
Brandmark usage



Our new brandmark The most fundamental visual element of a brand
identity is its brandmark. The new United Way
brandmark signals a change for a new approach
to the future while preserving the heritage of
our past.

The evolution of our brandmark is most dramatic
in its new configuration. The symbol is now
joined together with the United Way name in
a permanent, bold alliance. Its holding device
is a simple rectangular shape that is unifying
and inviolable.

The original components of our traditional
brandmark–the rainbow of hope, the hand
of support and the person as a symbol of
humanity–have been maintained because
they are still effective in communicating
important United Way brand characteristics—
caring, inspiring, trustworthy and approachable.

The changes to these key elements are intended
to express new brand characteristics—innovative,
dynamic and results oriented—characteristics
that we need to help us achieve our community
impact mission.
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Brandmark:
Full-color
The full-color version of the United Way brandmark
is the primary brandmark of the identity system.
It is strongly recommended that this version be
used in branded applications whenever possible.

Pantone, CMYK and RGB reproduction files of the
full-color brandmark are available for specific
application requirements. See the artwork finder
on page 2.25 for complete specifications and files.

Note:
As one of our most important assets, the
brandmark must always appear as shown on
this page or in one of the color variations
described in these guidelines. Never attempt
to redraw or rescale the brandmark or add
other graphic elements to its presentation.
Do not extract any of the graphic elements
contained in the brandmark to use separately.
We must use the registered trademark symbol
(®) with the brandmark to ensure our legal
rights are protected. Always display the
registered trademark symbol (®) in the position
indicated.
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®

The preferred brandmark is full-color.



Brandmark:
One-color
When reproduction constraints prevent the use
of the primary full-color United Way brandmark,
use one of the alternative one-color versions.
See the artwork finder on page 2.25 for complete
specifications and files.

One-color blue brandmark
The one-color blue brandmark is to be used
when United Way Blue is the only available
color selection. See the United Way color
palette on page 3.1 for complete specifications.

One-color black brandmark
The one-color black brandmark is to be used
when black is the only available color selection.

Note:
These brandmarks should never appear
on a website, four-color brochure or any
other application where a full-color brandmark
is useable.

The one-color brandmarks may not be reproduced
in any color other than United Way Blue and black.
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Brandmark:
Background control
Background colors and graphics can easily
overpower or compete with brandmarks.
A white outline has been built into the artwork
to maintain separation between the United Way
brandmark and the backgrounds where it will
appear. This outline will not appear when
the brandmark is staged on a white background.

2.4 Brandmark usage
United Way Brand Identity Guidelines
with Brand Architecture
Version 2.0 © United Way Worldwide 2009

8

® ® ®

The white outline helps the brandmark stand out from any kind of background.



Brandmark:
Special usage
The special usage United Way brandmarks are
used when printing on colored surfaces, or
screening of inks is not possible. This may occur
when reproducing on plastic, glass, metal,
fabric or other materials used for merchandise
or signage. For printed materials, these
brandmarks may only be used when the method
of reproduction is faxing and photocopying
or the surface of the paper is a color other
than white. For example, this may occur when
printing a black & white laser print on blue
paper. When printing on white paper, the
full-color or one-color brandmarks should be
used at all times. See the artwork finder on
page 2.25 for complete specifications and files.
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Brandmark:
Minimum size
To ensure the integrity of the United Way
brandmark, do not reduce its width to less than
.75 inches for print or special usage, and 90
pixels or 1.25 inches for screen applications.
Other reproduction methods may require
the minimum size to be greater than the sizes
identified here.
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Brandmark:
Unacceptable uses
The consistent and correct application of
the United Way brandmark is essential.
Always follow the standards presented in
these guidelines. The examples on this page
illustrate some of the unacceptable uses of
the United Way brandmark.

