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lIVE UNITED/UNITED WAY loCk-Up
The LIVE UNITED/United Way  
Lock-Up is our primary signature 
and should be the default signature 
for all communications, except in 
special circumstances.

This Lock-Up has been created using 
precise proportional relationships. 
The white box forms an integral 
part of the LIVE UNITED/United Way 
Lock-Up and should not be removed 
or altered in any way. The Lock-Up 
is fixed artwork and should only be 
reproduced from authorized artwork.

Those special circumstances 
where usage of the Lock-Up are 
inappropriate include when LIVE 
UNITED is used as a primary 
message or branding element, such 
as the LIVE UNITED print campaign 
and on premium items, for example 
T-shirts.
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lIVE UNITED/UNITED WAY loCk-Up
The one-color version of the LIVE 
UNITED/United Way Lock-Up (top) 
may be used when reproduction 
constraints prevent use of the 
primary full-color Lock-Up.

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

The one-color blue and white 
brandmark is to be used when 
United Way Blue is the only available 
color selection. 

A special usage Lock-Up (bottom) 
has been developed for limited 
use when screening of inks is not 
possible. The special usage Lock-
Up can be reproduced in black or 
United Way Blue. This would apply, 
for example, when reproducing 
on fabric, plastic, glass or other 
materials used for merchandise  
or signage, and does not require the 
white control box. 
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lIVE UNITED/UNITED WAY loCk-Up
In cases where the LIVE UNITED/
United Way Lock-Up is unsuitable for 
the nature of the communication, a 
horizontal version may be used.

The horizontal version is intended 
for very limited use only. This would 
apply, for example, to websites and 
in email marketing.
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lIVE UNITED/UNITED WAY loCk-Up loCAlIZED
The preferred LIVE UNITED/United 
Way Lock-Up localization is at the 
left of the Lock-Up (top). However, 
positioning the localization under 
the Lock-Up is also acceptable 
(bottom).

These localizations should be 
considered the primary local 
signature constructs and should 
be the default signatures for all 
local communications, unless they 
are unsuitable for the nature of the 
communication.

The localizations have been 
created using precise proportional 
relationships which should not be 
altered.
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United Way of Anytown
UnitedWayAnytown.org
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United Way of Anytown
UnitedWayAnytown.org
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lIVE UNITED/UNITED WAY loCk-Up
When LIVE UNITED is used as a 
primary message or branding 
element, LIVE UNITED should appear 
in black. It should not appear in blue 
as it does in the LIVE UNITED/United 
Way Lock-Up.

In certain special circumstances, 
LIVE UNITED can appear in white on 
a black background.
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ColoR SpECIFICATIoNS

Spot: Pantone 282 
C:100 M:85 Y:35 K:0
R:0 G:0 B:100
HEX: #000064

Spot: Pantone 187
C:10 M:100 Y:80 K:30
R:180 G:20 B:40
HEX: #b41428

Spot: Pantone 152 
C:0 M:60 Y:100 K:0
R:245 G:120 B:20
HEX: #f57814

Spot: Pantone Black 75%
C:0 M:0 Y:0 K:75
R:80 G:80 B:80
HEX: #505050

Spot: Pantone 7500 52% 
C:0 M:3 Y:15 K:3
R:240 G:230 B:200
HEX: #f0e6c8

Spot: Pantone 659 or  
Pantone 287 52% 
C:55 M:40 Y:0 K:0
R:124 G:129 B:184
HEX: #7c81b8

