)

Verbal Identity Brand Voice
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4. Equity Is Not a Theme — It’s a Commitment

We embed equity in how we speak, decide, design and serve.

In every message (from service announcements to internal memos) must reflect our 
commitment to eliminating systemic barriers and addressing historical harm. We don’t 
speak about equity. We speak with it.

Voice in action:
	• Center communities most impacted by systemic oppression

	• Acknowledge institutional harm without defensiveness

	• Use inclusive language across cultures, languages and identities

Aligned brand traits: Inclusive, Sincere, Human-Centered, Accountable

Message to audience:

“Your identity, culture and language belong here. Barriers weren’t built by you — and 
they won’t be ignored by us.”

“You are heard. Your story matters. Your culture, language and identity are honored.”

Key Messaging Pillars and Content Creation Guidance (cont.)

Verbal Identity Brand Voice
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5. Progress with Purpose

We’re established, but never stagnant.

Our brand must reflect that ODHS is evolving — thoughtfully and strategically — to meet 
the real and changing needs of Oregon’s people. We modernize not just to innovate, but 
to improve lives.

Voice in action:
	• Highlight innovation without hype

	• Share why changes matter to people

	• Balance confidence with humility

Aligned brand traits: Established, Professional, Forward-Thinking, Polished

Message to audience:

“You deserve systems that evolve with your needs — not ones that hold you back.”

“You can count on us. This is a safe space where your privacy and well-being come first.”

“We’re not stuck in the past. We’re adapting to meet your needs now and in the future.”

“We take your needs seriously and deliver services with skill and dignity.”

Key Messaging Pillars and Content Creation Guidance (cont.)

Verbal Identity Brand Voice
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Agency Name guidelines

Always refer to our agency as Oregon Department of Human Services in all written 
and spoken communications. This full name reflects our identity, our mission and our 
commitment to the communities we serve. It ensures clarity, respect and consistency in how 
we present ourselves to Oregonians and beyond.

The acronym ODHS may be used in long-form documents, such as reports or policy papers, 
to support readability and reduce repetition. However, the full name must appear at the 
beginning of the document within the body copy, establishing the agency’s identity before 
introducing the acronym. This approach ensures clarity, consistency and respect for our 
audience while maintaining accessibility and alignment with our brand values.

Avoid using the “DHS” acronym at all times. Feedback 
from community engagement and lived experiences has 
shown that this acronym can evoke confusion, mistrust, 
or harm, especially among disadvantaged and historically 
underserved communities. Using our full name helps build 
trust, demonstrate accountability and honor the voices of 
those we serve.

Verbal Identity Brand Voice
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ODHS and OHA Writing Style Guide
August 2024

MSC 9412 (08/2024) 

Writing Style Guide

Verbal Identity Brand Voice

Use this publication as an editorial style guide 
when you are creating or revising content.

This Style Guide’s goal is to help you write more 
effectively and accurately. The information can 
help you write using correct grammar and plain 
language so all readers can understand our 
agencies’ communications.

This guide applies to all Oregon Department 
of Human Services (ODHS) and Oregon Health 
Authority (OHA) staff. Please follow this guide 
whether you are creating a report, an email, 
a social media post, a form, a slide show 
presentation or any other document.

You can also use these guidelines for all  
verbal communications.

Download the guide: https://sharedsystems.
dhsoha.state.or.us/DHSForms/Served/me9412.pdf

https://sharedsystems.dhsoha.state.or.us/DHSForms/Served/me9412.pdf
https://sharedsystems.dhsoha.state.or.us/DHSForms/Served/me9412.pdf
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Visual Identity
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Our Logo

Visual Identity Brand System

A brand is much more than a logo, it’s the experience 
and impression people have when interacting with us. 
The purpose is to ensure a cohesive and equity-driven 
brand experience from all ODHS channels and customer 
touchpoints. A unified brand image builds trust and 
drives success across every audience. Use Oregon 
Department of Human Services logo consistently for 
both internal and external audiences to leverage and 
strengthen the brand.

Our new logo centers on people, underscoring our 
promise to serve all communities.

Three simple stylized human figures join to make one 
unified symbol. This symbol represents community 
and connection. Evoking feelings of safety, growth and 
mutual support as our communities come together.

The logo may be used in two different configurations, with the 
symbol and wordmark arranged horizontally and vertically.  
When possible, use the primary horizontal version of the logo. 

Use the secondary vertical version, when the layout lends itself  
to a centered orientation or when horizontal space is limited.

