
VISUAL IDENTITY 
GUIDELINES



INTRODUCTION
This document provides basic guidelines to using our identity. Best practices have been  
created by breaking the visual identity down into its basic elements: brandmark, color, and 
typography––with an explanation of how to use these guidelines correctly. Each visual element 
is described, with the rationale for its usage related back to United Spinal Association’s brand 
essence. 

United Spinal’s Brand Essence: Self-Determination, Empowerment, and Independence
It is important that the brand essence serves as the platform for creating and expressing brand 
communications.

THE ROLE OF THE ELLIPSE
One of the most important elements of United Spinal Association’s brand is the ellipse. It not 
only serves to contain the other elements of the organization’s brandmark, but also, when used 
as a stand-alone design tool, becomes the metaphor for everything the brand stands for.

The ellipse, therefore, has a very specific and critical role in helping us to communicate what is 
so special about our organization.



United Spinal Association symbol

United Spinal Association wordmark

Main chapter logo

Elipse chapter logo

The United Spinal Association symbol color 
is Pantone 1665 C and the wordmark is Pan-
tone Process Black.

New York City Chapter 

New York City
 Chapter 

BRANDMARK
The United Spinal Association brandmark was created to symbolize and  
articulate the mission of the organization.

The United Spinal Association brandmark is made up of two elements, the 
symbol and the wordmark. These elements and their relationship to one another 
should never be altered in any way.

CHAPTER BRANDMARK
United Spinal Association’s individual chapters have access to the United Spinal 
Association logo with chapter designation incorporated below it for use in their 
marketing and promotional materials. 

All new chapters are required to utilize United Spinal chapter designated logos 
and identify with the United Spinal brand in all print and digital marketing  
materials, web sites and social media pages.

Below are examples of our two chapter designated logos. The main logo is to be 
used primarily for websites and on promotional/collateral materials (i.e., banners, 
ads, letterhead, etc.). The ellipse logo is to be used primarily for social media  
pages (i.e., Facebook, Twitter) and other thumbnail applications.

Southern California Chapter

Southern California 
Chapter



BRANDMARK: 
BLACK AND WHITE VERSIONS
The United Spinal Association brandmark can be used in either a positive or negative form.

Negative Version
Only use the negative version on very dark  
backgrounds.

Black and White Positive Version
Always use the black and white positive 
version for simple one color print jobs 
such as a newspaper.



DON’TS
The United Spinal Association brandmark must be used correctly 
to ensure that its visual impact and integrity are not diluted or 
compromised. Always reproduce the brandmark from approved 
electronic artwork. The examples below illustrate a wide range of 
incorrect uses.

Don’t move any element of United 
Spinal Association artwork.

Don’t place United Spinal Association 
artwork at an angle.

Don’t alter the brandmark artwork in 
any way.

Don’t alter the color or typeface 
in any way.

Don’t distort the brandmark.

Don’t manipulate the brandmark or 
introduce any other graphic elements.

CO-BRANDING
The size relationship between United Spinal Association’s brand and co-brand should be based on the amount of value each party 
brings and will bring through the relationship.
Specifically,
1. If United Spinal Association is the ‘main contributor’ or primary generator of value in the relationship the United Spinal Association 
brandmark should take on the dominant size.
2. If United Spinal Association is an ‘equity’ partner in the initiative, the size of the respective brandmarks should be identical.
3. Finally, if United Spinal Association is the ‘minority’ partner in the initiative, the other brand should be the dominant brandmark, 
relative to the size of the United Spinal Association brandmark.



TYPOGRAPHY
Helvetica is the recommended 
typeface for the United  
Spinal Association brand. 
It should be used on all 
communication materials. 
The font is straightforward and 
highly legible. If Helvetica is not 
available, as text on a website, 
for example, use Myriad Pro or 
Arial in its place. If a serif font is 
needed use Minion Pro.

Helvetica Light

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

Helvetica Regular

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

Helvetica Italic

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

Helvetica Bold

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

Helvetica Bold

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



CORPORATE COLOR PALETTE
United Spinal Association’s corporate color is orange Pantone 1665 C.

The use of a color palette helps create memorability and 
distinctiveness for United Spinal Association. With a distinctive  
use of this palette, our various audiences will come to recognize 
our look and feel. United Spinal Association’s color palette consists 
of three main colors: orange, black, and white. While reflecting the 
colors used in the brandmark, the color palette also implies the bold 
directness of United Spinal’s core brand essence.

