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Graphic Design Guidelines

This document is intended to provide guidelines for the design and production of content for United
We Pledge. This document is not intended to be a guideline for every design project, but rather a
guide to help ensure that all content is consistent and effective.

Logo(s)

UNITED RERA

Primary Logo
Above is the primary logo for United We Pledge. This logo was carefully designed, using the style of
the Declaration of Independence as a reference for its final form. This logo represents a modern
twist on a colonial style, which is a core principle of all UWP designs. Logo files can be found here.

Logo Clearspace & Minimum Size
The logo must have a “buffer” space around it to maintain legibility and visual impact. No other
graphic elements, such as typography, rules, pictures, etc., should infringe upon this space. The clear
space is proportional to the logo and is based on the height of the letters in the word “UNITED". The
minimum distance of clear space is 1x. This area should be clear of typography, photography,
patterns, folds, surface edges, and page trim that would affect the legibility of the logo components.


https://www.dropbox.com/sh/fb7of6v2qyb120k/AAA_qwdgYNulpgZkBsfbhSssa?dl=0

Minimum Size

The United We Pledge logo should never be smaller than 0.75" tall (54px). Details are lost if the logo
is displayed any smaller. At this size, maintaining the clearspace is vital for legibility.
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Logo Misuse

To maintain brand consistency, the logo should never be altered in any way. There are countless
ways to misuse the logo. This graphic below illustrates some of the more obvious ways the logo can
be destroyed by incorrect use. Please avoid these and all other changes to the United We Pledge
logo. To avoid misuse, always use approved electronic artwork.
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Do not violate the clearspace.

Do not enclose or place on low
contrast colors.
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Do not typeset or alter fonts.

Do not place on busy backgrounds.

Do not scale disproportionately.
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Do not combine with slogans.

URITED

Do not rotate.
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Do not outline.
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SECONDARY LOGOS
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Do not rearrange logo elements.
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Do not add unnecessary effects.
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Do not change colors.

UNITED

Do not change the opacity.




Brand Colors
The colors we use have been carefully chosen and specified to provide brand consistency and
strengthen the overall identity. When reproducing these colors, always visually match approved
colors. These colors make up our primary color palette and should be used whenever possible
across all produced materials. Poorly matched colors may weaken impact, lessen the effectiveness
of the brand, and slow public awareness of the identity.

Color Details

HEX CMYK HEX CMYK
1A3C6A 100, 84, 32,19 B22025 21,100, 100, 12
PMS RGB PMS RGB

3507 C 26, 60, 106 7621 C 178, 32,37

United We Pledge has two primary colors; blue (HEX #1A3C6A, PMS 3597) and red (HEX #B22025,
PMS 7621). While we don't use these two colors exclusively, these are extremely important
foundational pieces of the UWP brand.

Why these colors?
These colors were chosen for the United We Pledge brand as an homage to the American flag. The
core to the brand is historic symbols representing America; the American flag, the Declaration of
Independence, etc.

Fonts & Typography
Fonts and typography are an important part of the United We Pledge brand. Proper and consistent
use of these typefaces will strengthen the brand by creating a strong visual identity. The following
general guidelines should serve as a basis.



Primary Typeface
Georgia

Used for

Typically the headers of a text. Especially on print pieces

Headers, subheadings, body text. Always use the appropriate font weight; bolder weights for
headings & subheadings, lighter for body text & fine print.

Secondary Typeface
Freight Sans Pro

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz

0123456789

Used for

Typically the body of a text.

Headers, subheadings, body text. Always use the appropriate font weight; bolder weights for
headings & subheadings, lighter for body text & fine print.

Tertiary/Script Typeface

Ameriian Fovde
ABEDEFGHISJELMNOPI RS T UNNT Y3
abedefghiyblmnopgistluwayy

0/2345¢789

Used for

Typically for Major headers or titles of events. Use sparingly.