Primary Version - Horizontal 

Secondary Version - Vertical  
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Logo Construct

Brandmark Symbol Construct
The primary logo is built on a 
geometric system that ensures 
balance, clarity and consistency 
across applications. All proportions 
are derived from the circular 
shape of the character’s head 
(marked as 1x), which serves as 
the foundational unit for scaling 
and spacing.

This modular approach governs 
the spacing between elements, 
the relative size of the icon to 
the wordmark and the alignment 
of all visual components. Using 
this system ensures every 
reproduction of the logo maintains 
visual integrity and aligns with 
brand standards.

Our Logo

Visual Identity Brand System
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Clear space for the horizontal logo

Clear space for the vertical logo

To maintain the logo’s legibility  
and visual impact, a minimum 
amount of clear space must 
surround it at all times. This 
protected area ensures the logo 
remains free from visual clutter  
and interference from text, 
graphics, or other design elements.

For both versions, horizontal and 
vertical, the minimum clear space  
is equal to two times the height  
of the character’s head (X) on  
all sides. 

No elements should trespass into 
this defined area on any of the 
variations of the logo. Maintaining 
this clear space helps preserve 
brand integrity and ensures 
consistency across all applications.

Logo Clear Space

Visual Identity Brand System
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Logo Color Variations

Full-color with North Star 
Indigo type

The full-color logo should be 
used on all printed and digital 
materials when there are no 
color limitations. This version 
best reflects the brand’s 
vibrancy, approachability and 
visual integrity.

Ensure the logo maintains 
proper contrast against the 
background—use the light 
version on white or pale 
backgrounds. 

Use the white version  
on darker or colored  
backgrounds to preserve 
legibility and impact.

Light background full-color logo application

Dark background logo application

Always choose the 
appropriate file format based 
on the medium:

	n Use CMYK or vector EPS/
PDF files for professional 
printing.

	n Use RGB or PNG/JPG files 
for digital screens and 
web use.

Visual Identity Brand System
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Black and White

Use the black-and-white logo 
only in situations where full-
color and grayscale options 
are not feasible, such as single-
color printing, stamps, faxes, 
or embossed applications. This 
version is designed for maximum 
contrast and clarity in high-
restriction reproduction settings.

Use the black version on light 
or white backgrounds and the 
white version on dark-colored 
backgrounds.

Never manually convert color 
logos to black and white, always 
use the official black-and-white 
logo files to ensure accuracy, 
balance and brand consistency.

Black and White Logo Usage on Light Backgrounds

Black and White Logo Usage on Dark Backgrounds

Visual Identity Brand System

Logo Color Variations (cont.)
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The standalone brandmark symbol in its 
4-color scheme may be used in contexts  
where space is limited such as social media 
avatar profiles, mobile apps, website favicons 
and other digital environments where square 
or circular formats are required.

For all other applications, the brandmark 
symbol may only be used with prior approval 
from ODHS, Office of Communications. This 
ensures consistent and intentional use of the 
brand’s visual identity.

Safe margin equals the width of one 
character head. For dark backgrounds, the 
safe margin should algin with the inner 
purple cirlce.

Example of a correct 
application for an app icon.

Brandmark Symbol Usage
Brandmark symbol safe margin

A Brandmark symbol for special awareness days

While the brand’s core color palette must be used consistently, exceptions may be granted for special awareness days, cultural 
observances, or solidarity campaigns (e.g., LGBTQIA+ Pride, Indigenous Peoples’ Day, Black History Month). In these instances, 
temporary color adaptations may be permitted with prior approval from the Office of Communications.

These adaptations are intended to express solidarity and cultural responsiveness while maintaining visual integrity.

For more information contact: Office of Communications 
communications.dhs@odhsoha.oregon.gov

Minimum size:
Digital: 32x32 px

Visual Identity Brand System

mailto:communications.dhs%40odhsoha.oregon.gov%20?subject=ODHS%20Brand%20Guidelines
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To maintain legibility and visual 
integrity across all applications, 
the logo must meet these 
minimum size requirements:

Horizontal logo

	• Print: Minimum height of 
0.5 inches

	• Digital: Minimum height of 
36 pixels

Vertical logo

	• Print: Recommended width 
of 2.18 inches

	• Digital: Recommended 
width of 150 pixels

Certain circumstances may require that the 
logo be reproduced smaller than the specified 
minimum size. A special optimized logo variant 
is available to ensure clarity and readability at 
smaller scales.

Logo Size Requirements

Horizontal logo minimum size:

Vertical logo recommended size:

Print: .5” high
Digital: 36px high

Print: 2.18” wide
Digital: 150px wide

Brandmark seal: 
1” high

Visual Identity Brand System
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Program Sub-Brand Logo Use

Logo outer circle 
Minimum Height: 1”

Logo outer circle 
Minimum Height: .5”

Text alignment: center.
Text block aligned at the center of 

the brandmark symbol.

