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At Honor, design is a fluid discipline that builds 
strength and momentum as it meanders through 
services, products, and teams. In our short years of 
existence, we have translated our mission, vision, and 
culture into a brand representative of our collective 
values and aspirations. It signifies the trusted bond 
between Honor, our Partners, our Clients, and our 
Care Professionals. We continue to evolve our brand 
through strength and contribution of everyone at 
Honor, growing it from within. 

The purpose of this Brand Manual is to build trust. 
Following the guidelines in this document will 
guarantee consistency throughout Honor's brand 
experiences. It provides you with a system to create 
refined and cohesive work.

Please share your creativity with us. We welcome 
suggestions and improvements as we continue to 
mature the brand.

Preface
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Overview

We founded Honor to help our parents and grandparents continue to live in 
their own homes as they age. Today, we support many families, providing the 
most reliable, personalized home care to their loved ones. We also support local 
agencies, our Care Network Partners, by sharing our innovative technology and 
new approach to home care. The word “honor” defines what we we stand for and 
fuels our daily mission—to honor older adults who need our help—while respecting 

their independence. This means actively listening to our clients. It means 
employing, training, and supporting the nation’s top caregivers. It means working 
closely with our Care Network Partners to bring our vision to local communities 
around the country. It means building the most advanced services and technology 
designed to support the people who provide, manage, and receive care. . Honor is 
a human company first—and a technology company second.
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Purpose 

To provide dependable, 
quality care so people 
can live safely and 
independently at home as 
they age.

Messaging strategy

We set the new standard 
for reliable, high-quality 
home care. 

What we value

Quality, trust , efficiency, 
transparency—and happy 
Honor caregivers, clients, 
and partners.  

What our clients value 

Trustworthy reliable 
caregivers, consistency 
of care, clear 
communication, safety, 
and feeling in control.

Our purpose is to provide reliable, 
quality care so people can live safely and 
independently at home as they age. To do 
this, we build technology and systems to 

support people at every stage of the home 
care experience, helping them do what 
they need to do even better. We also build 
genuine, respectful relationships with our 

caregivers, clients, and partners as we 
work to earn their trust and improve 
the industry. 

Purpose and 
platform

We’re the home care 
company you trust 
to provide reliable, 
high-quality care.

Positioning

We provide high-quality home care you can rely on 
by matching professionally-managed caregivers 
with clients and supporting them with state-of-the-
art technology so that family members are always 
informed and in control, knowing their loved one 
can continue to live safely at home as they age.
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Personality traits

It’s our job to make sure all of Honor’s 
communication reflects our brand personality—
empathic, reliable, authentic, and innovative. These 
traits show who we are as a company, what we 
value, and why our clients, partners, and Care Pros 
should trust Honor as the home care expert.

Empathetic 

We understand the complexities of 
delivering reliable, consistent quality 
care as well as the many challenges that 
families, care recipients, caregivers, and 
partners face along the care journey. We 
show our understanding in everything 
we do—listening carefully, responding 
thoughtfully, supporting our Care Pros and 
partners, and working 24/7 to meet our 
clients’ needs, always with respect. 

Reliable

Trust is the key to our industry. We 
build trust among our clients and our 
partners through our commitment to 
quality, hiring the best caregivers then 
managing them with respect—and 
delivering consistently reliable service 
to our families. We’re the home care 
company you can count on. That’s our 
goal every day. 

Innovative

We’re on a mission to modernize 
traditional home care, rethinking every 
detail. We lead with technological 
innovation that improves efficiency, Care 
Pro performance, transparency, and 
communication. We’re also innovating 
workforce management, operations 
systems, and data collection to help track 
and improve outcomes for our clients. 

