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Our Company Profile

We are all proud of HemoCue and the strong 

brand we have built over the years. Together,  

we work to maintain and improve our brand and 

reputation as the pioneers in point-of-care testing. 

When it comes to brand identity, consistency is 

the secret to success. A consistent face for our 

brand helps build familiarity, trust and ultimately 

the brand value. The goal is to make sure that, no 

matter who contributes to our communication 

material, our brand has a consistent look and feel.

Your Tool – For Maintaining a Strong 
Brand 

In your hand, you’re holding a guideline on how 

to make the most of your market communication 

on behalf of HemoCue. On the following pages, 

you will find useful information you need to  

develop a number of HemoCue materials. Some 

are firm instructions, others helpful pointers and 

tips. By using them, you will not only take advan-

tage of the strong HemoCue brand, you will also 

help build it even stronger. This, in turn, makes 

HemoCue products easier to identify and choose, 

and consequently, it improves our business. 

 

Let’s work together to keep HemoCue a success-

ful company and strong brand. 

Sincerely, 

Christophe Duret 

President HemoCue AB 

Working Together for a Strong Brand 
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Our Company Profile

Communicating Our Brand 
Through Storytelling

Our brand story tells our audience who we are, 

what we do and what difference we make.  

A strong brand is easy to relate to and is based  

on values that resonate well with the target  

audience. 

 

By carefully constructing our brand through 

 stories, relationships, marketing messages and 

visual assets, we have the opportunity of shaping 

our customer's expectations for our business and 

creating a unique bond that goes beyond the 

buying–selling relationship.

Our brand hierarchy puts focus on HemoCue as 

the overarching brand name or flagship. Instead 

of creating separate product/product lines, all 

 offerings fall under the HemoCue brand. 

The overall HemoCue brand expression and 

 impression is largely dependent on our words. 

What we say and how we say it defines us to the 

world.

Storytelling has been and will always be one  

of the most powerful communication tools – 

trigger ing emotions, actions, preferences – and 

sticking in people's memories longer than any 

fact list could. 

We want to bring our dedication and accuracy  

to life in a way that's tangible and easy to under-

stand.
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Corporate Product Lines

Brand Level 
At the brand level, we communicate why 
we do what we do. It gives us a chance 
to show and tell (using stories about our 
work within various product lines) why we 
put so much focus on getting things right. 
This is how we build recognition, trust, and 
preference for HemoCue.

Product Level 
Here we communicate specific facts and 
figures in a straightforward way. Yet, we will 
also create strategic messaging around our 
total offer to give customers a sense of the 
value and security of choosing a HemoCue 
product beyond the technical specifications.

Strategic Levels  
of Communication

Our brand is one of our most valuable intellectual 

properties. It represents our business identity, 

 enhances our culture and extends our value 

proposition. To continously strengthen the 

 HemoCue brand and provide clear information 

about our offering, we will communicate on two 

main levels: the brand level and the product level. 

How do we tell the HemoCue story?

WHY – At the brand level we will tell stories about 

what we do and why. 

WHAT – At the product level, we communicate 

exactly what we have to offer and how this sets 

us apart. 

Our Company Profile

Answers Right When You  
Need Them 
 Lab-accurate results in minutes

 Faster treatment decisions and streamlined 
workflow

 Easy to use by non-laboratory personnel 
after a brief training

 Capillary or venous samples 

Accuracy for Confident Decisions 
 Factory calibration with no further 

calibration needed

 Unique software for internal QC 

 Automatic warning for unidentified cells

HemoCue® WBC DIFF System

The Innovative Difference 
for Faster Care
With groundbreaking technology, the HemoCue 
WBC DIFF makes it possible to get not only  
lab-accurate white blood cell counts but also  
five-part differentials at the point of care. In just five 
minutes, you have accurate counts for neutrophils, 
lymphocytes, monocytes, eosinophils and basophils. 

Fitting seamlessly into a variety of clinical applications 
and even remote field clinics, the benefits are clear. 
Immediate WBC DIFF counts can mean the 
difference between waiting and taking action at the 
point of care — helping you move from assessment 
to treatment within minutes rather than hours or days. 