Sub-brand text: 9.5pt 
Text alignment: left

Logo Text Minimum 
Height: .37”

Logo Text Minimum 
Height: .35”

Sub-brand Text: 9.5pt

There are six agency sub-
brands, each representing 
a distinct core service area.

Use sub-brand logos 
when communicating 
directly with audiences 
about specific programs or 
services, ensuring clarity 
and relevance.

To maintain consistency 
across the brand follow 
the construction method 
outlined in the following 
figures. This approach 
ensures visual cohesion 
and brand recognition 
across all service areas.

Sub-Brand Logo Construct

Visual Identity Brand System
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Program Sub-Brand Logo Use (cont.)

Aging and People with Disabilities Child Welfare

Oregon Eligibility Partnership

Self-Sufficiency Programs

Office of Developmental Disabilities Services

Visual Identity Brand System

Vocational Rehabilitation

Oregon Eligibility Partnership

Oregon Eligibility Partnership will continue using  
its current sub-brand. 

Brand usage guidelines: OEP Brand Toolkit 
Questions: one.communications@odhsoha.oregon.gov

https://dhsoha.sharepoint.com/:p:/r/teams/Hub-ODHS-OEP/Shared%20Documents/OEP-brand-toolkit-050624.pptx?d=we5474a6dfbbc4fc0a767c7da92963f64&csf=1&web=1&e=g9nnEc
mailto:one.communications%40odhsoha.oregon.gov?subject=ONE%20OEP%20Brand%20Questions
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Incorrect Logo Usage

Consistency is the cornerstone of a 
strong and memorable brand. Any 
distortion or misrepresentation of 
the logo can weaken its impact and 
compromise the brand’s message.

Always use the official logo and 
brandmark files provided. Never 
stretch, skew, warp, rotate, or 
otherwise distort, alter or redraw  
the official brandmark. Do not 
combine it with other graphic or 
typographic elements.

If a strategic or tactical opportunity 
calls for customized brand 
assets, consult with the Office of 
Communications before beginning 
any design work.

The following are examples of 
incorrect logo usage that must  
be avoided.

Visual Identity Brand System

For more information contact: Office of Communications 
communications.dhs@odhsoha.oregon.gov
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Brandmark Best Practices, Logo Use Over Photography

When placing the logo over 
a photograph or graphic, 
always ensure the background 
provides sufficient contrast for 
legibility. Avoid using the logo 
on visually busy or inconsistent 
(heterogeneous) surfaces where 
it may become unreadable, 
this includes areas with sharp 
color shifts, detailed textures, or 
overlapping elements.

Choose the logo variation 
(light or dark) that provides 
the strongest contrast against 
the image. When in doubt, use 
a solid-color overlay, gradient 
fade, or safe area to preserve the 
clarity and integrity of the logo.

 Correct application  Correct application

 Incorrect application  Incorrect application

Visual Identity Brand System
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Brand Color System

Primary Color Palette 

The ODHS primary color 
system is built around North 
Star Indigo our hero hue. This 
color symbolizes trust, stability 
and a steady guide for those 
we serve. It is supported by 
complementary colors like 
Glacial Blue and Coastal Fog 
Gray, which evoke the natural 
beauty of Oregon’s landscapes 
and reinforce the values of 
empathy, clarity and human 
connection.

Use this core palette to create 
a unified, recognizable look 
across print, digital and 
environmental applications. 
These colors are central to  
our identity and should  
appear prominently in most 
branded materials.

80%

80%

60%

60%

40%

40%

20%

20%

10%

10%

70% 30%

Primary
North Star Indigo
CMYK: 100, 100, 0, 1
RGB: 46, 49, 146
Hex: 2E3192

Accent
Glacial Blue
CMYK: 27, 3, 0, 0
RGB: 180, 220, 245
Hex: B4DCF5

Neutral
Fog Gray
CMYK: 3, 2, 5, 0
RGB: 245, 243, 238
Hex: F4F2ED

Use for: 
	• Primary headers and titles

	• Call-to-action buttons

	• Key navigation elements

	• Anchor brand elements such as the logo 
and wordmark

Use for: 
	• Highlighting secondary elements like quote 

boxes, infographics, or section dividers

	• Pairing with North Star Indigo for contrast 
and accessibility

	• Pattern backgrounds combining 40% and 
30% tints

Use for: 
	• Secondary typography or UI elements (e.g., 

dividers, cards, borders)

	• Balancing color-heavy layouts with a soft, 
supportive tone

	• Pairing with North Star Indigo for contrast 
and accessibility

Visual Identity Brand System
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Accessible Color Combinations

Glacial Blue on North Star Indigo
Contrast Ratio 7.4:1

White on North Star Indigo
Contrast Ratio 10.7:1

To ensure legibility and 
accessibility across all 
communications, the 
following color pairings have 
been selected to maintain 
appropriate visual contrast.