Authentic

Our authenticity is one of the ways 
we build trust. That means showing 
real people in real situations in our 
photography and using conversational, 
real language in our messaging. When 
a family is looking for home care for a 
vulnerable older loved one, it’s often a 
difficult time. We get that. We’re here to 
make those times easier.
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How we communicate is as important as what we communicate.  
That’s voice. Our voice reflects our personality, who we are as a brand 
and what we value most. But voice is more than just language—it’s also 
our visual identity and the imagery we use to tell our story. Together, these 
elements form Honor’s voice. Our primary communication objective is 
to build trust—so consistency counts. Our voice should inform all of our 

Voice and Tone:
Our voice

brand communications. Whether we’re writing an email that one person 
will see or an ad that millions might see, voice matters. Every point of 
contact we have with people affects how they think and feel about Honor. 
We’re caring, compassionate people, working together to help others. 
We should sound like that. Always. So keep it warm, conversational, clear, 
relaxed, and respectful. That’s our voice.
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Write like a person (not a company) 
speaking to another person (not to a 
faceless audience). If you write for an 
audience of one—someone you can 
actually picture in your head as you  
write—your message will be clearer  
and much more effective.

Our method Write the way your audience speaks. Use 
contractions, short sentences, and active 
verbs. Cut unnecessary words. Avoid 
sounding formal and stay away from 
industry jargon and slang. Just be real.

Voice and Tone: 
Our personality

CaringOur personality Trustworthy

Our voice Conversational and RealWarm and Friendly Clear and Direct Relaxed and Confident Respectful and Appropriate

Innovative Expert Empathic

Be respectful of the reader’s time.  
Know what the key message is and what 
benefits are likely to have the most  
value to the reader—then make it clear  
and easy to understand. When possible, 
use data rather than superlatives to  
make your point.

Confident writing doesn’t try too hard—it 
doesn’t have to. Don’t try to impress with 
big words or complex sentences. Just 
keep it relaxed and straightforward. When 
the ideas are innovative, the language 
doesn’t need to be.

Think about the context of your message 
and how your audience is likely to be 
feeling when they read it. Super busy? 
Confused? Frustrated or upset? Be sure 
your words are respectful and feel right for 
that person in that moment.
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Our tone shows empathy. Voice is 
consistent. Tone varies. That’s what 
makes communication interesting—and 
effective. Our tone depends upon what 
we’re talking about, who we’re talking 
to, and where their head and heart are 
likely to be at the time they read what 

we’ve written. The right tone conveys an 
understanding of the situation. What’s 
the difference between voice and tone? 
Voice reflects personality. Tone reflects 
mood. Personality doesn’t really change. 
(It may evolve over time as a person or 
brand grows.) But mood can change all 

the time, depending upon the situation 
you’re in, how you’re feeling about it, who 
you’re with, what’s at stake. Are we bullish 
on a new partnership model? Worried 
about a client who’s declining? Concerned 
about a Care Pro? Excited to share new 
reliability data? Getting the tone right 

Voice and Tone:
Our tone

I know how important a 
decision this is for you 
and your family— 
and appreciate your  
trust in Honor.

Do you have time for a 
quick meeting? I’d love 
to tell you about our new 
Hospital to Home Care 
Plan and see if Honor  
can help.

We know that setting 
up home care can be a 
difficult time for many 
families. We're here to 
make it easier.

Do's

“ “ “

shows empathy and helps you deliver the 
message successfully.  Not sure if the tone 
is right? Read what you’ve written out loud 
to yourself or a co-worker. If something 
doesn’t sound right, it’s probably not. No 
problem. That’s what revisions are for.

We are thrilled to have 
you as a client and 
honored to be joining 
your personal care team!

 Hey! If you need to 
free up some beds, we 
can help you make that 
happen. We’re totally 
reinventing post-acute 
home care! Text me.

 We are dedicated to 
providing you with the 
best in-home care and 
will work tirelessly to meet 
your needs.

Dont's

“ “ “
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Who? 

Honor Care Pros, prospective Honor Care Pros, and other 
Care Professionals.

Who? 

Healthcare professionals, social workers, physicians  
and medical directors, and home care agency owners.

How? 

