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SEE YOUR RISKS:  
YOUR GUIDE TO  
THE CAMPAIGN
Ensuring consistency in creating impactful marketing 
communications for the Bayer® Aspirin “See Your Risks” campaign.

This educational campaign has two main divisions: Consumer 
Awareness and HCP Awareness - each with its own specific 
strategy, messaging, and design elements. Please be purposeful 
in your use of these guidelines per audience; if any piece will be 
presented to both HCP and Consumer audiences, the Consumer 
campaign will be default.

“See Your Risks” is not a product promotional campaign. 
See final section of the playbook for examples of product 
promotional communication.

All new creatives utilizing this playbook must be reviewed  
& approved by LMR.
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AWARENESS: 
CONSUMER
OBJECTIVE 
Get consumers to take the heart health risk assessment to learn more about 
their potential risk factors for cardiovascular disease and educate them about 
ways to talk to their doctor.
Encourage patients to talk to their doctor about their assessment results.

CLAIMS
• Over half of heart attacks occur in those who aren’t seen as high risk.*  
  * In a study of those who experienced a heart attack at ≤50 years.
• ��Heart disease is the #1 cause of death for men and women. 

CTA
• �Take Bayer’s 2-minute heart health risk assessment* at SeeYourRisks.com  

to understand your risk factors.
  *Does not replace an assessment by a qualified healthcare professional.  
   Always talk to your doctor or healthcare professional about your heart health.
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OBJECTIVE
Primary:  Encourage HCPs to prioritize discussions about CVD prevention with 
their patients.
Secondary: Get HCPs to identify and manage at-risk patients with a personalized 
care plan.

CLAIMS
• �More than 50% of heart attacks occur in patients who aren’t seen as high risk.*    

*In a study of those who experienced a heart attack at ≤50 years.

CTA
• �Learn about the Cardiac Risk Continuum and take action against unseen CVD risks.
• �Learn more at SeeTheirRisks.com.

AWARENESS: 
HCP
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Explore the core assets 
of the “See Your Risks” 
campaign and their 
role in communicating 
effective messages.

Over the following pages, see 
various campaign assets that 
emphasize the importance of 
revealing unseen cardiovascular 
risks. These include: 

• Logo lockups 

• Campaign photography 

• Campaign graphics
Each asset is designed to  
work cohesively to maintain  
a consistent look and feel  
across all media placements.

Find working files & assets here 
 

YOUR 
TOOLBOX FOR 
SUCCESS

LOGO

TYPOGRAPHY PHOTOGRAPHY

COLOR

T

IT’S TIME TO 
REVEAL UNSEEN 
HEART HEALTH 
RISK FACTORS
Learn about your heart health risk factors 
by taking a 2-minute assessment.*

*Does not replace an assessment by a qualified healthcare 
professional. Always talk to your doctor or healthcare professional 
about your heart health.

HCP LOGO

CONSUMER LOGO

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files?csf=1&web=1&e=dJBARn
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HCP LOGO

HCP LOGO

SECONDARY LOGO

PRIMARY LOGO

Logo lockups are the visual 
cornerstone of the “See Your 
Risks” campaign. They ensure 
consistent branding across all 
placements, from print to digital. 
Always prioritize the primary 
lockup, but in cases where 
space or visibility is limited, use 
secondary lockups to maintain 
clarity and impact.
Always ensure the logo lockups 
are clear and legible. Maintain 
adequate spacing around 
the logo, and avoid placing it 
on backgrounds that reduce 
contrast or visibility. Use solid or 
subtle textured backgrounds for 
best results. Do not stretch, warp, 
or recolor the logo. Always use 
approved versions provided in 
the asset library.

LOGO 
LOCKUPS

CONSUMER LOGO

CONSUMER LOGO

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/1. Logos?csf=1&web=1&e=9bNs7k
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The campaign’s color palette 
is designed to evoke clarity, 
urgency, and trust. 
Ensure all colors are used in 
alignment with these guidelines 
to preserve the campaign’s tone 
and integrity.

Imagery: 

• �Color palette swatches with 
RGB, CMYK, and HEX values.

• �Examples of campaign 
textures, such as gradients  
or overlays, in use on banners 
or ads.