Spot: Pantone 179 52% 
C:0 M:40 Y:50 K:0
R:255 G:150 B:125
HEX: #ff967d

Spot: Pantone 143 52% 
C:0 M:15 Y:50 K:0
R:255 G:200 B:125
HEX: #ffc87d

United Way Blue

Spot: Pantone 287  
C:100 M:74 Y:0 K:0
R:16 G:22 B:127
HEX: #10167f

United Way Red

Spot: Pantone 179  
C:0 M:85 Y:89 K:0
R:254 G:35 B:10
HEX: #fe230a

United Way Orange

Spot: Pantone 143 
C:0 M:34 Y:86 K:0
R:255 G:150 B:0
HEX: #ff9600

Spot: Pantone Black 52% 
C:0 M:0 Y:0 K:50
R:150 G:150 B:150
HEX: #969696

Spot: Pantone 7500 0% 
C:0 M:0 Y:0 K:0
R:255 G:255 B:255
HEX: #000000

Spot: Pantone Black
C:0 M:0 Y:0 K:100
R:0 G:0 B:0
HEX: #000000

Spot: Pantone 7500 
C:10 M:10 Y:35 K:0
R:230 G:215 B:170
HEX: #e6d7aa
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FoNTS
United Way has specific brand fonts 
and rules for how and when to use 
the fonts. Use Trade Gothic Bold 
Condensed Eighteen and Twenty 
for headings and the Meta family of 
fonts for body copy, as indicated.

FOR HEADINGS USE

BOLD CONDENSED NO. 20 OR NO.18
TRADE GOTHIC
IN CAPITAL CASE
JUSTIFY ALL LINES OF HEADINGS

  

For body copy use the Meta family of fonts 
in sentence case. Use the complete range of 
styles and weights available as needed, for 
example: Meta Book Roman; Meta Book 
Italic; Meta Bold Roman; Meta Bold Italic. 
For numbers, use Meta Expert to ensure 
that the characters are consistent in height, 
for example: 123456789. Justify paragraphs 
with the last line aligned left (as this 
example shows).
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ApplICATIoNS

GIVE. ADVOCATE. VOLUNTEER.

United Way of Summit
New Providence & Berkeley Heights
UnitedWaySummit.org

ADVANCING EDUCATION
 INCOME AND HEALTH

We come from different  places. We come to different 

conclusions. But underneath it all, we share a passion 

for improving the human condition. When we LIVE 

UNITED, we create a real, lasting change in the 

building blocks of life: the education, income and 

health of our communities, our families, even the 

person next to us. Real change won’t happen without 

you. SIGN UP TODAY AT UNITEDWAYSUMMIT.ORG

 DIFFERENT
BY NATURE

 BY MISSION
UNITED
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HIERARCHY AND pURpoSE

lIVE UNITED/UNITED WAY 
loCk-Up

UNITED WAY BRANDMARk 

lIVE UNITED pURpoSE 
BRAND

The United Way brandmark is the most fundamental element of our brand identity system. It represents our organization 
and embodies our heritage. It acts as a source brand in all communications.

LIVE UNITED was initially a tagline/marketing message, but today, it functions more broadly as a surrogate for our 
brandmark in situations where the need to promote partnership and inclusivity makes the United Way brandmark less 
effective. LIVE UNITED is our Purpose Brand. It embodies our mission, expresses the way in which we work and articulates 
what it means to join our movement. It is also used as a source brand in cause-related marketing efforts.

The LIVE UNITED/United Way Lock-Up is the preferred signature for use in our communications. It embodies who we are, 
what we believe, and how we work, and expresses the partnerships that we form with the people and communities that 
come together to advance the common good.

GIVE. ADVOCATE. VOLUNTEER. is a call to action that communicates the different ways in which people can LIVE UNITED and 
be a part of our movement. It plays an important role in expanding perceptions that donating is the only way to contribute 
to United Way. This call to action is linked with the URL to provide a clear destination site where people can go to take 
action.

Education, income and health are the areas in which we focus our work. These impact areas are important building blocks 
for advancing the common good, which is the essence of United Way’s mission. The succinct expression of our overarching 
goal, ADVANCING EDUCATION INCOME AND HEALTH, telegraphs this message in a single thought and allows us to more 
overtly communicate what we do.

Partnerships are critical to United Way’s work in advancing the common good. We have many partnerships on the national 
and local levels and often co-brand our communications. These co-branded communications should feature all partners’ 
brandmarks with equal prominence. The LIVE UNITED/United Way Lock-Up should be used to represent United Way in 
partnership branding, and it should appear last and farthest to the right or bottom of the communication.

CAll To ACTIoN/URl

IMpACT AREAS

pARTNERSHIpS

GIVE. ADVOCATE. VOLUNTEER.
UnitedWay.org

ADVANCING EDUCATION
INCOME AND HEALTH