Large titles/headings of events and programs. American Scribe is a font that needs to be rather large
to be fully legible. Never use it for small text, body text, fine print, etc. It should only be used as an
accenting script for other fonts or as a large title, header, or logotype. See the logos above for
examples of how to use American Scribe.



Alternative Fonts

In certain circumstances, Freight Sans Pro is not available as an option. This includes Gmail,
Mailchimp, and other similar platforms. The following is a guide for what fonts to use in Freight Sans
Pro's place.

Gmail

Sans Serif

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
0123456789

Used for
Gmail - internal & external emails.

Other Platforms
Open Sans

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz

Used for
Web based platforms such as Mailchimp.

General Graphics/Photography

e The look and feel of United We Pledge should be clean and modern, but with colonial tones.
Colors are crisp and rich, but in line with patriotic styling (deep blues, rich reds, pure whites,
ete).

e “Subtle Patriotic” is the tone we are after. Rather than bold aggressive displays, the colors
tend to be more subdued and present a feeling of resolute, quiet authenticity.

e The aging effect often used to create a colonial feel should not be used with United We
Pledge. United We Pledge is a modern take on colonial values. Think of the Declaration of
Independence. What would it look like the moment it was finished? That's the idea behind
the styling of United We Pledge.

e When using/creating photos with the American flag, it should never be touching the ground
or have anything on top of it.



Brand Voice

Copywriting
e When talking about Liberty Village, refer to its location as Washington, Utah. Liberty Village
belongs to the Washington county community as a whole, not just a singular city (Hurricane).
e Always use United We Pledge’s values in the following order: Freedom, Family, and Faith

VALUES

Our Values guide us to foster connections, promote learning, preserve history, and create a
welcoming

community committed to excellence in everything we do.

Unity: We stand as a beacon of unity, fostering connections and promoting civility. (non-partisan and
non-denominational)

Spark: We foster curiosity and understanding through engaging encounters and experiences,
igniting a

passion for learning and exploration.

Appreciation: We cultivate appreciation for the enduring principles of our nation’s founding
documents, inspiring gratitude for the freedoms we cherish today.

Integrity: We are committed to upholding the highest ethical standards in every aspect of our work,
ensuring honesty, transparency, and accountability. We prioritize the accurate and authentic
representation

of historical events and figures, preserving their integrity and significance for future generations.
Spirituality: We honor the guiding influence of Divine Providence in the founding of our nation.
Hospitality: We create an atmosphere of kindness, gratitude, and graciousness.

Outreach: We foster active participation and collaboration among our communities including
municipalities, residents, businesses, visitors, and volunteers.

Mutual respect: We treat each other with respect, regardless of differences in opinions, beliefs,
backgrounds, or positions. We promote genuine communication and foster a culture of listening and
learning from each other.

Excellence: We provide best-in-class educational programs and entertaining experiences.

We continually strive for excellence in all aspects of our endeavors, ensuring exceptional experi-
ences for guests, partners, employees, and volunteers alike.



COPY SHOULD

* Be warm and pleasant

« Emphasize authenticity

* Engage youth incorporating modern references and relatable language
+ Educate in an entertaining way

« Foster a feeling of belonging and shared learning

+ Speak in an active voice

+ We refer to attendees as ‘guests’, highlighting our focus on providing

a welcoming and hospitable environment

COPY SHOULD NOT

* Feel too formal

+ Use jargon or acronyms

* Ignore connections between past and present
* Be overly conversational

* Be unprofessionally casual or insincere

* Speak in a passive voice

Our Voice

Our voice embodies a brand tone that is both inspiring and inviting, creating a
friendly and warm atmosphere where guests feel at ease and excited to discover.
Inviting and Warm. Tone should be friendly and welcoming, making guests feel
at ease and excited to learn.

Authentic and Historical. Use language that is historically period appropriate,
but in a way that is relatable to modern audiences. (In-person, historical
interpreters and liberty legends)

Engaging and Educational. Content should be informative and intriguing,
sparking curiosity about history.

Modern and Relatable. Use language that is easy to understand and resonate
with youth. (In-person, guides, and digital content)
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