Show appreciation. Be friendly. Offer jobs and support.
How? 

Show respect. Be direct. Offer real opportunities.

Who? 

Adult children, older adults/care recipients, their spouses/
partners/siblings, and other relatives or close friends.

How? 

Show empathy. Be helpful. Offer care solutions.

Families Professional Caregivers Partners

We speak to three audiences, each with unique 
needs and ways of prioritizing our benefits. So 
keep the voice consistent, adjust the tone when 
necessary, and focus on communicating the 
benefits that matter most to your audience.

Voice and Tone:
Our audience

We believe that taking care of our 
clients is the most honorable job 
in the world. That’s why we treat 
our Care Pros better than any 
other home care company.

Honor’s care coordination 
technology helps families, 
caregivers, and agency owners 
do what they do even better.

Don’t take suspicions personally. 
Listen to what’s troubling 
your client and try to be 
understanding.

We share critical information 
about your clients post-
discharge to reduce unnecessary 
readmissions and identify issues 
before they lead to negative 
outcomes.

We know this can be an 
overwhelming, stressful time for 
families. We’re here to help if you 
need information or support.

Know who’s coming and when.  
Get real-time information. 
Our Care Platform keeps you 
informed and in control.

“ ““ ““ “
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Style is how we put the words together. That 
means rhythm, sentence length, punctuation, 
capitalization, and contractions—in addition to  
the words we use. 

Voice and Tone:
Our style

Be positive.

We really are reinventing home care. 
Don’t be shy about saying that. Do 
stay focused on the benefits to your 
reader. Challenges can be lightened 
and problems can be minimized—
even solved—with the right solutions. 
Fortunately, Honor has great solutions. 

Avoid formal punctuation.

Avoid thinking in semicolons. An em 
dash is better—a more relaxed way 
to set off a thought, phrase, or word. 
Commas provide clarity and help guide 
the reader. When in doubt, leave it out. 
Exceptions? Yes. We use the serial 
comma, also called an Oxford comma, 
placed immediately before “and” or “or” 
in a series of three or more things.

Be honest.

It’s okay to acknowledge the challenges 
that typically lead to home care and the 
challenges of being a caregiver. Show 
that we get it. And show that we have 
real solutions to help families, real jobs 
for caregivers, and opportunities with 
real benefits for our partners.

Vary sentence length.

This gives language rhythm and helps 
propel the reader forward. A short 
sentence can be a nice surprise. Really. 
It gives the reader time to pause  
and think. It’s more interesting—and 
more human.

Keep it conversational.

Use contractions, leave out 
unnecessary words, choose active 
verbs, avoid passive construction. 
That’s how most people talk. Let’s 
make what we write just as easy  
to understand.

Be the reader.

Who’s the target audience? Why 
do they care? Don’t just think about 
what Honor needs to communicate, 
think about what the reader needs 
to understand and feel for your 
communication to be successful.  
Then aim for both.

Honor branded terms

Care Consultation 
Care Platform
Care Plan
Care Pro App
Care Professional or Care Pro

Care Solutions Team
Growth Optimization Program
Health System Partner
Home Care Partners
Care Network Partner
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We honor our older loved ones and 
their caregivers by providing the best 
care and support. Our company name 
boldly describes how we provide the 

best support for our clients and Care 
Pros—with honor.  The logotype is set in 
Circular Bold, representing our strength 
and confidence while remaining casual in 

all-lowercase. The upward slant in our “h” 
reflects optimism and positivity. It’s also a 
visual nod to the roof of a house, the place 
where we most often provide care.

Logo:
Signature only

1.75X

X

1.5X1.5X

1.75X

X

1.5X2.5X

1.5X

Home care you’ll love.

Home care you’ll love.

We use the logo within a range of rules, 
depending on context, audience, and 
medium. On printed materials, the 
logo should appear at the bottom, left 

aligned, and sized for x-height to match 
the headline. On digital materials, the 
logo should appear near the top to make 
sure the brand presence isn’t lost below 

the fold. Exceptions can be made for 
promotional premiums (i.e. swag). Always 
refer to the clear space specifications 
when placing the logo in any setting.