Accuracy Starts With Us

To learn more about the  
HemoCue® WBC DIFF System, 
please visit hemocue.com

Added Values for  
You and Your Donors

Meeting the Need 
while Protecting  
the Source
Hemoglobin Determination  
in Blood Donors
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Our Logotype

Our logotype is the most recognizable visual 

 representation of our brand, carrying with it not 

just our company name, but our spirit – who  

we are and what we've worked so hard to 

 accomplish. 

What does the logo stand for?

The logo consists of two elements: the wordmark 

”HemoCue” and the cuvette symbol. 

The red color of the wordmark is chosen to 

 reflect passion, strength, action and boldness.

Altogether it's a reflection of where we've come 

from and who we are – flexible and innovative, 

yet sharp and accurate, grounded in proven tech-

nology with a keen grasp on new challenges and 

trends. 

Our Company Profile
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Our Company Profile

The HemoCue Shape

The HemoCue Shape

The HemoCue shape is designed to reflect the 

shape of the cuvette in our logotype. This makes 

a clear visual style for HemoCue and reinforces 

our position as pioneers and leaders in point of 

care, as it is not only a significant symbol of our 

own history but of the entire industry.

The HemoCue microcuvette is basically the  origin 

of accurate point-of-care blood testing today, 

which is why we make use of its shape as our 

main graphic design element. 

Practical use, see Basic Rules. How to use the 

shape.

Note: Use only approved designs. For more detailed  

information, contact Global  Marketing. 
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HemoCue Red

With consistent and strategic use, certain colors 

can become linked with a  particular company  

– a significant branding  advantage. 

HemoCue and the color red are tightly connected. 

Our customers associate us with red. This is an 

advantage we want to maintain – not only as a 

brand identifier, but also because the color 

evokes many key emotions. 

Psychology of red

In most cultures red is the color of love, warmth, 

happiness and health. It has a stimulating effect 

on mind and body. Red means bold, passion, ac-

tion and strength. It is the color of fire and blood. 

Red is earthy. It is stable. It evokes maternal in-

stincts of safety, caring and strength. 

By using red strategically and consistently, we 

strengthen our “HemoCue ownership” of the 

 color. We will continue to build on that recogni-

tion and trust. 

Our Company Profile

HemoCue Red



 Chapter 2

Basic Rules
In all our interactions it’s vital we give a unified, consistent impression that conveys 

who we are and what we offer our customers. One of the most important tools to 

support and strengthen the HemoCue brand is our corporate identity — or brand 

expression. From how we phrase a sales letter to the look of our business cards, 

each element gives a clear, immediate, positive picture of who we are — producing 

instant recognition: “This comes from HemoCue.” This section sets the overall 

guidelines for our communications. Please take the time to read and understand 

how to use them.
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General Copy Guidelines

• Use a conversational tone as much as possible.

 – Use words like you, your, we, our, us, etc.
 – Use contractions (it’s, we’re, you’re, etc.)

• Make texts more natural and interesting to read by 
using writing elements such as em dashes, mixing 
short and long sentences/paragraphs, and starting 
sentences with the word “and.”

• Write clearly and concisely.

 – Avoid unnecessary big words and unnatural 
“business-speak” (utilize – use, initiated – started, 
budgetize –not even a word)

 – Avoid wordiness (a wide variety of different  
services – a variety of services, the potential of 
this technology – the technology’s potential)

 – Avoid passive voice (a program has been  
introduced – we introduced a program

• Know your audience. Use technical jargon and  
acronyms only when you’re certain the vast 
 majority of your audience understands. At least 
95% should know what it means; otherwise, spell 
it out or say it another way.

• Use American English (AmE) for consistency in 
English-language communications, except when 
 localization for UK or other audiences is neces-
sary. This includes rules such as capitalizing the 
main words in headlines.

Basic Rules

Tone of Voice & Terminology

As we communicate through storytelling, we 

want to get a feeling for the people and hard 

work behind the company/technology.

The tone of voice should be friendly and upbeat, 

straightforward and easy to follow — like an 

every day conversation.

• It should inspire con fidence, without bragging. 

Although we’re telling stories about our own 

work, the focus should still be on our custom-

ers and their needs, not on ourselves and our 

achievements.

• It should evoke an emotional response with 

striking words such as remarkable, achieve-

ment, innovation, breakthrough, never before 

dreamed of, and passionate. Yet, without too 

much drama or sentimental language.