Note:
Never attempt to redraw or rescale the
elements of the brandmark or add
other graphic elements to its
presentation. Do not extract any of the
graphic elements contained in the
brandmark to use separately. See
exceptions for video, animation and
interactive on page 4.11.
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Never substitute type in the brandmark Never alter the colors in the brandmark Never separate the symbol from the
United Way name

Never put other words or phrases
inside the brandmark

Never tilt the brandmark Never distort the shape of the
brandmark

Never alter the shape of the
brandmark in any way

Never add elements inside
the brandmark

Never add elements over the brandmark Never add a local name
inside the brandmark

Never rearrange the elements of the
brandmark

Never reverse the brandmark
to white

Day of
Caring

of Anytown

Never extract the words
“United Way” from the brandmark

Never extract any of the graphic
elements contained in the brandmark
to use separately
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Brandmark placement
Correct placement of the brandmark will
help ensure the integrity of United Way
communications. The brandmark should always
be placed at a distance of a half of the symbol
square from the right edge of any print or
on-screen application. This applies to all
versions of the brandmark, with or without the
tagline and local identifier. While the brandmark
will not necessarily align with the grid, its
placement on the right and correctly measured
spacing from the edge relative to the brandmark
will ensure a consistent presentation.

Symbol
square

1/2
Square

Right edge of application

®

®

United Way
of Cleveland County

The United Way System Programs & Services How to Give Media Center Contact Us Job Opportunities

Find a United Way Impact Matters Get Involved POV

postal code

GO

Volunteer Now

Give Now

Programs

Initiatives

United Way International

United Way of Canada

About United Way

My Profile

postal code

GO

Lorem ipsum dolor sit amet consectetur 
adipiscing elit

Sed diam nonumy eiusmod tempor incidunt ut laore et dolore magna 
liquam erat volupat Ut enim ad minim veniam, quis nostrud esxercitation 
ullamcorpor suscipit laboris nisi ut aliquip ex ea commodo consequat. 
Duis autem vel eum est irure dolor in reprehenderit volumptate velit 
esse mosetaie consequat, vel illum dolore eu fugiat nulla pariatur. Duis 
autem est vel eum irure dolor in reprehenderit in voluptate velit esse 
molestaie consequat, vel illum dolore eu fugiat nulla pariatur. 

At vero eos et accusam et iusto odogio 
dignissum 

Qui blandit est paesent luptatum delenit aigue duos dolor et molestias 
excepteur sint occaecat cupidatat non provident, simil tempor sunt in 
culpa qui officia deserunt mollit anim id est laborum et dolor fuga Et 
harumd dereud facilis est er expedit distinct.

En epular et soluta nobis 
eligent optio congue nih

Est impedit doming id quod maxim 
religuard cupiditat, qwuas nulla praid 
om umdant. Improb pary minuit, los 
potius inflammad ut coercend magist et 
dodecendensse videantur. 

Et invitat igitur vera ratio bene sanos 
as iustitiam, aequitated fidem. Neque 
Lorem ipsum dolor sit amet, conse 
ctetur adipiscing elit, sed diam nonuat 
igitur vera ratio bene sanos as 
iustitiam, aequitated fidem. 

Neque Lorem ipsum dolor 

Sit amet, consectetur adipiscing elit, 
sed diam nonumy eiusmod tempor 
incidunt ut labore et dolore magna 
aliquam erat volupat Ut einim ad minim 
veniam, quis nostrud exercitation 
ullamcorpor suscipit laboris nisi ut 
aliquip ex ea commodo consequet. 
Duis autem est vel eu7m irure dolor in 
reprehenderit in voluptate 

Fact of the Week

Et invitat igitur vera ratio 
bene sanos as iustitiam, 
aequitated fidem. 

Neque Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, sed diam 
nonumy eiusmod tempor incidunt ut 
labore et dolore magna aliquam erat 
volupat Ut einim ad minim veniam, quis 
nostrud exercitation ullamcorpor su 
scipit laboris nisi ut aliquip ex ea comm 
odo consequet.

Veniam, quis nostrud exercitation ullamcorpor

®



Our brandmark with
LIVE UNITEDTM tagline
Our tagline is our primary marketing message.
All communications and creative materials
are rooted in the “LIVE UNITEDTM” concept.
The tagline should be used on all marketing
communications, including print collateral,
advertising and websites.

