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About this Guide

This United Way of Northeast Florida Brand Guide is meant to serve as a resource to
United Way staff, volunteers and partners to guide them in their communications. If

you have any questions on the content seen in this guide or its use, please contact

Sarah Henderson, vice president of marketing and communications, at
sarahh@uwnefl.org.
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UNITED WAY OF NORTHEAST FLORIDA

NEW BRANDING VISUAL GUIDE

Logos

The full-color versions of the logo are
preferred and should be used whenever
possible. The United Way logo font
color is blue. If the background is dark,
please use the version with the logo
font color in white.

The knockout (all-white) versions and one-
color versions are for limited color printing
(black and white copies, for example),
special use and promo items only.

Logo Don'ts

- Don't rotate

- Don’t change colors

- Don't crop

- Don't skew or stretch

- Don’t move or change elements
- Don't add effects

- Don’t change transparency

- Don’t use as copy or use logo parts in words

Photography

Photography is central to United Way’s storytelling. Use
photography that’s community-rooted and highlights

people in action. Use images that are engaging, energizing
and elevating, and showcase people connecting to their
community and each other. Also, avoid using images that are
of low resolution or poor quality, have blank backgrounds,

are out of focus, or use filters and effects.
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Fonts

Antonio in all uppercase is United Way’s rand ANleo IHlN Palanquin Thin
font for headlines. Palanquin is the brand font for Palanquin Extralight
body copy. ANTONIO LIGHT Palanquin Light

ANTONIO REGULAR  pajanquin Regular

Because Antonio and Palanquin are not AN'"]N"] SEMIBULD Palanquin Medium

universally used fonts, Arial should be used for ANTUNIU BUI.D Palanquin SemiBold
headline and body certain applications, like email Palanquin Bold

and documents intended to be shared without

. . S Arial Regular
fIrS'F saving as a PDF. Arial is supported by all Arial ltalic
major web browsers and a default font on most Arial Bold
operating systems. Atrial Bold Italic

Colors

United Way’s primary colors are derived from the logo and are blue, red and yellow. The main versions of
each color are on the top row of the graphic. The secondary color is green, and tertiary colors are purple and
black. Use the secondary and tertiary colors in supporting roles, not as the main or dominant color. Each color
has three additional shades below the main color to provide options but cannot be used on their own.

PRIMARY COLORS SECONDARY TERTIARY

R:108 G:118 B:211 R:100 G:101 B:103
#6C76D3 #646567

R:0 G:68 B:181 R:253 G:55 B:44 R:255 G:186 B:0 R:0 G:148 B:100
#0044B5 #FD372C #FFBAOO #009464

C:63 M:56 Y:0 K:0 C:61 M:52 Y:50 K:20
Pantone 2124 C Pantone 4195 C

C:93 M:78 Y:0 K:0 C:0 M:91 Y:88 K:0 C:0 M:30 Y:100 K:0 C:85 M:18 Y:78 K:3
Pantone 2728 C Pantone Bright Red C Pantone 7549 C Pantone 340 C

R:78 G:74 B:166 R:34 G:30 B:31
#4E4AA6 #221E1F

R:21 G:107 B:76
#156B4C

R:33 G:41 B:107 R:209 G:38 B:38 R:244 G:121 B:37
#21296B #D12626 #F47925

(C:88 M:34 Y:80 K:24
Pantone 6160 C

C:82 M:82 Y:0 K:0 C:70 M:68 Y:64 K:75
Pantone 2103 C Pantone 419 C

C:100 M:97 Y:28 K:16 C:12 M:100 Y:100 K:0 C:0 M:65 Y:98 K:0
Pantone 3581 C Pantone 1795 C Pantone 6018 C

R:80 G:130 B:240 R:250 G:212 B:47 R:130 G:216 B:164
#5082F0 #FAD42F #82D8A4

C:69 M:49 Y:0 K:0 C:3 M:14 Y:91 K:0 C:48 M:0 Y:48 K:0

Pantone 2718 C Pantone 115 C Pantone 345 C

R:167 G:210 B:255 R:255 G:215 B:208 R:255 G:234 B:208 R:198 G:247 B:218 R:192 G:198 B:252 R:204G:204 B:204
#A7D2FF #FFD7DO #FFEADO #C6F7DA #CoC6FC #CCCccc

C:31 M9 Y:0 K:0 C:o M:18 Y:12 K:0 C:o M:8 Y:18 K:0 C:21 M:0 Y:20 K:0 C:22 M:19 Y:0 K:0 C:0 M:0 Y:0 K:20
Pantone 2717 C Pantone 698 C Pantone 7401 C Pantone 2253 C Pantone 2120 C Pantone 2330 C



Initiative logos

We have three initiatives with their own logos: United Way 211, 988 Florida Lifeline and Full Service Schools.
211 is a national brand governed by United Way Worldwide.

988 Florida Lifeline is a statewide brand that is governed by the Department of Children and Families and
Lutheran Services Florida.

Full Service Schools is a collective impact initiative between several local entities.