Logo:
Signature 
specifications
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Logo:
With tagline

“Home care you’ll love.” defines our brand 
promise, our unwavering commitment to our 
clients, our caregivers, and our partners. It 
describes how we want everyone who interacts 
with Honor to feel about the services we provide. 
Home care is what we do. The way we do it—with 
exceptional quality, reliability, innovation, and 
transparency—inspires love.  

1.75X

X

1.5X1.5X

1.75X

X

1.5X2.5X

1.5X

Home care you’ll love.

Home care you’ll love.

Logo:
With tagline specifications

When materials are intended for an audience 
likely to be unfamiliar with Honor, we use our logo 
paired with a tagline. This ensures that people 
who see our logo immediately understand that 
Honor provides home care. Below are the clear 
space guidelines to follow when applying the logo 
and tagline. The tagline should never be added to 
co-branded materials.

1.75X

X

1.5X1.5X

1.75X

X

1.5X2.5X

1.5X

Home care you’ll love.

Home care you’ll love.
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In addition to the Honor logo, we use a 
signature icon when necessary. It’s used 
primarily to reference the Honor app and 
for social media. The spacing within the 

The examples above illustrate incorrect 
usage of our logo.

1. Do not add a drop shadow.
2. Do not place the logo on an image with 

low contrast.

square is based on the width of the “h” 
from our logo. The icon will appear with 
a white “h” on an amber square for the 
Honor Family App, and a white “h” on 

3. Do not add a stroke.
4. Do not tilt the baseline.
5. Do not slant the logo.
6. Do not fill the logo with a pattern or 

gradient.

teal square for the Honor Care Pro App. 
The icon shouldn’t be printed or released 
in any colors other than these two 
combinations.

7. If using black and white, always set the 
logo to 100% black.

8. Always color match the logo to amber.

Logo:
Signature icon

Logo:
Incorrect usage

1h

2.75h

.5h

.5h R

.5h
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Typography:
Fakt Pro

Honor’s main typeface is Fakt, a grotesque 
designed by Thomas Thiemich of Our Type 
foundry. Fakt is a nod to sans serifs of earlier 
decades: Miedinger and Hoffmann's Neue Haas 
Grotesk / Helvetica (the 1950s) and Renner's 
Futura (the 1920s). Fakt is a humanist font family 
that performs exceptionally well on screen and 
in print at any size. It maintains a broad range 
of sophisticated looks through a diverse set of 
weights and ligatures. 

Source: Our Type Foundry

We deliver joy, comfort, and grace 
with aplomb, mixed with zest, 
kindness, and equity.

pangram to illustrate the attributes of the typeface
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Typography:
Fakt font family

We use the Fakt font family’s various weights and 
sizes to establish hierarchy of information. Used 
consistently, these styles help reinforce Honor’s 
look and feel and guarantee clear communication 
of information. For all client facing materials, we 
keep our smallest body copy to 14pt. This size, 
combined with proper line spacing and white 
space, ensures that clients with poor vision or 
aging eyes are able to read our materials. 

ABCCDEFGGHIJJKLMM 
NOPQQRSSTUVWXYZ 
aabcCdeefgghijjkklmno 
pqrsSttuUvwxyyz
12345678900
()$&?!#*“”.,:;/@¶

fakt pro blond

ABCCDEFGGHIJJKLMM 
NOPQQRSSTUVWXYZ 
aabcCdeefgghijjkklmno 
pqrssttuuvwxyyz
12345678900
()$&?!#*“”.,:;/@¶

ABCCDEFGGHIJJKLMM 
NOPQQRSSTUVWXYZ 
aabcCdeefgghijjkklmno 
pqrsSttuUvwxyyz
12345678900
()$&?!#*“”.,:;/@¶

fakt pro normal fakt pro medium
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Typography:
Helvetica Neue font family

Helvetica Neue is an alternate typeface we use as 
default for our online presence and miscellaneous 
print documents. It was launched as an update 
to Helvetica in 1983, featuring a 54-unit system 
inspired by Adrian Frutiger's Univers, with 
enhanced legibility, unified lower and uppercase 
heights, and additional weights. 

