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Logo Refresh Updates

The communications team recommended 

updating our current CIRM logo for 3 key 

reasons:

1. Improve readability and visibility in our 
name

2. Increase clarity of CIRM in many 

communities

3. Strengthen our current brand



Where We Are Going



Logo Refresh Variations

✓ Legible​

✓ Approachable

✓ Clean ​

✓ Human

The CIRM logo suite includes four primary 

variations of the logo: full-color (sometimes 

referred to as “four-color”), white, blue, and 

Spanish.



Ensuring Consistency Across Brand

Send Invitations

G et Bud g et A p p ro val

Hosted internal brand workshop to 

ensure consistency before formal 

roll out



New Templates and Core Educational Collateral

Send Invitations

G et Bud g et A p p ro val

CIRM branded suite of 1-pagers, PPT templates, brochures, email signatures, 

branded letterhead, social media headers to align with updated design



O ptim ize C hannels &  C IRM 
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

• New widget will be 

installed to ensure 

accessibility compliance

Digital enhancement 

goals for cirm.ca.gov

Making Progress on New CIRM Website



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 – May 2024

Send  Invitatio ns

46.4K* Followers
4.8% increase since February 2024

*now including 8.8K YouTube subscribers



Video Education Campaign Highlight

Igniting Innovation and 

Providing Opportunities

Email Total Opens: 1,030

Email Open Rate: 24.4%

Social Media Impressions: 7.7K

Total Engagement Rate: 5.58%

Video Views: 9K
U.S. Local Gov't Feed/Newswire 

Reach: ~2M

Video produced by Scientific 

Programs & Education team. 

Communications team supported 

with video launch.



Video Education Campaign Highlight

Email Campaign - A/B Testing

Placement on program landing pages

Social Media campaign



Outreach Goals 23-24 

2

3
31

Increase 

Geographically 

Focused 

Outreach

Strengthen 

Collaborative 

Partnerships

Enhance 

Awareness 

and 

Understanding



Campaign 1: Sickle Cell Disease Metrics
Campaign Launched Feb. 25

• Email Alert—

• Opens: 1.5K

• Open Rate: 31%
• Blog Views: 785

• Earned Social Media—

o Accounts Reached: 13.5K

o Unique Engagements: 260+

• Digital Ad Unique User Views:
o Meta: 110,542

o Google: 940

• ~150-200 views from events to date

• Four community events highlighting 

SCD Campaign info:
o Black Joy Parade - Oakland

o Talk into Action - Pacifica

o Soul Stroll – San Mateo

o Combined estimated visibility 

for CIRM and campaign: 30,500



Campaign 1: Sickle Cell Disease Awareness



Outreach Events

Soul Stroll

• 500 attendees

• 60-65 engagement 

touchpoints

• Primarily Black/AA attendees 

with some Hispanic/Latinx 

and Asian

• Shared information on SCD 

Campaign



Parkinson's Moving Day

Parkinson's Foundation 

Moving Day SF

• ~20 engagement touchpoints

• 100 event attendees*

• Primarily friends/families 

impacted by Parkinson's 

Disease

• Industry partners working in 

Parkinson's also present

• Shared information on funding 

for Parkinson's research



Engaging with the Parkinson's Community



San Jose State Bridges Cohort Presentation

Stem Cell Internships in Laboratory-

based Learning (SJSU SCILL)

• Grad students + program directors

• 7 Bridges trainees

• Resource sharing

• Tips and inspiration for upcoming 

outreach events

• Promoted sickle cell disease 

campaign

• Feedback for outreach resources



San Jose State Bridges Cohort Presentation



LABEST Event (Los Angeles Conference)

Los Angeles Bioscience Ecosystem 

Summit Twenty 24 (LABEST)

• ~1000 attendees

• Highlight impact in bioscience 

innovation in Los Angeles area

• Event co-sponsor

• Audience: scientists, 

entrepreneurs, biotech leaders, 

CIRM trainees



LABEST Event



Engaging Materials for All Ages



Patient Access Newsletter

1. Inform and Educate: raise awareness about CIRM’s mission, initiatives, and the 

importance of cell and gene therapy as well as educate on the public on the risks of stem 

cell tourism.

2. Enhance Awareness: promote CIRM’s role as a resource hub and its various programs 

like the Community Care Centers of Excellence and the Patient Support Program. Share 
information about Alpha Clinic network trials

3. Enhance Patient Engagement: empower patients with knowledge and resources to 

participate in their care as well as broader events.

4. Facilitate Relationship Building: strengthen connections with patient advocacy groups, 

community-based organizations (CBOs), clinics, and other stakeholders.

Publication Goals:



Discussion Questions​

What content should we feature in the upcoming publication?

How can you get involved?

Where should we distribute the publication?



Conclusion

Thank you!
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