BRAND STANDARDS
& GUIDELINES
El Paso United Family Resiliency Center Guidelines
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Introduction

USING THE BRAND STANDARDS & GUIDELINES
The United Way and El Paso United brand identity is the tangible expression of all that
we stand for. It embodies what we do, how we do it and why we’re a trusted partner
across the world and throughout the communities we serve.

In a very real way, members of our communities, our partners, and our investors
experience the United Way brand through our deeds, as well as through the verbal and
visual messages we send.
A carefully managed and well-implemented brand identity system helps carry our
brand message to the world. These guidelines are provided to ensure the correct and
consistent use for the brand identity system.
Along with the voice, brandmark, typorgraphy, color palette and other visual elements,
specific directions are included to help you manage marketing and communications
materials. By accurately and consistently implementing this brand identity system, you
protect the equity of the United Way brand and make the brand positioning stronger.
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ABOUT THE FRC

The El Paso United Family Resiliency Center (FRC) is a place of healing and support
dedicated to serving as a resource to those directly & indirectly impacted by the tragedy
of August 3, 2019.
The FRC serves as a referral hub for our community. We are committed to helping our
visitors navigate different services provided by local community partners.

ABOUT OUR UNITED WAY
The United Way of El Paso County, with corporate partners, organizations, donors and
volunteers, stands up for the education, health, basic needs and financial stability of
every person in our community. Our United Way is an independent, locally governed and
community-supported nonprofit agency focused on creating long-term, lasting change
for local children and families.
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COMMUNICATION
GUIDELINES

A brand is brought to life not just through images, but also words. As with imagery and design, it’s important to
maintain consistency in brand language, tone, and voice. The following guidelines and examples demonstrate
the appropriate voice of United Way of El Paso County and the El Paso United Family Resiliency Center.

Brand Identity
Emotional Benefit

Brand Personality

To feel like El Pasoans are not alone
To feel like El Pasoans are being heard
To feel supported by the community

Empathetic
Supportive
Resilient
Community oriented
Human-Centric

Functional Benefit

Reasons to Believe

To navigate community resources
To reduce mental health stigma
To reduce negative impact from trauma

Personalized case management
Collaboration with community partners
Ease of access to resources
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Brand Tone
IT’S THIS:
HOPEFUL
Our aim is to help our El Pasoans heal and
acknowledge their pain, but give them hope.
NON-POLITICAL
We are not affiliated with any political
organizations whatsoever.
CULTURALLY SENSITIVE
El Paso is a unique community. We recognize all
the different cultures that make up El Paso. We
do not discriminate.
POSITIVE
We seek to focus on the current state of our
community versus memorializing the tragedy
that occured on August 3rd.

NEVER THIS:
TRIGGERING
We understand the reality of our work, but
we are conscious not to use any verbiage
or imagery that may open our survivors
wounds.
BIAS
We are neutral. Our focus is our participants
not political issues.
DEMEANING
We exist to offer a helping hand to those
in need.

Brand Messaging
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LANGUAGE
At the FRC we consciously refrain from using triggering and insensitive language such as: victims, anniversary,
mass-shooting. Subsitutes may include: survivors or participants, [#] year-mark, August 3rd tragedy.
If you are unsure how to mindfully position your message, please reach out to the FRC marketing team.
In addition to mindful language, we do our best to provide all information and resources in both English and Spanish.
If you are in need of translation, our FRC can support you.

PROMOTIONAL MATERIALS
When promoting programs for the FRC, please include the following copy on social media posts, fliers, landing pages,
and/or additional promotional materials:
“Presented by El Paso United FRC, a program of the United Way of El Paso County. Hosted by [organization]. ”
Please note that proper type, logo, and color palette usage should be used as well. Details are as follows.
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Typography
Three standardized typefaces have been chosen for the United Way brand identity.
HEADER

LEAGUE GOTHIC REGULAR

HEADERS SHOULD BE DISPLAYED IN
ALL CAPITAL LETTERS ONLY. IT SHOULD
ALSO BE THE LARGEST FONT IN YOUR DESIGN
TO CREATE EMPHASIS.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,:’ ” / !?)

Subheader

Roboto Bold

Subheaders may be used in
all three variations of Roboto.
This should be sized smaller
than the header. When using in a
sentence, use sentence-case.
Use title case when not a
complete sentence.

Body
Body font should follow proper
grammar usage and be used
for long-format text.

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,:’ ” / !?)

Roboto Light

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,:’ ” / !?)

Roboto Condensed

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,:’ ” / !?)

Roboto Regular

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,:’ ” / !?)

Logo Usage

The full-color version of the El Paso United Family Resiliency Center is the primary
brandmark of the identity system. It is required that this version be used in branded
applications whenever possible.
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PRIMARY MARK

SECONDARY LOGO

BRAND MARK

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.

Logo Usage
Control Box

The control box is the white border that surrounds
the logo. It is used to create separation when the
logo is placed on colored backgrounds without the
need for alternate logo color options.

Clear Space

Clear space frames the logo and separates it from
other elements including text and the edge of printed
materials. The logo must be surrounded with at least
the required minimum of clear space which is
determined by 1/2 the height of the symbol square.

Brandmark Usage

UNACCEPTABLE USES
standards presented in these guidelines.
The examples on this page illustrate some

Note:
must always appear as shown on this page or in one
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

protected. Always display the registered trademark

any other situation.

25

20
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Color Palette
Pantone 143 C
C:0 M:34 Y:86 K:0
R:255 G:179 B:81
HEX: #FFB351

Pantone 179 C
C:0 M:85 Y:89 K:0
R:255 G:68 B:59
HEX: #FF443B

Black at 50%
C:0 M:0 Y:0 K:50
R:150 G:150 B:150
HEX: #969696

Pantone 659 C
or 287C at 52%
C:55 M:40 Y:0 K:0
R:83 G:158 B:208
HEX: #539ED0

Pantone spot color is the preferred usage for corporate identity materials (i.e. business cards, letterhead,
envelopes, etc.), office signage and merchandise (i.e. shirts, promotional materials, etc.).
CMYK is for use in printed materials (i.e. brochures, reports, sell sheets, etc.) and RGB or HEX Codes are for
use on-screen, digital applications and in video.

Brand Photography
Storytelling
Images should be intentional and
have a purpose or stoy to tell.

Natural
Edits are bright with natural colors
without overwhelming contrast.
.COVID-19
During COVID-19, images must
clearly show that social distancing
guidelines and additional
recommendations from the CDC
are being met.

Photo Waivers
In order to protect the integrity and
privacy of our clients, all
participants must have completed
a photo waiver before any
images are published.

Royalty-Free Images
For supplementary images, please
use stock photos from websites
such as pexels.com, unsplash.com,
or pixabay.com
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Online Platforms

When promoting partnerships with the FRC, please tag the appropriate
platforms below along with our hashtag: #togetherweheal.

Website
www.elpasounitedfrc.org
Facebook
www.facebook.com/elpasounitedfrc
Instagram
www.instagram.com/elpasounited.frc
Twitter
www.twitter.com/elpasounitedfrc
Email
frc@unitedwayelpaso.org
United & Resilient Podcast
Available on Spotify, Google Podcasts, and iTunes