ABCDEFGHIJJKLM 
NOPQRSTUVWXYZ 
abcdefghijklm
nopqrstuvwxyz
1234567890
()$&?!#*“”.,:;/@¶

helvetica neue light

ABCDEFGHIJJKLM 
NOPQRSTUVWXYZ 
abcdefghijklm
nopqrstuvwxyz
1234567890
()$&?!#*“”.,:;/@¶

ABCDEFGHIJJKLM 
NOPQRSTUVWXYZ 
abcdefghijklm
nopqrstuvwxyz
1234567890
()$&?!#*“”.,:;/@¶

helvetica neue regular helvetica neue bold
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How can we 
help you today?

headline

Fakt Medium, 36 pt. / 41 pt.

Caregivers you can 
trust, every time.

subheader

Fakt Normal, 24pt. / 28 pt.

We provide personalized in-home  care, combining 
the best  caregivers with our easy-to-use  care 
platform to make  managing care simple and  safe—
from anywhere.

body

Fakt Blond, 14 pt. / 20 pt.

Typography:
Stylistic rules

Communication is key to Honor’s mission, and 
typography is a way we communicate. By using 
the proper weight, line spacing, line length, color 
contrast, and margins, we can communicate 
complex ideas with greater consistency—and less 
visual fatigue for the reader.

100% = 14 pt.
x 160% = 24 pt.
x 260% = 36 pt.

Body

Subheader

Headline

font size = body size  x  %

Blond

Normal

Medium

Body

Headlines, subheaders

Headlines, strengthened CTAs

font weight

x 143%
x 115%

Body

Headline

leading = font size  x  %

Do:

• Avoid crowded line spacing.
• Keep contrast high.
• Keep healthy white space between blocks of copy.
• Use dark gray as the primary color for copy.
• Avoid long headlines and subheads.
• Keep line length between 9–11 words on printed material.
• Use the appropriate weight for headlines and copy.

Do not:

• Use font sizes smaller than 14 pt. on client facing materials.
• Use colors other than dark gray for body copy.
• Create tight line spacing.
• Use amber for text on a white background.
• Use white for text on an amber background.
• Use small type that would reduce legibility.
• Use weights other than Blond, Normal, and Medium
• Use headlines longer than seven words or three lines.
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Pantone 1235 C + 7548 U
C 0 / M 25 / Y 99 / K 0
R 254 / G 191 / B 16
HEX #FFBC02

Color:
Primary palette

Our name carries gravitas, which we 
counterbalance with fresh, vibrant amber to 
convey optimism, positivity, energy, clarity, and 
joy. Teal represents trust, loyalty, intelligence, 
and confidence. We apply high contrast gray 
to communicate our core messaging—always 
carefully measured to be respectful to aging eyes—
and effective. 

Pantone 2203 C + 313 U
C 100 / M 13 / Y 11 / K 12
R 0 / G 146 / B 168
HEX #0092A8

Pantone Black 7C + Black U
C 0 / M 0 / Y 0 / K 90
R 44 / G 44 / B 44
HEX #2C2C2C
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Pantone 9226 U @ 50%
C 2 / M 2 / Y 3/ K 0
R 255 / G 247 / B 225
HEX: #F2F0ED

Pantone 7548 U @ 12%
C 0  / M 2 / Y 16/ K 0
R 255 / G 245 / B 217
HEX: # FFF7E1

Pantone 313 U @ 12% 
C 12 / M 0 / Y 1 / K 0
R 244 / G 248 / B 250
HEX: #F0F8FA

Looking for 
in-home care
you’ll love?