 

RGB (255,209,0)  
HEX #FFD100 
CMYK (0,5,100,0) 

RGB (79, 44, 29)  
HEX #4F2C1D 
CMYK (14, 75, 91, 76) 

RGB (255,6,0 ) 
HEX #E10600 
CMYK (0,94,100,0) 

RGB (0,150,143)  
HEX #00968F 
CMYK (82,5,39,9) 

COLOR
The “See Your Risks” 
campaign uses 
intentional colors and 
subtle textures to amplify 
its message.
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The approved typeface for the 
“See Your Risks” campaign is: 
Proxima Nova. 
• �Set headlines in all caps 

extrabold to indicate strength 
and authority.

• �Regular weight provides 
legibility to body copy. 

Imagery:
• �Text samples showcasing the 

primary and secondary fonts 
in use.

• �A mock-up of a campaign 
ad highlighting proper font 
hierarchy and color use.

TYPOGRAPHY

Proxima Nova  
Extrabold

Proxima Nova  
Regular

IT’S TIME 
TO REVEAL 
UNSEEN 
HEART HEALTH 
RISK FACTORS

Learn about your heart health risk factors 
by taking a 2-minute assessment.*

Bold, legible typography 
ensures the campaign 
messages are clear  
and impactful.

*Does not replace an assessment by a qualified healthcare professional. 
Always talk to your doctor or healthcare professional about your heart health.
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CAMPAIGN 
PHOTOGRAPHY
Conveying unseen 
risk through a visual 
narrative.
The “See Your Risks” campaign 
photography features 
individuals with hands covering 
their eyes,  in scenes that put 
them at risk.

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/2. Campaign Photography?csf=1&web=1&e=4e0qtr
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CAMPAIGN 
PHOTOGRAPHY
WITH TYPE 
TREATMENT
Using text in 
conjunction with 
campaign photography
With each photography 
subject, only use the approved 
corresponding denial, specific  
to each character.
Primary consumer denials:
-My heart is fine 
-But I eat right 
-But I work out
Secondary consumer denials:
-But I quit smoking 
-But I’m only 40
Primary HCP denials:
-But I quit smoking 
-But I’m only 40 
-My heart is fine
Secondary HCP denials:
-But I eat right  
-But I work out
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SOCIAL 
TYPOGRAPHY 
USAGE
Typography in consumer 
social ads should use the 
fonts and styles that match 
the platform in which they 
are placed. This will make 
the ad feel at home and 
aligned with the aesthetics 
of the corresponding 
placement.
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The following icons are versatile 
visual elements that can be 
used across a variety of “See 
Your Risks” campaign tactics. 
Heart: Can be used for a variety of 
tactics when a plain heart icon is 
needed.

Magnifying Glass: Use this icon 
to emphasize identifying risks, 
such as through screenings or risk 
assessments.

Checkmark: Communicates 
confirmation or validation, especially 
when discussing understanding or 
confirming risk levels.

Plus Symbol: Represents taking action 
to manage heart health and highlights 
content focused on treatment or 
prevention strategies.

50% Icon: Specifically tied to the 
campaign’s statistic that “more than 
50% of heart attacks occur in people 
who aren’t considered high risk.*”

Calendar: Used when discussing time 
or dates.

Gear: Communicates function or 
mechanisms regarding the heart.

Lightning bolt: Used to talk about 
heart attack stat.

CAMPAIGN 
GRAPHICS

See files here
*In a study of those who experienced a heart 
attack at ≤50 years

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/3. Campaign Graphics?csf=1&web=1&e=8LokXc


PLAYBOOK  14SEE YOUR RISKS

Your guide to correctly 
using campaign assets.
Imagery Guidelines:
• �Before and after examples 

of effective and ineffective 
layouts.

• �Callouts highlighting proper 
alignment and use of assets.

Copy Guidelines:  
DO use approved campaign 
photography and graphic 
elements to reinforce the “See 
Your Risks” message and visual 
identity.
DON’T use negative language 
like “Don’t ignore your risk” or 
“Don’t deny your heart health”,  
may detract from the campaign’s 
empowering tone. 
DO use positive and proactive 
language, such as “uncover,” 
and incorporate the word 
“unseen” when referring to risks 
that are hard to identify.
DON’T adjust language or write 
new denials to be used on 
existing or new characters.