• It should be crisp, short and to the point while 

at the same time personal.

Throughout everything we say, we will weave the 

concept of accuracy in everything we do. 
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Basic Rules

Product Names

We build our HemoCue product names using 

three elements:  

a) the brand name HemoCue  

b) the type of analysis  

c) the version  

 

A registered trademark symbol (®) should always 

follow the brand name in product names and 

should be shown in superscript format.

If a version number includes a plus sign (+), it 

should always be shown in superscript format.

When writing either “analyzer”, “microcuvettes” or 

"system" in conjunction with HemoCue and the 

product name, capitalize the first letter in the 

word. Otherwise, do not capitalize these words 

unless they start a sentence or appear in headlines.

 

How to write HemoCue Product names

HemoCue® Hb 201+ System 

HemoCue® Hb 201+ Analyzer 

HemoCue® Hb 201 Microcuvettes

HemoCue® Hb 201 DM System 

HemoCue® Hb 201 DM Analyzer 

HemoCue® Hb 301 System 

HemoCue® Hb 301 Analyzer 

HemoCue® Hb 301 Microcuvettes

HemoCue® Hb 801 System 

HemoCue® Hb 801 Analyzer 

HemoCue® Hb 801 Microcuvettes

HemoCue® Plasma/Low Hb System

HemoCue® Plasma/Low Hb Photometer 

HemoCue® Plasma/Low Hb Microcuvettes 

HemoCue® Glucose 201 System 

HemoCue® Glucose 201 Analyzer 

HemoCue® Glucose 201 Microcuvettes 

HemoCue® Glucose 201+ System 

HemoCue® Glucose 201+ Analyzer 

HemoCue® Glucose 201 DM System 

HemoCue® Glucose 201 DM Analyzer 

HemoCue® Glucose 201 RT System 

HemoCue® Glucose 201 RT Analyzer 

HemoCue® Glucose 201 RT Microcuvettes 

HemoCue® Glucose 201 DM RT System 

HemoCue® Glucose 201 DM RT Analyzer 

HemoCue® HbA1c 501 System 

HemoCue® HbA1c 501 Analyzer 

HemoCue® HbA1c 501 Test Cartridge

HemoCue® Albumin 201 System 

HemoCue® Albumin 201 Analyzer 

HemoCue® Urine Albumin Microcuvettes 

HemoCue® WBC System

HemoCue® WBC Analyzer 

HemoCue® WBC Microcuvettes 

HemoCue® WBC DIFF System 

HemoCue® WBC DIFF Analyzer 

HemoCue® WBC DIFF Microcuvettes 

HemoCue® Primary Docking Station

HemoCue® Secondary Docking Station 

HemoCue® PDS+

HemoCue® SDS+

HemoCue® DM 201 Battery

HemoCue® Glucose 201 DMU Docking Station

HemoCue® Cleaner

HemoCue® Cleaner Plus

HemoCue® Safety Lancet 

HemoCue® Control Cuvette

HemoCue® Carrying Case 

HemoCue® Soft Carrying Case

HemoCue® Hardtop Carrying Case

HemoCue® Blood Loss Calculator 

HemoCue® HbA1c 501 Monthly Check Cartridge 

HemoCue® HbA1c 501 Daily Check Cartridge

HemoCue® Hb 201 Systems

HemoCue® 201 Systems

HemoCue® 201 DM Systems

HemoCue® Hemoglobin Systems 

HemoCue® Hb Systems 

HemoCue® Glucose Systems 

HemoCue® Glucose 201 Systems

HemoCue® 201 DM – DMS Software

HemoCue® Basic Connect 

HemoCue® 801 Connect

HemoCue® BT Connect 

HemoCue® HealthTrender 

HemoCue® HealthTrender Anemia

Note: For more detailed information,  

contact Global Marketing.
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Basic Rules

Logotype

Our logotype is the most recognizable visual  

representation of our brand, carrying with it not 

just our company name, but our spirit — who we 

are and what we’ve worked so hard to accomplish. 

As such, we must use it with respect and good 

judgment at all times. 

The HemoCue logotype consists of the HemoCue 

name in red and the microcuvette symbol which 

 together, serve as a single image.

Our logotype is adapted into approved versions 

available for various printing and visualization  

requirements. The size may vary from one  

application to another, but the logotype must  

not be altered in any other way from the 

 approved versions shown here.