"The calm, heartfelt, and expert care my 
mom is getting from Honor is the best.” 
Lisa, San Francisco Bay Area

"We fell in love with our caregiver Marilyn. 
We consider her part of our family."
Sally, Dallas-Fort Worth

Speak with a Care Advisor 
about your needs—and learn 
what makes Honor Different:

"Honor has been a joy to work with for me 
and a lifesaver for my 98 year old mother.” 
Carol, Los Angeles County

Home care you’ll love.

877-777-5116

Medication Reminders
We can help with reminders to take 
medication and to stay hydrated, 
plus other daily wellness needs.

Help Staying Active
Need a little support to stay active? 
Whether it’s a walk or daily exercises, 
we’ll keep you moving safely.

Meal Prep & Groceries
We can help with everything from 
shopping for groceries to planning 
and preparing healthy meals. 

Light Housekeeping
When household chores like
laundry, dishes, or taking out the
trash are too much, we can help.

Personal Care 
Need assistance getting dressed or 
with grooming, bathing, or toileting?
We can make each day much easier.

Companionship
Isolation can be hard, especially for 
older adults living alone. We can join 
in social activities, helping to make 
new friends and community—or just 
sit and talk. 

Transportation
Doctor’s appointment? Shopping 
run? Lunch with friends? Whether 
you need a one-time ride or regular 
transportation, we get you where
you need to go.

We call our caregivers, 
Care Professionals 
for a reason.

Honor provides expert care 
and companionship, helping 
older adults live well at home.

•  Respite care

•  Post-hospital care

•  Support for illnesses

•  Help with daily activities

•  Round-the-clock care

•  Hospice support 

•  Transportation

•  Alzheimer’s and dementia care

We can help.
Captivate 

The home care industry is saturated with generic 
aesthetics with extensive use of blues, purples, 
reds, and browns. Honor is different. To signal that 
immediately when introducing the brand to a new 
client, partner, or employee, we rely on moderate 
usage of amber to draw attention and captivate.

Color Ratios:
No. 1

30% 30% 12% 4%8% 8% 8%

Color:
Secondary palette

Our secondary colors are used in materials 
that require an advanced color palette and in 
the user interfaces of our care apps. These 
colors are generally used in background fills 
for emphasis, with high contrast copy.
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Educate

When introducing Honor, it’s key to 
communicate our core strengths and services. 
We rely more on high contrast grays and ample 
use of whitespace for optimal legibility, subtly 
communicating that Honor can help during 
difficult times. Teal is used for emphasis, sand is 
used to add warmth.

Color Ratios:
No. 2

80% 14% 3% 3%

Nurture 

Once we’ve captivated, educated, and converted 
our audience to Honor clients, we rely more heavily 
on warm tones to show our empathy and to instill a 
sense of comfort and trust. 

Color Ratios:
No. 3 “I have been working in the cancer field for over three years now. 

I enjoy the special challenge of caring for cancer patients and 
treat every client with warmth and compassion as if they were 
my own relative. I feel honored to be able to care for someone 
while they’re going through one of the hardest times in their 
life—and to be there to make each day a little better.”

“I am proud to be a Registered Nurse. As a caregiver for cancer 
patients, I get to make a real difference in people’s lives and that 
is a privilege. When providing care, I have the opportunity to 
help in many ways—as a driver, cook, dresser, as well as a 
companion giving emotional support. I love hearing clients’ 
stories and what they have accomplished in life. It makes me 
want to be a better person.”

Ebone
Experience: 3 years
Credentials: HHA student

Clifford
Experience: 1 year
Credentials: RN

Our Care Pros truly care

To learn about what makes Honor different, visit joinhonor.com or call 877-777-5116

"I cannot tell you how 
much we appreciate 
you taking care of our 
dad. I sincerely respect 

most cannot do, myself 
included.”