These combinations 
meet WCAG 2.2 Level AA 
accessibility standards. North  Star Indigo on Glacial Blue

Contrast Ratio 7.4:1
Black on Glacial Blue
Contrast Ratio 14.5:1

North Star Indigo on Coastal Fog Gray
Contrast Ratio 9.7:1

Black on Coastal Fog Gray
Contrast Ratio 18.9:1

AaBbCc

AaBbCc

AaBbCc AaBbCc

AaBbCc

AaBbCc

Visual Identity Brand System
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Brand Color System

Secondary Color Palette

This secondary palette 
draws its inspiration from 
Oregon’s iconic landscapes 
and ecosystems. Forest Green, 
our anchor green, is rooted 
in the deep, shaded Douglas 
fir forests of the Pacific 
Northwest, symbolizing trust, 
community and resilience. 
It’s complemented by the 
bright vibrancy of Willamette 
Green, echoing the energy 
and forward motion of the 
Willamette Valley’s open fields.

Together with Mist Grey, a soft 
neutral inspired by Oregon’s 
coastal haze, this combination 
provides flexibility for materials 
that require a more grounded, 
nature-forward look. 

Secondary
Forest Green
CMYK: 87, 48, 64, 40
RGB: 24, 78, 73
Hex: 184E49

Accent
Willamette Green
CMYK: 51, 0, 70, 0
RGB: 134, 198, 121
Hex: 86C679

Neutral
Mist Grey
CMYK: 4, 0, 0, 11
RGB: 216, 225, 229
Hex: D8E1E5

80%

80%

70%

60%

60%

40%

40%

20%

20%

10%

10%

30%

Use for: 
	• Secondary headers, sidebars and footers

	• Visual emphasis in charts or diagrams

	• Elements that convey stability, growth,  
or continuity

Use for: 
	• Highlighting dynamic or optimistic messages

	• Icons, badges, or graphic patterns

	• Pairing with Forest Basin Green or Mist Grey 
for contrast and freshness

	• Backgrounds at 40–60% tints for lighter,  
energetic feel

Use for: 
	• Backgrounds, cards, dividers, or light UI 

elements

	• Typography when subtlety and balance are 
required

	• Combining with green tones to enhance 
calm and clarity

Visual Identity Brand System
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Willamette Green on Forest Green
Contrast Ratio 4.7:1

White on Forest Green
Contrast Ratio 9.4:1

Forest Green on Willamette Green
Contrast Ratio 4.7:1

Black on Willamette Green
Contrast Ratio 10.1:1

Forest Basin Green on Mist Grey
Contrast Ratio 7.1:1

Black on Silver Mist Grey
Contrast Ratio 15.7:1

AaBbCc

AaBbCc

AaBbCc AaBbCc

AaBbCc

AaBbCc

Accessible Color Combinations

Visual Identity Brand System

To ensure legibility and 
accessibility across all 
communications, the 
following color pairings have 
been selected to maintain 
appropriate visual contrast.

These combinations 
meet WCAG 2.2 Level AA 
accessibility standards.
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Tertiary Color Palette

This vibrant palette 
brings emotional warmth, 
approachability and energy to 
the ODHS brand. Grounded 
in Oregon’s natural harvests 
and native flora, it centers 
on Marionberry Red, a bold 
yet compassionate hue, 
supported by Harvest Gold 
and Desert Sand for balance 
and brightness. Use this 
set to highlight storytelling, 
emotional resonance and 
community engagement.

Excessive use of bold reds or 
yellows can unintentionally 
signal urgency, warnings, or 
emergency messaging. Reserve 
these colors for intentional 
emphasis or moments that 
benefit from warmth and 
emotional impact, rather than 
general design accents.