Use main version in red. Black/White only when 

red is not possible. 

Main Version, Inverted

Note: the red and the grey square is not part of the logotype. 

It is used here to illustrate how the inverted (white) logotype 

will look when shown on HemoCue red or grey background.

Use only approved designs. Our logotype is available in our 

Picture Gallery. 

Main Version

Alternative Version, Inverted
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Basic Rules

To make sure our logotype stands out, we have 

determined a minimum “clear space,” defined as 

the inner circle of the cuvette. This area must be 

kept clear of all other images or text.

Clear Space

Note: use only approved designs. Our logotype is available in 

our Picture Gallery. 
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Basic Rules

It is of utmost importance that our logotype is 

used in accordance with the rules contained in 

this manual. For your guidance, some typical  

examples of incorrect use of the logotype are  

illustrated here.

Do not place the company logo on a busy or 

complex background. If used, make sure that  

it is clearly visible and no disturbing elements 

interfere with the logo.

Please be sure to ask global marketing if you’re 

ever unsure about how, when, or where it’s 

 appropriate to use our logotype.

Do not tilt the logo. Do not alter the colors of the logo.

Do not integrate the logo into 
texts.

Do not distort the logo.Do not place the logo on busy or 
complex backgrounds.

Never use the logo or parts of it to 
create new graphic symbols.

Do not try to reconstruct our 
logo.

Do not add effects to the logo.

Incorrect Usage

Hb 201 DM 
Microcuvettes

Note: use only approved designs. Our logotype is available in 

our Picture Gallery. 

Do not use the logo as a pattern.



HemoCue Corporate Identity Manual • Issue 4, May 2019 16

Basic Rules

Brand Colors

Supporting Color

HemoCue Red

CMYK 7, 100, 82, 26
RGB 166, 25, 46
HTML #A6192E
PMS PANTONE® 187 C 

HemoCue Dark Grey

CMYK 0, 2, 0, 68
RGB 77, 79, 83
HTML #4D4D63
PMS PANTONE® Cool Grey 11 C

80 %

80 %

60 %

60 %HemoCue Sand

CMYK 15, 12, 16, 0
RGB 212, 208, 200
HTML #D4D0C8
PMS PANTONE® 9082 C

Colors

Along with our logotype, our red color is one 

of the main identifying elements in our com-

pany profile and is dominant throughout our 

communi cations. As the complementary cor-

porate color, the dark grey is neutral so as not to 

compete with the red. These are the main colors 

for use with our logo, headlines, captions, and 

drawing attention to vital elements in presenta-

tions, online, and in printed materials. They are 

also the main colors to use for exhibitions, pro-

motional items, etc. 

The supporting colors add a slight contrast and 

distinction for other communication and graphic 

elements such as graphs, boxes, frames, dividing 

lines, etc. 

Never make any grades of the HemoCue Red. 

Grades of our Dark Grey and Sand could be used 

in 80 and 60 % for graphic elements in printed 

and digital applications.

Note: A Quick Reference Guide can be required from Global 

Marketing for visual color matching of printed matter.



To get a full story please visit hemocue.com.  
 

Quis accaerspe doluptiam vel idem 
untorerumqui comniatur, ea consequaes 
moluptio volut es estes sit, que commodit 
ulparcidemo corem rerum aperuntiam lit, 
sed modici odis dessinventi sincit ad. 

Uptas doluptures excea vellabor maximus volupis 
ipsusaero et exped ex etur? Quid quid unt mo tem 
fugiam aut velectat et pelluptur, illiquiscia pratiorum 

Am, cone molorum arcieni scitem etur? Qui ullacer-
sped explibu sdanienihil ium laturesequia distibu 
sandit que porio. Cae cusam, ipidebis volut fuga. 

Itatur maximod quae mil ipicid et et ut audis sit, sim 
-

ur, quassequod quiam doluptibus, consenis mo vo-
lupta corro dolorem fugiatiae. Ut quid eturestis quia 
con explitatem qui temquos et late reptat laboresto 
illuptat at hariscid ut hilluptatiis endam ipiciat urios-
tios moluptam alibusd aeriones expla doluptatur aut 
pliquatet aut ullo incidunt, vendantem.