DO’S AND 
DON’TS DON’T DO

Do give ample clear space for typography. 

�Ensure that the logo lockup has prominent clear space.

22

11

22

Don’t make typography too large or difficult to read,  
give ample breathing space for headlines. 

Don’t crowd the logo with nearby design elements.

11

22

11

22

DON’T 
IGNORE 
YOUR 
HEART 

HEALTH 
RISK

11

22
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Your guide to correctly 
using campaign assets.
Imagery Guidelines:
• �Before and after examples 

of effective and ineffective 
layouts.

• �Callouts highlighting proper 
alignment and use of assets.

Copy Guidelines:  
DO use approved campaign 
photography and graphic 
elements to reinforce the “See 
Your Risks” message and visual 
identity.
DON’T use negative language 
like “Don’t ignore your risk” or 
“Don’t deny your heart health”,  
may detract from the campaign’s 
empowering tone. 
DO use positive and proactive 
language, such as “uncover,” 
and incorporate the word 
“unseen” when referring to risks 
that are hard to identify.

DO’S AND 
DON’TS

LEARN MORE AT  
WWW.SEETHEIRRISKS.COM

IDENTIFY HIDDEN RISK
Comorbidities and family history don’t tell the  
whole story. The Cardiac Risk Continuum: 
is a progressive chain of events that begins 
silently, often without symptoms.1,5 Identifying 
your patients’ risk earlier on the Cardiac Risk 
Continuum can help halt this progression.1,2

CONFIRM RISK LEVEL
Tools such as coronary artery calcium (CAC) 
or carotid plaque scores (CPS) offer critical 
predictive insights into plaque burden, helping 
refine patient risk stratification.6-8

MANAGE HEART HEALTH
Stratify your patients’ risk as low, moderate, 
or high to guide proactive and personalized 
management.9 Early intervention in the 
Cardiac Risk Continuum can help slow disease 
progression for your patients.1,2

More than 50% of heart attacks occur in patients 
who aren’t considered high risk.3* Even with lifestyle 
changes like quitting smoking or eating healthier, 
patients can still face hidden CVD risks.4

BE PROACTIVE AND HELP PATIENTS SEE 
HIDDEN SIGNS AND SYMPTOMS BEFORE 
THEY ESCALATE.1,2

UNSEEN RISKS CAN 
STILL HARM YOUR 
PATIENTS’ HEARTS

References: 1. Dzau V, Antman A, Black H, et al. The cardiovascular disease continuum validated: clinical evidence of improved patient outcomes part 1: 
Pathophysiology and clinical trial evidence (Risk factors through stable coronary artery disease). Am He J. 2006. doi: 10.1161/CIRCULATIONAHA.106.655688. 
2. Chrysant SG. Stopping the cardiovascular disease continuum: Focus on prevention. World J Cardiol. 2010; 2(3):43-49. 3. Singh A, Collins, B, Gupta A, et al. 
Cardiovascular risk and statin eligibility of young adults after an MI. J of the Am Col of Cardio. 2018;71(3):292-302. 4.  Faridi K, Lahan S, Budoff M, et al. Serum 
lipoproteins are associated with coronary atherosclerosis in asymptomatic U.S. adults without traditional risk factors. JACC: Adv. 2024;3(7):1-13. 5. Mesquita E, 
Demarchi A, Bitencourt D, et al. Cardiovascular continuum 25 years – the evolution of an etiopathophysiology model. Int J of Cardio Sci. 2016;29(1):56-64. 6. Orringer 
C, Blaha M, Blankstein R, et al. The national lipid association scientific statement on coronary artery calcium scoring to guide preventive strategies for ASCVD risk 
reduction. J of Clin Lipid. 2021;15:33-60. 7. Visseren F, Mach F, Smulders Y, et al. 2021 ESC Guidelines on cardiovascular disease prevention in clinical practice. Euro 
Heart J. 2021;42:3227-3337. 8. Jamthikar A, Guptka D, Cuadrado-Godia E, et al. Ultrasound-based stroke/cardiovascular risk stratification using Framingham Risk 
Score and ASCVD Risk Score based on “Integrated Vascular Age” instead of “Chronological Age”: a multi-ethnic study of Asian Indian, Caucasian, and Japanese 
cohorts. Cardiovasc Diagn Ther. 2020;10(4):939-954. 9. Raber I, McCarthy C, Vaduganathan M, et al. The rise and fall of aspirin in the primary prevention of 
cardiovascular disease. Lancet. 2019;393:2155–67.