Tertiary
Marionberry Red
CMYK: 27, 100, 55, 12
RGB: 169, 31, 80
Hex: A91F50

Accent
Harvest Gold
CMYK: 2, 8, 71, 7
RGB: 236, 210, 99
Hex: ECD263

Neutral
Desert Sand
CMYK: 2, 8, 11, 4
RGB: 237, 223, 212
Hex: EDDFD4

80%

80%

60%

60%

40%

40%

20%

20%

10%

10%

70% 30%

Use for: 
	• Emotional storytelling, testimonials, or  

human-focused content

	• Accent headers or callouts with high impact

	• Event or campaign branding that centers 
connection or empathy

Use for: 
	• Visual highlights and infographics

	• Backgrounds, buttons, or decorative motifs

	• Reinforcing warmth, well-being and optimism

Use for: 
	• Light backgrounds or secondary containers

	• Balancing strong hues like Marionberry Red

	• Creating visual softness in people-centered 
materials and products

Brand Color System

Visual Identity Brand System
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Harvest Gold on Marionberry Red
Contrast Ratio 4.7:1

White on Marionberry Red
Contrast Ratio 7:1

Marionberry Red on Harvest Gold
Contrast Ratio 4.7:1

Black on Willamette Green
Contrast Ratio 14.1:1

Marionberry Red on Desert Sand
Contrast Ratio 5.4:1

Black on Desert Sand
Contrast Ratio 16.1:1

AaBbCc

AaBbCc

AaBbCc AaBbCc

AaBbCc

AaBbCc

Accessible Color Combinations

Visual Identity Brand System

To ensure legibility and 
accessibility across all 
communications, the 
following color pairings have 
been selected to maintain 
appropriate visual contrast.

These combinations 
meet WCAG 2.2 Level AA 
accessibility standards.
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Brand Color System

Black, White and Charcoal

This set of core neutrals is 
optimized for black-and-white 
printing and high-contrast, 
single-color applications. It 
supports accessibility, clarity 
and legibility when color 
reproduction is limited or 
unavailable, such as for internal 
documents, one-color flyers, or 
low-budget print scenarios.

These colors may also be used 
for high-contrast layouts,  
legal forms, or branded 
templates that must prioritize 
function over visual style,  
while still maintaining a sense 
of ODHS identity.

Primary Black
CMYK: 0, 0, 0, 100
RGB: 0, 0, 0
Hex: 000000

Primary White
CMYK: 0, 0, 0, 0
RGB: 255, 255, 255
Hex: FFFFFF

Ashland Charcoal
CMYK: 0, 0, 0, 90
RGB: 65, 64, 66
Hex: 414042

Use for: 
	• Body text and primary typography on print 

materials based on white paper

	• Icons, borders and form elements

	• High-contrast content and print-first  
materials and products

Use for: 
	• Backgrounds in all print and digital layouts

	• Creating breathing space and visual 
contrast

	• Inverted designs or reversed-out logos

Use for: 
	• Accessible text in high-contrast settings 

where pure black feels too stark

	• Backgrounds, table headers, or shaded UI 
panels in grayscale documents

	• Separators, dividers, or supportive graphic 
elements in limited color palettes

	• Modern, softer alternative to black for  
editorial layouts or title treatments

Visual Identity Brand System



Page 48 Oregon Department of Human Services | Brand Guidelines | Visual Identity Brand System

Typography

Our primary font family is 
Noto Sans - use in all agency 
brand templates, presentations, 
external promotional materials, 
campaigns, forms, graphic 
design work, any materials 
requiring translation services. 
Use Noto Serif can to add 
hierarchy and variation in 
design and layout. 

Noto is a collection of high-
quality fonts for all modern 
and ancient languages. With 
multiple weights and widths 
in sans, serif, mono and other 
styles, Noto fonts are perfect 
for harmonious, typographically 
correct communication in more 
than 1,000 languages and over 
150 writing systems.

Learn more about Unicode and 
Noto: https://fonts.google.com/
noto

Noto Sans

Noto Serif

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

abcdefghijklmnopqrstuvwxyz 

1234567890 !@#$%^&*()?<>{}[]|\

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

abcdefghijklmnopqrstuvwxyz 

1234567890 !@#$%^&*()?<>{}[]|\

Visual Identity Brand System

Install Noto Serif: https://fonts.google.com/noto/specimen/Noto+Serif

 Install Noto Sans: https://fonts.google.com/noto/specimen/Noto+Sans

https://fonts.google.com/noto 
https://fonts.google.com/noto 
https://fonts.google.com/noto/specimen/Noto+Serif
 https://fonts.google.com/noto/specimen/Noto+Sans
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Fallback Fonts  
(System Typefaces) 

Aptos can also be used by 
staff who opt not to install 
Noto. It is preloaded on all 
Microsoft Office devices and 
is now replacing Calibri as 
the default Office font. Aptos 
should be limited to use 
on internal documents and 
communications. 