Crossing 
300 miles of 
open prairie to 
adjust 1 analyzer? 
Of course.

When a customer in Japan happened to mention a 
few discrepancies in some Hb test results (12 out of 
1 million, to be exact), we just couldn’t let it go. Was 
it the handling of the instrument? Something in the 
blood itself? So we sent one of our best people to 
the client site to figure it out and help make sure 
there wouldn’t be a number 13. That may seem a bit 
obsessive. After all, it was only .000012 % of the 

tests. But that’s who we are. You could say accuracy 
is in our blood.

In everything we do, we get it right or we go back 
to the drawing board. There is no alternative.  
Because when it comes to caring for people, we 
refuse to compromise.

Watch the full Japan story at hemocue.com 

1 million tests.
12 discrepancies.
That’s just not
good enough.

Introducing  
HemoCue® HbA1c 501

Designed to work for  
how you work

HemoCue HbA1c 501 is a fully automated point-of-care 

system that’s not only easy to use, but every element – 

from its size to the storing and handling of cartridges  

– is thought through to be ideally suited for how you work.

To learn more about HemoCue® HbA1c 501,  
please visit hemocue.com
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Basic Rules

Address/logo Text Photo Logo

Applications

Examples

How to Use the Shape

The shape is a fixed part of our company profile, 

just as the logotype. It must not be altered in any 

way. However, the field can be extended for use 

in a variety of ways, as shown in the examples  

beside, as long as the basic proportions remain 

the same.

When used in these cases, the left side should 

extend past the edge leaving no curve at top or 

bottom on that side.

Note: Pay attention to the correct proportions and do not 

distort the shape.

Use only approved designs. For more detailed information,  

contact Global  Marketing.
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Basic Rules

Rounded-off Corners

To further reflect the shape of the cuvette in our 

logo, we make use of rounded-off corners 

throughout our corporate graphic design. Use it 

to soften the shape of photos and other visuals. 

This simple measure is effective in producing an 

almost subliminal “HemoCue feeling.”

Make sure the radius of the corners is constant 

throughout a publication. The corner radius for 

A4 and A5 formats is approximately 1.5 mm, and 

should be scaled up or down as appropriate for 

larger and smaller formats.

Occaestin excepud aeperep eritasim odia 

exerum experup taspere rferepe rate 

peratemodi berrum fugiatur solo repelia 

nobisci ditati omnimintia quid quamet 

magnient, accusdam et la quiae aut od 

quas eatur, optas dolupta ipsae occabo. 

Occaestin excepud aeperep

• Eritasim odia exerum experup

• Taspere rferepe rate peratemodi

• Rum fugiatur solo repelia nobisci 

• Omnimintia quid quamet magni

• Accusdam et la quiae aut od

Ocaestin excepud aeperep eritasim

Odia exerum experup taspere rferepe rate 

peratemodi berrum fugiatur solo quiae aut od 

quas eatur, optas dolupta ipsae occabo. 

Text Frames, Examples Photo/Illustration Frames, Examples
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Basic Rules

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Museo Sans 100 
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
Åå Ää Öö 1 2 3 4 5 6 7 8 9 0 !?.,:”=#€%&/()+*><

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Museo Sans 100 Italic 
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
Åå Ää Öö 1 2 3 4 5 6 7 8 9 0 !?.,:”=#€%&/()+*><

The quick brown fox jumps over the lazy dog Museo Sans 300

The quick brown fox jumps over the lazy dog Museo Sans 300 Italic

The quick brown fox jumps over the lazy dog Museo Sans 500

The quick brown fox jumps over the lazy dog Museo Sans 500 Italic

The quick brown fox jumps over the lazy dog Museo Sans 700

The quick brown fox jumps over the lazy dog Museo Sans 700 Italic

The quick brown fox jumps over the lazy dog Museo Sans 900

The quick brown fox jumps over the lazy dog Museo Sans 900 Italic

Corporate Typeface

By adopting a distinctive typography, a company 

makes it easy for the public to immediately 

 recognize the source of its communications.

Primary font

HemoCue corporate font is Museo Sans. It is a 

sturdy, low contrast, geometric, highly legible 

sans serif typeface well suited for any display and 

text use. It́ s soft and warm, but still professional. 