The tagline must always appear with the master
brandmark. The tagline always appears in all
upper case, Trade Gothic Bold Condensed Twenty
typeface, followed by the trademark symbol (TM)
in Trade Gothic Condensed Eighteen. Do not use
Meta for the tagline.

See color, placement and size specifications on
the following pages. Refer to the artwork finder on
page 2.25 for complete specifications and files.

Note:
As one of our most important assets, the tagline
must always appear as shown on this page or
in one of the color variations described in these
guidelines. Never attempt to redraw or rescale
the tagline in relationship to the brandmark or
add other graphic elements to its presentation.
We must use a trademark symbol (TM) with the
tagline to ensure our legal rights are protected.
Always display the trademark symbol (TM) in the
position indicated.

2.9 Brandmark usage
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Tagline:
Lockup treatment

LIVE UNITEDTM ®

LIVE UNITEDTM ®

The tagline is placed in a fixed position relative
to the brandmark. When placed on a dark-
colored background, the tagline letters reverse
to white.

Specifications for tagline lockup

LIVE UNITELIVE UNITEDDTM ®®

1I

When the tagline is locked up with the brandmark
it appears in a fixed position to the left of the
brandmark. The size relationship and position
have been determined for optimal communication
of both the United Way brandmark and the
tagline. The brandmark must appear with a

registered trademark symbol (®). The tagline
must appear with a trademark symbol (TM),
which may be placed within the offset space
between the tagline and the brandmark.



2.11 Brandmark usage
United Way Brand Identity Guidelines
with Brand Architecture
Version 2.0 © United Way Worldwide 2009

15

Tagline:
Flexible placement
treatment
You may choose not to lock up the tagline with
the brandmark. However, in order to protect
the integrity of the brandmark and tagline, you
must place both on the same page in the size
proportions indicated.

The brandmark is placed at a distance of a half
of the symbol square from the right edge of
the application and the tagline is placed at the
same distance from the left edge. You may place
both elements anywhere along their edge as
long as you maintain the distance and the size
relationship prescribed. However, it is preferred
that the brandmark and tagline appear in close
proximity, especially when there is a large body
of copy on the same page. Greater flexibility
of placement is allowed when there is little or
no body copy on the page.

1U

1U

1/2  
Square

1/2
Square

Symbol
square

LIVE UNITEDTM

®

Maintain a fixed size relationship between the tagline and
brandmark when using them in the flexible placement treatment.
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LIVE UNITEDTM
®

LIVE UNITEDTM
®

LIVE UNITEDTM
®

LIVE UNITEDTM
®

LIVE UNITEDTM
®®

®LIVE UNITEDTM

®LIVE UNITEDTM

®LIVE UNITEDTM

®LIVE UNITEDTM

Tagline:
Color treatments
The tagline may appear with the full-color
brandmark, as well as the one-color and special
usage brandmarks. The color of the brandmark
dictates the color of the tagline. The color
specifications on this page apply to both the
tagline lockup and the flexible placement
treatments. See the color palette on page 3.1
for complete color specifications.

Tagline color with full-color and one-color
blue brandmarks
When using the full-color or one-color blue
brandmark on a light background, the tagline
should appear in United Way Blue.

When used over a dark background, the tagline
should reverse to white.

Tagline color with one-color black brandmark
When using the one-color black brandmark
on a light background, the tagline should
appear in black.

When used over a dark background, the tagline
should reverse to white.

Tagline color with special usage brandmarks
When using special usage brandmarks, the
tagline should always appear in the same color
as the brandmark.

Note:
Never use the tagline over a complicated part
of an image or a color that hinders its legibility.

Color for tagline lockup and flexible placement treatments
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Tagline and localization:
Unacceptable uses
The consistent and correct application of the
tagline and the local identifier is essential.
Always follow the standards presented in these
guidelines. The examples on this page illustrate
some of the unacceptable uses of the United Way
brandmark with the tagline and the local identifier.