Aptos

Aptos Serif

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

abcdefghijklmnopqrstuvwxyz 

1234567890 !@#$%^&*()?<>{}[]|\

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

abcdefghijklmnopqrstuvwxyz 

1234567890 !@#$%^&*()?<>{}[]|\

Typography

Visual Identity Brand System
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Typography

Print Typography Hierarchy

A clear typographic hierarchy 
helps communicate messages 
with clarity, structure and 
visual consistency. 

Use consistent line spacing 
and alignment to reinforce 
a professional and cohesive 
appearance. Avoid mixing font 
weights outside of this system 
to preserve visual harmony.

Maintain consistent spacing, 
alignment and responsive  
scaling for optimal usability 
across devices.

Ensure all digital text meets 
WCAG 2.2 Level AA contrast 
and size accessibility 
standards. Refer to the Brand 
Access and Equity section for 
Accessibility compliance rules 
and regulations

Ad quatibusande veni te quos delesedi conecus a venimus etus consequi  
reicil maximet quamenimil eatia sedit que 

Sub-Headline
Noto Sans SemiBold

16-24pt

Call to Action
Noto Sans semi-bold

12-14pt

Footers, image 
captions, charts 

Noto Sans Regular  
9-11pt

Oregon Department of Human 
Services is here for you
Pel idestrum, quatis qui dolent rate Lis 

Call to Action >

Headline 1
Noto Sans Bold

24-32pt

Visual Identity Brand System

Call to Action

Recommended Font Sizes

Ad quatibusande veni te quos delesedi conecus a venimus 
etus consequi reicil maximet quamenimil eatia sedit que 
asimin esequis sundem acescia ndenimet. Qui dolorendem asi 
a nonsed quo vel et eos vid ut verum rem eribusti ressitibus.

Body copy
Noto Sans Regular 

12-14pt

Hyperlink
Noto Sans Regular 

12-14pt

https://oregon.gov/ODHS
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Visual Identity Brand System

Font Size Guidance 

If no minimum size is specified, 
how do I know what font size to 
choose for my document? 

It’s the responsibility of all document 
creators to understand the needs of their 
target audience. Document creators 
should use their best judgment and 
carefully pick the appropriate font size  
to maximize readability and impact for 
their audience. 

For example, APD has traditionally used 
14pt in all its materials. However, these 
factors may change depending on the 
audience. If a report is being developed 
for the legislature vs a benefits pamphlet 
for an elderly audience, the font size  
may not necessarily need to be 14pt 
for both materials because of differing 
audience needs. 

Why are we changing the 
minimum font size from 
mandatory to recommended? 

We live in the digital age, and much of 
the population views documents on 
digital devices today. This is one of the 
big reasons why document accessibility  
is so important. A large number of 
people now view documents digitally,  
so they have the ability to zoom in, 
making the font size irrelevant when 
viewing digitally.  

By providing a recommended font size  
rather than a mandatory font size, we 
permit document creators the ability 
to create more customized documents 
to best serve their audiences. This will 
also help with translations to languages 
that expand and require more space. 
Document creators should keep in  
mind what languages they will be 
translating into and design with this  
in mind from conception.

What’s the minimum font size  
for ADA compliance?

To understand this, you must first 
understand what Section 508 and  
WCAG say about font size. The fact is, 
neither Section 508 or WCAG specify a 
font size for documents. Only websites. 

Reference source: Understanding 
Accessible Fonts and Typography for 
Section 508 Compliance. 

What about letters, notices and 
client-specific communications 
being mailed?

You’d be safe using 14pt font in letters 
and notices being mailed to clients. 
This is because these documents are 
normally not provided electronically and 
necessitate secure handling via printed 
hard copies. (Keep your audience and 
format in mind.)

https://www.section508.gov/develop/fonts-typography/
https://www.section508.gov/develop/fonts-typography/
https://www.section508.gov/develop/fonts-typography/
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Photography Use and Representation

Photography is one of the most powerful tools for telling stories and 
connecting with the people and communities we serve. An image can build 
trust, evoke empathy, challenge assumptions and reflect the diversity, 
strength and dignity of Oregonians. In our brand, photography is not just 
decorative, it’s purposeful. It reinforces our values of equity, compassion, 
human connection and belonging by visually representing real people, real 
experiences and real impact.

Photo library

Contact the Publications and Design Services 
(PCS) with help obtaining stock images 
available to the staff.

Visual Identity Brand System

DHS-OHA.PublicationRequest@odhsoha.oregon.gov 

mailto:DHS-OHA.PublicationRequest%40odhsoha.oregon.gov%20?subject=Stock%20Photography%20Images


Page 53 Oregon Department of Human Services | Brand Guidelines | Visual Identity Brand System

Photography best practices

“Do”

	• Use photography that feels au-
thentic and candid, not overly 
staged or sentimentalized. 