The typeface reflects HemoCué s soft, caring 

style that is balanced with professionalism and 

dedication to accuracy. 

This typeface is for use with all professionally 

printed materials and on the website. 

Condensed version is to be used for 

 accompanied labelling. 

Never substitute Museo Sans for any other font, 

except as specified on the next page: “Secondary 

Typeface”
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Basic Rules

Secondary Typeface

Our secondary typeface, Calibri, should be used 

for internal documentation and in all other digital 

material.

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Calibri Regular 
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
Åå Ää Öö 1 2 3 4 5 6 7 8 9 0 !?.,:”=#€%&/()+*><

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Calibri Italic 
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz 
Åå Ää Öö 1 2 3 4 5 6 7 8 9 0 !?.,:”=#€%&/()+*><

The quick brown fox jumps over the lazy dog Calibri Bold

The quick brown fox jumps over the lazy dog Calibri Bold Italic
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Basic Rules

ProductsPhotography

Images are usually the first communication  

elements the eye receives. With that in mind, we 

want to make a bold statement that is instantly 

identifiable as coming from HemoCue. 

For product and portrait photography, the  

HemoCue red color should serve as the back-

ground for most communications to give that 

bold look and reinforce our brand image. A white 

background may be used in certain technical 

documentation and manuals.

In product photographs, the products should 

stand out as the “heroes.” They should be photo-

graphed from a low angle, with perspective. 

 People in photos should appear natural and at 

ease. The images should give a sense of contact, 

warmth, and working together to achieve great 

things.

Note: Use only approved artwork. High resolution images 
are available in our Picture Gallery. 
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Basic Rules

Note: Use only approved artwork. High resolution images 
are available in our Picture Gallery. 

Photography

We strive to select images that have a feeling of 

lightness and with a slightly blurred background. 

The images should feel authentic, preferably from 

real-life settings using HemoCue products some-

where as a red detail.

When we don’t use our products then we try to 

find images with red accents or elements, like a 

curtain or red detail in the background.

Since we’re an international company the people 

in our images should have different ethnicity, 

gender and age.
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Basic Rules

12.02.10 15:02

25 mmol/mol

12.02.1015:02

25 mmol/mol

Illustrations

Our illustrations are meant to be perceived as 

technical and instructional. They should be made 

using a real image as a reference in order to create 

the depth and feel of 2D/3D. Unnecessary details 

should be removed from the illustration to give 

more space and focus to the important parts.  

The lines in the illustration should all have the 

same weight, except for outlines, which should 

be heavier.

 

Note: Use only approved artwork. High resolution  
illustrations are available in our Picture Gallery. 



Chapter 3

Applications
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Applications

               
HemoCue has been a leader in Point of Care medical diagnostics for over 30 years. We specialize in 
giving healthcare providers tests that deliver fast results with the precision expected of a central lab. 
Visit hemocue.com

The Future of Africa
Africa’s children are the continent’s most  

important resource. Their development is  

Africa’s future, which makes protecting  

them all the more vital.

 

Even mild anemia in a child can lead to fatigue 

and lack of energy — interfering with the  

child’s ability to learn and be active as children 

should be. This can have serious short-term  

and irreversible long-term consequences.  

Yet, anemia can easily be discovered. And  

there’s no reason hemoglobin testing  

should be less accurate in the field than  

it is in the lab.

 

Today there’s a robust testing solution  

for anemia, no matter where you are.  

The HemoCue Hb 301 kit allows  

convenient hemoglobin testing with  

the same accuracy found in a lab.  

That means children, once anemia  

has been detected, can get the 

treatment they need — and the 

chance to take an active part in 

the future of Africa.

To learn more about the kit or our battle against 

childhood anemia, contact your HemoCue  

representative or email:  info@hemocue.se

Product sheet

Printed Communications

Professionally printed materials such as ads,  

brochures, etc. have high visibility and high 

 impact. They’re cornerstones in any marketing 

and communication plan. While individual con-

cepts, campaigns, and communication ideas will 

vary, it’s important to ensure an overall consiten-

cy with our graphic identity as outlined in this 

guide for maximum recognition and long-term, 

collective impact.

Whenever possible, use matt coated printing 

 paper. This quality gives a precise, clear, and 

 professional feeling to our printed materials  

– accurately reflecting the HemoCue brand.