*�In a study of those who experienced a heart attack at ≤50 years

DON’T DO

Use campaign photography that features individuals with hands 
covering their eyes with their denials in typographic print. 

�Ensure that the logo lockup is featured prominently.

Utilize yellow color blocking with upsweep shape to create 
a structured and visually appealing composition. 

11

22 33

11

22

33

Don’t use photography that isn’t one of our main hero 
images, or manipulate the photo.

Don’t make the logo lockup too small.

Don’t use white backdrops, and try to use the campaign 
color palette as much as possible.

11

22

33

11

22

33
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AWARENESS 
ACTIVATION 
CONSUMER 
EXAMPLES
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VIDEOS 
(CONSUMER)

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/4. Consumer Videos?csf=1&web=1&e=ezeht8
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WEBSITE 
(CONSUMER)

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/5. Consumer Website?csf=1&web=1&e=gHljrR
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SOCIAL  
(CONSUMER)

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/6. Consumer Social?csf=1&web=1&e=eRSQFz
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DISPLAY - AWARENESS 
(CONSUMER)

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/7. Consumer Display - Awareness?csf=1&web=1&e=RKOlxN
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AWARENESS 
ACTIVATION  
HCP EXAMPLES

HCP examples do not link to the 
assessment by rather specific materials on 
the HCP professional website.
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JOURNAL AD (HCP)

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared%20Documents/Bayer/Advertising/2025/Activation%20Guide/Assets%20%26%20Working%20Files/9.%20HCP%20Journal?csf=1&web=1&e=CZUOuA
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DISPLAY ADS (HCP)
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DISPLAY ADS (HCP)

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/10. HCP Display?csf=1&web=1&e=9nrhZ5
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WEBSITE (HCP)WEBSITE (HCP)

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/11. HCP Website?csf=1&web=1&e=PTpj1x
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PURCHASE 
ACTIVATION 
CONSUMER 
EXAMPLES

These are the examples of how the 
the aspirin product can be discussed 
in conjunction with the See Your Risk 
Campaign.
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Get consumers to choose 
(purchase) Bayer Aspirin for 
secondary prevention when 
directed by doctor.

Imagery:
• Product images and evergreen 
branding

• Hero SKU: 81mg Low Dose
• Secondary SKU: 325mg GBA

• Different from awareness based 
See Your Risks campaign assets

Claims:
• Help prevent another heart attack

• #1 Doctor, Cardiologist, Pharmacist 
Recommended Aspirin Brand

• If constrained on space, #1 Doctor 
Recommended Aspirin Brand

• Disclaimer (must be prominent): 
Aspirin is not appropriate for 
everyone, so be sure to talk to your 
doctor before you begin an aspirin 
regimen.

CTA
• Buy Now

OBJECTIVE

ONLY When clear distinction is feasible, can complement 
purchase message with awareness/education message

Purchase  
Message 

Awareness  
Message 

Awareness  
Message 

Purchase  
Message 

Purchase  
Message 

Awareness  
Message 
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DISPLAY - PURCHASE 
(CONSUMER)

See files here

https://bayergroup.sharepoint.com/:f:/r/sites/PCDATeam/Shared Documents/Bayer/Advertising/2025/Activation Guide/Assets & Working Files/8. Consumer Display - Conversion?csf=1&web=1&e=gCaut9
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STEPHEN SOHN
Senior Brand Manager
stephen.sohn@bayer.com

AJ MEKKY 
Regional Design  
a.j.mekky@bayer.com

Bayer US, LLC 
Consumer Health 

100 Bayer Boulevard 
Whippany, NJ 07981