	• Reflect diversity intentionally 
across race, ethnicity, ability, age, 
gender, family structure, geography 
and socioeconomic background.

	• Show real, everyday moments of 
people with disabilities, older adults 
and diverse communities—living 
independently, participating in  
community life, working, parenting, 
or engaging with services on their  
own terms.

	• Portray individuals in positions of 
agency and power, not just as recipi-
ents of services. 
 
 

	• Consider your message and audi-
ence when selecting images: Does 
the image align with your content 
and values?

	• Showcase and balance the commu-
nities you serve and hope to reach, 
rather than spotlighting a single 
demographic.

	• Include context when needed,if  
a photo may be misinterpreted  
without background, add a caption 
or explanation.

	• Use the full name of the agency 
when citing ODHS in imagery  
or branding.

	• Include image captions and acces-
sibility features for digital  
content (refer to the Brand Access  
and Equity chapter).

Visual Identity Brand System
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Photography best practices

“Don’t”

	• Don’t use photography that feels 
overly staged or sentimentalized. 

	• Don’t use images that reinforce 
stereotypes (e.g., people of color 
only shown in poverty, white individ-
uals always in professional roles).

	• Don’t portray people with disabil-
ities as helpless, dependent, or 
“inspirational” solely because of 
their disability.

	• Don’t use token images, such as 
inserting one person of color or a 
person with disabilities into an oth-
erwise homogenous group to signal 
diversity.

	• Don’t show individuals in undig-
nified or passive scenarios (e.g., 
slouched postures, receiving hand-
outs, or visibly distressed).

	• Don’t reinforce stigmas associated 
with public assistance, mental health, 
disability, or aging.

	• Don’t rely only on multifamily 
housing images, especially when 
targeting general audiences, it may 
unintentionally imply racial or eco-
nomic bias.

	• Don’t assume a photo’s intent is 
obvious, always evaluate how  
it might be perceived without insider 
context.

	• Don’t use stock photos that feel 
generic or disconnected from Ore-
gon communities.

Visual Identity Brand System
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Pattern Usage

Branded patterns may be 
applied using colors from 
the primary and secondary 
palettes only. Use them to add 
subtle texture, visual rhythm, 
or thematic emphasis in 
backgrounds, infographics and 
environmental graphics.

Apply patterns with discretion, 
opt for background tints 
between 40–80% and adjust 
pattern opacity (50–100%) 
to maintain legibility and 
accessibility.

Do not use tertiary colors  
for patterns, as their boldness 
is reserved for emotional 
emphasis and should  
not compete with core  
design elements.

Design Elements

Background tint: 80%
Pattern opacity: 100%

Background tint: 40%
Pattern transparency: 50%

Background tint: 40%
Pattern opacity: 100%

Background tint: 80%
Pattern opacity: 100%

Background tint: 40%
Pattern transparency: 50%

Background tint: 60%
Pattern opacity: 100%

Visual Identity Brand System
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Agency Templates

To help maintain a cohesive brand, there are many downloadable brand templates for employees to use. Such as, news 
releases, fact sheets, memos, PowerPoint presentations, meeting backgrounds and more!

Brand templates can be accessed on the Publications and Creative Services Office (PCS),  ODHS|OHA OWL intranet page  
here: https://dhsoha.sharepoint.com/teams/Hub-ODHSOHA-PCS/SitePages/Logos-Templates.aspx

Internal Usage

Brand Alignment

For any assistance contact Publications and Creative Services (PCS): DHS-OHA.PublicationRequest@odhsoha.oregon.gov 
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Click or tap here to enter (Heading 2) ............................... Error! Bookmark not defined. 

 

Click or tap here to enter (Heading 2) 
Click or tap here to enter body text (Normal) 

• Click or tap here to enter bullet list. (List Paragraph) 

• Click or tap here to enter bullet list. 

• Click or tap here to enter bullet list. 