Whether printing on coated or uncoated paper, be sure to match 
these colors to the approved Pantone coated alternatives.

United Spinal 
Association 
Corporate Orange

Pantone® 1665 C

C:0 M:68 Y:100 K:0
R:99 G:27 B:8

Black White

The colors shown on this page and throughout this manual have not beemn evaluated by the Pantone, Inc. 
for accuracy and may not match the PANTONE® Color standards. Consult current Pantone publications for 
accurate color. PANTONE® is the property of Pantone, Inc.

IMAGERY
Selecting the right imagery or photography is critical to supporting the brand’s 
point of view internally and externally. United Spinal Association’s brand essence,  
should be used as the guiding force to determining what types of imagery should 
and shouldn’t be used. 

The imagery chosen should always be a reflection of what the organization and the 
brand are trying to communicate to different stakeholders. Key attributes and ben-
efits, like freedom, independence, optimism, hope, empowerment, determination, 
inspiration, and so forth, should be conveyed through the imagery selected. The 
goal of imagery is not just to enhance the aesthetics of a communications piece. It 
should be regarded as a critical tool for talking about United Spinal Association.

ILLUSTRATION
As with imagery, the selection of illustration should be consistent with the organi-
zation’s mission, goals and brand point of view. Using illustration provides an ad-
ditional outlet for design flexibility. It enables the brand to be presented in diverse 
design environments. Again, the choice of illustration should reflect the intentions, 
motivations, and benefits of United Spinal Association and its brand.



BUSINESS CARD SPECIFICATIONS
United Spinal Association will share various mechanicals and  
templates to allow you to quickly and easily create applications that 
take on the look and feel of the organization’s brand identity.

The example to the right is one of the mechanicals available to you.

For items not shown here, use this section as a guide and adhere to the 
United Spinal Association visual identity guidelines.

Size
3.5”x 2”

Brandmark
The United Spinal Association symbol (Pantone 1665 C) 
and wordmark (Pantone Process Black C)

Typography
Employee or representative’s name set in Helvetica Bold 9pt 
(United Spinal Association Orange Pantone 1665 C)

Corporate title of professional position set in Helvetica Light 8pt 
(Pantone Process Black C)

Contact Information
Address set in Helvetica Light 8pt/9pt (Pantone Process Black C)

Tagline
Set left justified in Helveitca Italic 8pt/11pt 
(United Spinal Association Orange Pantone 1665 C) 

Name Surname
Title and Position
Department

120-34 Queens Blvd #320
Kew Gardens, NY 11415

Tel:  718.803.3782 x000
Fax: 718.803.0414 
 
name@unitedspinal.org
www.unitedspinal.org

0p9
0.125”

0p9
0.125”

4p0
0.667”

63
1.042”

0p9
0.125”

0p9
0.125”

Business Card Front



LETTERHEAD SPECIFICATIONS
Size
8.5” X 11”

Brandmark
The United Spinal Association symbol (Pantone 1665 C) 
and wordmark (Pantone Process Black C)

Contact Information
Address set in Helvetica Light or Minion Pro 8.5pt 
(Pantone Process Black C)

Tagline
Set left justified in Helvetica Italic or Minion Pro 8pt/11pt 
(United Spinal Orange Pantone 1665 C)

NOTEPADS VERTICAL SPECIFICATIONS
Size
5.5” x 8.5”

Brandmark
The United Spinal Association symbol (Pantone 1665 C) 
and wordmark (Pantone Process Black C).

Contact Information
Address set in Helvetica Light 8pt/9pt (Pantone Process Black C).

Tagline
Set left justified in Helevetica Italic 8pt/11pt
 (United Spinal Association Orange Pantone 1665 C).

1p5
0.25”

6p0
1.00”

1p5
0.25”

1p5
0.25”

120-34 Q U E E N S B LV D. S U I T E 320 •  K E W G A R D E N S, NY 11415 •  800.404.2898

www.unitedspinal.org

US_Letterhead.indd   1 2/12/15   2:31 PM

Letterhead or Notepad (not actual trim size)

September, 2016

Mr. Sample
Name Coorperation 
Address,
City, State 12345-0000

Dear Mr. Sample,

Body copy of letter. Body copy of letter.

Sincerely,

Mr. Smith,
Vice President