— S.C., SF Bay Area

"Thank you Honor! The Care Pros who helped me
were like new sisters—driving me to radiation treatments, 
making sure I had healthy meals, keeping me company 
during chemo. They were kind, funny, and knowledgable. 
I felt so much better because of them, and my siblings 
who live overseas and couldn’t be with me felt better too."

— C.T., Los Angeles

*If your regular Care Pro can’t make it, Honor will always provide a qualified replacement as close 
as possible to the originally scheduled time. 

**Depending on your care schedule, it may take up to 2-3 weeks to match the best Care Pros with 
your needs for consistent ongoing care. If you cancel a shift because your regular Care Pro can’t 
make it, there’s no charge.

Select

Consult to first care visit
After your initial Care Consultation, we can start care visits within 
this time frame—guaranteed.

48 hours 24 hours

Highly qualified caregivers and guaranteed care*
We screen and thoroughly vet our Care Pros (less than 10% of 
applicants meet our standards).

Scheduling additional care
When requesting new visits, we require a minimum lead time so we 
can schedule a qualified Care Pro at the time you need. 

48 hours 24 hours

24/7 support
Our in-house team of care specialists work around the clock to 
make sure we’re available, day or night.

Care Pro favoriting
Through the Honor Family App, you can favorite the caregivers you 
love and block the ones who aren’t a good fit.

Long-term care insurance
We create custom reports for you to make the reimbursement 
process easier.

Transportation
Get rides to and from appointments and help running errands.

Dedicated Account Manager
You’ll have a dedicated Honor contact assigned to your account for 
any schedule changes, care questions, or concerns.

Care Pro consistency**
We work with you to build a consistent team of Care Pros you like 
who have the experience and skills to support you and your plan.

Premium

Caring for loved ones
with cancer.
The experience to know exactly what care is needed.
The skills to deliver that care with compassion,
comfort, and grace. That’s Honor.

“I have been a caregiver for over 12 years and have a wide range 
of experience. I also have my nursing assistant certification. 
Taking care of others is my passion. Caring for patients battling 
cancer has become a specialty of mine. Cancer can be a 
psychological struggle as well as a physical one. I love helping 
people keep a positive attitude, even through difficult 
treatments. ”

Karena
Experience: 12 years
Credentials: CNA

Honor Care Professionals are experienced caring for patients living with cancer.

We specialize in:

Personalized transportation to and from treatments.

Care management, coordinating with family and other caregivers.

24-hour support to ensure the best care day and night.

Companionship and help with the Activities of Daily Living (ADLs).

Respite for family caregivers and other care professionals.

Support for both the patient and the family.

Professionals experienced in cancer support care
We match cancer patients with the best possible Care Pros to ensure
compassionate, skilled care during every stage of cancer.
 

To learn about what makes Honor different, visit joinhonor.com or call 877-777-5116

Premium Care
We offer Honor Premium Care for clients who 
commit to 20+ hours of recurring care each week. 
For all our care, the minimum visit is 4 hours.

Call us today: 877-777-5116

50% 12% 12% 12% 10%
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The angle is predominantly used to 
section off content or provide a more 
playful aesthetic in backgrounds. It's 
reminiscent of the roof of a house and 

a direct reference to the angled stem of 
the “h” in our Honor logo. At a 7° slope, 
the angle can gracefully divide pages 
and act as a shape to fill with color fields, 

photography, and copy. It can also be 
used vertically at 97°, or inversely at 83°, 
depending on what’s best for the layout.

7º 97º 83ºlogo: 33º

The Angle

Better Living
at Home
A little help at home can make life 
safer and much more comfortable 
as we age. Our Better Living at 
Home Plan matches the best Care 
Pros to your specific needs and 
schedule, providing the perfect 
level of support to stay happy, and 
healthy—and living independently.

Call us today: 877-777-5116
Home care you’ll love.

The help you need, 
the care you want.