Click or tap here to enter (Heading 3) 

Click or tap here to enter body text (Normal) 

Click or tap here to enter (Heading 4) 

Click or tap here to enter body text (Normal) 

• Click or tap here to enter bullet list (List Paragraph) 

• Click or tap here to enter bullet list  

All who live in Oregon, regardless of identity or place, can achieve well-being. 
 Page 1 of 1 

Child Welfare  
Family Services Unit
 

News Release (Heading 1) 

Date (Heading 2) 

Contact (Heading 3) 

Headline (Heading 1) 

Subhead (Heading 2) 

Release content (Normal) 

One Page Fact Sheet News Release 

Powerpoint 

Sample slide deck title

Meeting Background Sample (more are available) 

https://dhsoha.sharepoint.com/teams/Hub-ODHSOHA-PCS/SitePages/Logos-Templates.aspx
mailto: DHS-OHA.PublicationRequest@odhsoha.oregon.gov
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New business cards, letterhead and envelopes

The Oregon Department of Human Services, is in a pricing agreement with 
the Oregon Corrections Enterprises (OCE) to print our new business cards, 
letterhead and envelopes. These items are printed using the state stand 
template format. Orders can be placed online through the OCE web site 
“MyOrderDesk” www.myorderdesk.com/oceprintshop.  Letterhead and 
business card orders can be entered into standard templates that create  
an immediate PDF proof for every order. 

To sign up for “MyOrderDesk”, just visit: www.myorderdesk.com/
oceprintshop. If you need assistance, please contact Oregon Corrections 
Enterprises at 503-373-0148 or email oceprintshop@oce.oregon.gov. 

Print on-demand and electronic versions of the agency letterhead are 
available on the PCS, ODHS|OHA OWL intranet page here:  
https://dhsoha.sharepoint.com/teams/Hub-ODHSOHA-PCS/SitePages/
Logos-Templates.aspx

 

Internal Usage

Brand Alignment

 

 “Safety, health and independence for all Oregonians” 
 An Equal Opportunity Employer  

Tina Kotek, Governor 

(Enter letter contents) 

Enter Office or Program name 
Enter street address 
Enter City, State, ZIP 

Enter "Voice" and the phone number or delete 
Enter "FAX" or "TTY" and the phone number or delete 

Enter website (URL), "TTY" and phone number or delete 

 

https://www.myorderdesk.com/Home.asp?Provider_ID=172122
https://www.myorderdesk.com/Home.asp?Provider_ID=172122
mailto:oceprintshop@oce.oregon.gov
https://dhsoha.sharepoint.com/teams/Hub-ODHSOHA-PCS/SitePages/Logos-Templates.aspx
https://dhsoha.sharepoint.com/teams/Hub-ODHSOHA-PCS/SitePages/Logos-Templates.aspx
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Accessibility as a Brand Standard
Incorporating accessibility into our brand ensures consistency, trust and impact. It’s a visible expression of our equity 
commitments—and a functional standard for how we build tools, share information and engage with communities. This 
approach is essential to our goal of creating meaningful, inclusive and equitable service experiences.

Alternate format and discrimination  
The Oregon Department of Human Services will provide auxiliary aids and services or alternate format communication to 
individuals with disabilities to ensure an equal opportunity to participate in and enjoy the benefits of a service, program 
or activity. The exception would be if it would result in a fundamental alteration of the program or an undue financial or 
administrative burden.

Federal ADA law 
Providing accommodations is a federal law, called the The Americans with Disabilities Act (ADA). Following this law is a mirror 
to the policy for services and information you provide to other employees.

Alternate format statement 
The following approved alternate format statement is required on all internal and external publications and forms:

You can get this document in other languages, large print, braille or a format you prefer free of charge. Contact  
[Program Contact name] at [email] or [phone number] (voice/text). We accept all relay calls.

Brand Access and Equity

ODHS Policies 
Digital Accessibility in Content Creation and Sharing 

Digital Accessibility in Hardware, Software and Systems 

Employee Resources: 
OWL Accessibility Site Standards 

Document Branding and accessibility standards 

https://dhsoha.sharepoint.com/teams/Hub-ODHS-ISST/SitePages/documents.aspx
https://sharedsystems.dhsoha.state.or.us/DHSForms/Served/me010-029.pdf
https://sharedsystems.dhsoha.state.or.us/DHSForms/Served/me010-030.pdf
https://dhsoha.sharepoint.com/teams/Hub-ODHS-ISST/SitePages/Standards.aspx?xsdata=%3D&sdata=MDQwaDV0NklWMmRFL3lvanorL0laUlhMRHRHOGREN0hwK3ptS2lHeDJOcz0%3D&ovuser=658e63e8-8d39-499c-8f48-13adc9452f4c%2CGABRIEL.A.MARKUS%40odhsoha.oregon.gov&OR=Teams-HL&CT=1743795228883&clickparams=eyJBcHBOYW1lIjoiVGVhbXMtRGVza3RvcCIsIkFwcFZlcnNpb24iOiI0OS8yNTAzMDIwMTAxMCIsIkhhc0ZlZGVyYXRlZFVzZXIiOmZhbHNlfQ%3D%3D
https://dhsoha.sharepoint.com/teams/Hub-ODHS-ISST/SitePages/documents.aspx
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