Note:
Never attempt to redraw or rescale the
elements of the brandmark with the tagline
or the local identifier or add other graphic
elements in its presentation.

®

ANYTOWN
UNITED WAY

®LIVE UNITEDTM
® ®

®®

®®

LIVE UNITEDTM

Anytown United Way
Anytown United Way

LIVE UNITEDTM

we are the
United Way of Anytown

LIVE UNITEDTM ANYTOWN

Anytown United WayLIVE UNITEDTM

Never change the typeface, color or size relationship
of the tagline or local identifier

Never combine the lockups of the tagline and local identifier

Never change the lockup placement or alignment of the tagline or local identifier Never add words or change the phrasing of the tagline or local identifier



Color palette
It is important that United Way local member
organizations maintain a consistent appearance
of the brandmark and all visual communications
across various media types and materials.
Using colors consistently in all communications
will strengthen brand recognition, create impact
and differentiate our programs.

The United Way color palette is comprised
of colors used in the United Way brandmark.
In addition, two grays, black and white are
included for added flexibility and one-color
scenarios. On this page you will find specifications
for reproducing the United Way colors in a
variety of ways.

Note:
The colors shown on this page and throughout
this manual have not been evaluated by Pantone,
Inc. for accuracy and may not match the
PANTONE Color Standards. For accurate PANTONE
Color Standards, refer to the current edition.

3.1 Support elements
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Pantone 287

C:100 M:74 Y:0 K:0

R:16 G:22 B:127

United Way
Blue

Pantone 287C at 52%
or Pantone 659

C:55 M:40 Y:0 K:0

R:124 G:129 B:184

United Way
Light Blue

Pantone 179

C:0 M:85 Y:89 K:0

R:254 G:35 B:10

United Way
Red

Pantone 143

C:0 M:34 Y:86 K:0

R:255 G:150 B:0

Pantone Cool Gray 11

C:0 M:0 Y:0 K:80

R:54 G:54 B:54

United Way
Dark Gray

Pantone Cool Gray 4

C:0 M:0 Y:8 K:27
or C:0 M:0 Y:0 K:27

R:186 G:186 B:186

United Way
Light Gray

Black

C:0 M:0 Y:0 K:100

R:0 G:0 B:0

Black

White

C:0 M:0 Y:0 K:0

R:255 G:255 B:255

White

United Way
Gold



Typography
Three standardized typefaces have been chosen
for the United Way brand identity. They are to be
used in all printed and online communications.
Each of the fonts was selected for its visual
compatibility with the United Way brandmark
and for its ability to convey a personality that is
consistent with our brand. Only use the weights
and styles shown on this page.

Meta typeface
The primary typeface in the United Way brand identity system is Meta.
Meta is a simple and clean typeface that conveys a humanistic and
caring, yet professional tone.

3.4 Support elements
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Meta Book Roman
Meta Book Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Meta Bold
Meta Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Trade Gothic Condensed typeface
NEW with the launch of the LIVE UNITEDTM campaign, Trade Gothic Condensed
has been added as a headline font. It should be used sparingly in marketing
communications to draw attention to important text. See 3.8 LIVE UNITEDTM Art
Direction on page 39 for details.

Trade Gothic Condensed Eighteen
Trade Gothic Condensed Eighteen Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Trade Gothic Bold Condensed Twenty
Trade Gothic Bold Condensed Twenty Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890



LIVE UNITEDTM

Call to Action
Be sure to include the LIVE UNITED Call to Action
(give, advocate, volunteer) in marketing
communications. It communicates a very
important aspect of the campaign. The Call to
Action should always appear along with the
brandmark and LIVE UNITED tagline. See
typesetting instructions below.
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GIVE. ADVOCATE. VOLUNTEER.
LIVE UNITEDTM ®

United Way
Blue

Trademark symbolUnited Way
Blue

GIVE. ADVOCATE. VOLUNTEER.
LIVE UNITED

TM

Brandmark
in full color
or one-color
blue