Contact global marketing to order a Quick  

Reference Guide for printed material.

Note: Use only approved designs. For more detailed  

information, contact Global  Marketing.

Ad
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Applications

Product sheet

Answers Right When You  
Need Them 
 Lab-accurate results in minutes

 Faster treatment decisions and streamlined 
workflow

 Easy to use by non-laboratory personnel 
after a brief training

 Capillary or venous samples 

Accuracy for Confident Decisions 
 Factory calibration with no further 

calibration needed

 Unique software for internal QC 

 Automatic warning for unidentified cells

HemoCue® WBC DIFF System

The Innovative Difference 
for Faster Care
With groundbreaking technology, the HemoCue 
WBC DIFF makes it possible to get not only  
lab-accurate white blood cell counts but also  
five-part differentials at the point of care. In just five 
minutes, you have accurate counts for neutrophils, 
lymphocytes, monocytes, eosinophils and basophils. 

Fitting seamlessly into a variety of clinical applications 
and even remote field clinics, the benefits are clear. 
Immediate WBC DIFF counts can mean the 
difference between waiting and taking action at the 
point of care — helping you move from assessment 
to treatment within minutes rather than hours or days. 

Accuracy Starts With Us

To learn more about the  
HemoCue® WBC DIFF System, 
please visit hemocue.com

HemoCue has been a leader in point-of-care medical diagnostics for over 30 years.  
We specialize in giving healthcare providers lab-quality accuracy with results comparable 
to that of a clinical lab. 

HemoCue® WBC DIFF System

Fill microcuvette. Place microcuvette  
into analyzer.

View results.

Three Simple Steps

1 2 3
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HemoCue AB | PO Box 1204 | SE-262 23 Ängelholm | Sweden 
Phone: +46 77 570 02 10 | Fax: +46 77 570 02 12 | info@hemocue.se | hemocue.com

Storage Temp. Analyzer: 4-50 °C (39-122 °F) 
Microcuvettes: 15-35 °C (59-95 °F), 
<90% non-condensing humidity; 
short-term storage (four weeks, 
unopened) 4-50 °C (39-122 °F), 
<90% non-condensing humidity; 
three-month open vial stability; 
single-pack microcuvettes must be 
used within 10 minutes of opening 
individual pack

Operating Temp. Venous/capillary samples in EDTA: 
18-30 °C (64-86 °F)

Capillary samples from finger stick: 
18-25 °C (64-77 °F)

Power AC Adapter or batteries

Interface Printer, keyboard, barcode reader, 
PC

Data 
Management

Date, time, patient ID, lab ID, 
operator ID, site ID, control ID

Connectivity POCT1-A over Ethernet connection

Quality Control Built in ”self-test”; image recognition 
software, warning for unidentified 
cells

Principle Imaging system characterizing white 
cells that are stained, identified and 
counted

Parameters Total Leukocytes (White Blood Cells) 
and Differential (in absolute  
numbers and %) for: 
Neutrophils 
Lymphocytes 
Monocytes 
Eosinophils 
Basophils

Calibration Factory calibrated; needs no further 
calibration

Sample Material Capillary or venous (EDTA) whole 
blood

Measurement 
Range

0.3-30.0 × 109/L  
(300-30000/mm3, 300-30000/µL)

Measuring Time Within 5 minutes

Sample Volume 10 µL

Dimensions 188 × 157 × 155 mm 
(7,40 × 6,18 × 6,10 inches)

Weight 1300 g (2.87 pounds) with batteries 
installed

WBC DIFF

Patient Test

WBC DIFF109/L

“Patient”

109/L

NEU 2.8 52

LYM 2.0 38

MON 0.4 8

EOS 0.1 1

BAS 0.0 1

%

5.4

1/2

WBC DIFF

Front page, product sheets Back page, product sheets

Because When it Comes to  
Caring for People, 
We Refuse to Compromise

The advanced technology of the HemoCue® WBC DIFF 

helps you speed up the process from assessment to       

treatment. Immediate access to results while the patient is 

still in the office will enable conclusive decisions, saving 

time and consultations.

To learn more about HemoCue WBC DIFF 
please visit hemocue.com

Roll-up

Note: Use only approved designs. For more detailed information,  

contact global  marketing.
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Applications

Website

Our website is a unique communication channel. 