Encouragement and support 
staying physically active and fit

Companionship doing favorite 
activities

Light housekeeping and help 
with chores

Personal care (bathing, grooming, 
etc.) while encouraging maximum 
independence

Healthy meal preparation and 
grocery shopping

Medication reminders

Transportation to medical 
appointments, social events, 
and help running errands

Honor Wellness Check and 
monitoring

Taylor

Experience:
3 years

Credentials:
LVN

Our Care Pros truly care.
“I’ve always had the desire to work with people. 
Being an advocate and having compassion for 
clients can change their care experience. That’s 
why I made the decision to become an LVN and 
an Honor employee.”

Working together.

Call us today: 877-777-5116
Home care you’ll love.

Quality

“Being able to read the caregiver’s 
note about their visit with my mom
is so helpful and reassuring.”
Michael

“Honor has been so beneficial. 
They improve my wife’s 
outlook on life—and allow me 
to take a break when I need it.”
Charlie

“An elderly neighbor was released 
from the hospital and needed 
24-hr care—Honor lifted the weight 
off of my shoulders!”
Kitty

San Francisco

Los Angeles
Albuquerque

Dallas-Fort Worth

Thanks to our collaborations with leading organizations, Honor is able to provide
specialized expert information to train our Care Pros.

877-777-5116

How can we 
help you today?
We provide personalized in-home 
care, combining the best caregivers 
with our easy-to-use care platform 
to make managing care simple 
and safe—from anywhere.
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Photography, Scenarios and Mood:
Correct usage

Our photographs capture real people in real 
environments to convey Honor’s authenticity and 
approachability.

Do photograph

• real Care Network Partners engaging with Honor employees in 
authentic settings.

• real Care Pros engaging with clients in realistic scenarios 

• a diverse group of subjects in the role of Care Pro and Client

• daytime scenes in which elements of natural light are apparent

• overhead shots in which the Care Pros and/or clients are using 
the app so that the app is visible

• natural light for indoor and outdoor settings

• candid scenes of employees and partners in meeting room
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Photography, Styling and Environment:
Correct Usage

Our set, prop, and wardrobe styling is 
approachable, clean, and comfortable.

Do photograph

• home care scenes in homes that exist in our geos’ markets

• scenes in which elements of daily living are realistic and 
wardrobes are neutral and professional

• in homes where the architectural details are neutral and could 
be apparent in a variety of cities and locations

• outside and around a city and include visual signifiers of a 
particular location when marketing for a particular geo
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Photography, Scenarios and Mood:
Incorrect usage

Our photographs depict day in the life scenes—real 
moments that convey what it’s like to have Honor in 
one’s life, both as a Care Pro and a Client.

Don’t photograph

• inauthentic moods or poses, i.e. no forced smiles or subjects 
looking directly at the camera

• scenes in which the clients look particularly frail, vulnerable,  
or uncomfortable

• scenes of people looking at their phone, only showing the 
backside of the phone 

• scenes that include seasonal and holiday decor

• subjects in too much shadow

Photography, Styling and Environment:
Incorrect usage

We photograph in and around real homes and 
spaces where the decor is at once approachable, 
clean, and comfortable.

Don’t photograph

• copyrighted landmarks 

• a scene in which props or wardrobe distract from the 
photograph, i.e. scenes shouldn’t be overly cluttered  
with props, and wardrobes shouldn’t be too bright  
or unprofessional.

• scenes in which holiday specific decor is visible, unless for a 
particular campaign
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Object Photography:
Correct Usage

We support our material with photographic imagery 
of objects set on clean, white backgrounds. They 
evoke a sense of comfort, familiarity, and nostalgia. 
Any object meant for limited usage (ie. bath towel, 
sponge, toothbrush, etc.) should be brand new. 
Vintage objects should reflect high quality without 
looking expensive or grandiose. These objects 
should always be used to complement messaging 
in a positive way.

Do's:

• Photograph with light shining from above, resulting in shadow 
falling towards the bottom

• Use objects that evoke a sense of nostalgia and comfort

• Use objects that relate to the information being discussed

• Size objects in relative realistic proportion to each other
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