Through it we can reach every corner of the  

world — 24 hours a day, 7 days a week. It’s vital  

that we have a recognizable connection between 

our online presence and our other communication 

elements, both print and digital. The visual elements, 

messaging, levels of communication, and everything 

else should fall in line with these guidelines.

Front page

Sub pages
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Applications

Social Media

Social Media are reshaping the way we communicate 

– both inside and outside HemoCue.

In HemoCue Official social media channels, we apply 

the same concept for brand recognition. The main 

difference is type of content published and tone of 

voice chosen in the channel. 

On Facebook, we apply a more informal tone of 

voice, sharing images from conferences, company 

events or campaigns.

On LinkedIn, our tone of voice is more professional 

and we strive to post content with a scientific and 

educational approach.

On the official YouTube Channel for HemoCue we 

provide educational videos and animations that 

 support our customers in their daily work. 
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Applications

HemoCue Exhibition Material

The HemoCue exhibition material reflects profes-

sionalism and is aimed to leave a long lasting 

positive impression.

Make sure that the following always is present:

• HemoCue logo

• hemocue.com (where applicable: local website)

• Background in HemoCue red for larger panels

• HemoCue Shape for posters & rollups

General Exhibition Wall Roll Up

Note: Use only approved designs. For more detailed  

information, contact Global Marketing.
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Applications

External Presentations (PowerPoint, available in two formats; 4:3 and 16:9 )

Internal Presentations (PowerPoint, available in two formats; 4:3 and 16:9 )

Presentations

PowerPoint presentations are a highly visible 

manifestation of our brand. As such, it is vital that 

they are visually consistent in how we use the 

basic elements of our identity. Build messages 

on a recognizable foundation so the audience 

makes an instant identification that “this comes 

from HemoCue and they understand me and my 

needs”. 

To aid the process of creating consistent pres-

entations, a template is available. Always respect 

the presentation template designs when creating 

presentations. Try not to place too many words 

on a slide and avoid using low quality or inappro-

priate images or illustrations.

Recommeded font sizes:

Heading, Calibri 36 pt, bottom aligned

Text level 1, Calibri 28 pt

Text level 2, Calibri 24 pt

Text level 3, Calibri 20 pt

 

Note: Use only approved designs. For more detailed  

information, contact Global Marketing. 
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Applications

Stationery

As a hands-on element of our communications, 

it’s important that office materials such as business 

cards, letterhead, and envelopes complement our 

overall visual identity. The layout should be clean 

with plenty of white space for an open feeling. 

Make letters as clear and concise as possible to 

preserve this effect — also, of course, because 

lengthy letters often go unread.

ROW Marketing Material will have the following 

adress:

HemoCue AB | PO Box 1204

SE-262 23 Ängelholm | Sweden

Phone: +46 431 48 12 00 | Fax: +46 431 48 12 25

info@hemocue.se | hemocue.com

Contact Global Marketing to order a Quick 

 Reference Guide for printed material. 

Firstname Lastname

HemoCue professional work title  
   

hemocue.com

Phone: +46 431 48 12 XX
Direct: +46 431 48 XX XX
Fax:  +46 431 48 XX XX
fi rstname.lastname@hemocue.se

Post: HemoCue AB
 Box 1204
 SE-262 23 Ängelholm
 Sweden
Visit: Kuvettgatan 1
 SE-262 71 Ängelholm
 Sweden

Note: Use only approved designs. For more detailed  

information, contact Global  Marketing.
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Region

Helsingborg

Porto betalt

Port Payé

HemoCue AB, Box 1204
SE-262 23 Ängelholm, SWEDEN

Prioritaire
A

Applications

Letterhead (A4)

Envelope

Note: Use only approved designs. For more detailed  

information, contact Global  Marketing. 

Region

Helsingborg

Porto betalt

Port Payé

HemoCue AB, Box 1204
SE-262 23 Ängelholm, SWEDEN

Prioritaire
A
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Contact

If you have any questions contact Global Marketing 

Department at HemoCue AB. We will be happy to 

give you an answer. 

 

HemoCue AB | PO Box 1204

SE-262 23 Ängelholm | Sweden

Phone: +46 431 48 12 00 | Fax: +46 431 48 12 25

info@hemocue.se | hemocue.com