These logos can be used as a lockup with the United Way logo or on their own. Best practice would be to use
the United Way logo (and sometimes all partner/sponsor logos) on the piece as well.

Please note: there is also a 988 national logo; to avoid brand confusion we do not use this logo.
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Type treatments

Type treatments are type representations of segments of our work and outreach (giving societies, initiatives,
etc). They are not logos because they don’t stand alone and without the United Way logo don't fully represent
the group or initiative. For our initiatives, we use type treatments to align with the “branded house” strategy.

There are also several type treatments for giving groups, initiatives and other services like the Volunteer Hub.
These may be used as lockups with the United Way logo or they can be used by themselves. However, if you
do this, you must also have the United Way logo somewhere on the page.

You cannot use the type treatments without also including the United Way logo.
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Design tips

e  White space is your friend: White space around text, logos and graphics makes your design cleaner and

easier to read.
e Separate elements: Give extra space between text, logos, graphics and margins.

e Be careful with full-color backgrounds: Only use them on a full page for large images or bold, minimal text.

Paragraphs on bright/dark colors are hard to read.

e Leverage alignment tools: Most applications have them, and they can help you not only left, center or right

align, but also add equal spacing between items.

e Contrast matters: Use white text on dark backgrounds and black/dark text on light backgrounds. This is

important for readability, particularly for those who are visually impaired.

o Simplify: Before finalizing, revisit with fresh eyes. In the wise words of Coco Chanel: “before you leave the

house, look in the mirror and take one thing off.” Less is more.



UNITED WAY OF NORTHEAST FLORIDA

MESSAGING GUIDE

What is messaging?

Messaging is the art of communicating your brand clearly and effectively to an audience.
Whether you're conveying a marketing campaign, sharing information on a program, fundraising
for a cause or explaining a company’s mission, consistent and clear messaging helps you
connect with others, inspire action and make a lasting impact.

When done well, messaging is powerful because it helps you cut through the noise, grab
attention and create a meaningful relationship with your audience. It's not just about words — it's
about the feeling and understanding you create around your message.

Why does messaging matter?

e Clarity: It makes sure your thoughts are easy to understand and impactful. You won’t
lose your audience in confusion.

* Connection: Effective messaging builds trust and engagement. When people feel
understood, they’re more likely to take action, whether it's making a purchase,
supporting a cause or simply following you.

* Consistency: Messaging helps you stay true to your voice and brand, ensuring
your message is always aligned with your organization no matter where you
communicate.

If you want to be heard, remembered and embraced, using the correct messaging is key. It's a
powerful tool that, when followed and mastered, can turn simple words into unforgettable
experiences.



Mechanics

AP Style

For copywriting, United Way adheres to AP Style in all external-facing print materials,
promotional items and digital marketing communications.

AP Style is important in the fields of journalism, public relations and any profession
that involves clear, concise communication.

It allows for consistency, reflects credibility and professionalism, improves readability
and saves time in the editing process.

Examples of common AP Style rules:
+ Abbreviate months with dates (except March through July): Dec. 4, Aug. 5
* Periods in times (but no “00”): 3 p.m., 10:30 a.m.
+ No Oxford comma: Sarah’s cat is orange, fluffy and funny.

United Way’s Voice

In writing for brands, maintaining a consistent voice is critical for brand identity. A
brand’s voice should align with its values, personality and target audiences. United
Way'’s brand voice is:

* Positive, but not over-the-top

= Modern, but not esoteric (for example you would never use “esoteric”)

e Authentic, but not too casual

* Relatable, but still professional

e Clear, but not boring

= Inviting, but not desperate

Example:
= V1: The initiative facilitates referrals for help with rental assistance and food
access.

V2: At 211, we connect people to available services they need, including help
with food and rent.



ALICE

United Way of Northeast Florida uses ALICE data to better understand the population of those
struggling to make ends meet in our community and make decisions on needed programs,
initiative and resources.

The report publishes annually and shares local information on households in poverty and those
known as ALICE (Asset-Limited, Income-Constrained, Employed). ALICE families earn above
the Federal Poverty Level but less than the basic cost of living for their community. ALICE
families are typically those working one or more low-wage jobs with little or no savings and are
often overlooked and undercounted by traditional poverty measures.

Key Messages

+ Nearly 40% of Northeast Florida households struggle to make ends meet, according
to the ALICE report from United Way of Northeast Florida and its research partner
United For ALICE.

- ALICE families earn above the Federal Poverty Level but less than the basic cost of
living for their community. ALICE families are typically those working one or more low-
wage jobs with little or no savings and are often overlooked and undercounted by
traditional poverty measures.

« ALICE data reveals differences in financial hardship across various demographics:

o 65% of individuals under age 25 and more than half of people over age 65
struggle to make ends meet.

o 76% of single female-headed households live below the ALICE threshold, compared
to 18% of married households.

* The Household Survival Budget reflects the minimum cost to live and work in the region
and includes housing, childcare, food, transportation, health care, a smartphone plan
and taxes. It does not include savings for emergencies or future goals like college or
retirement.

« Toread the full ALICE report and to access the interactive ALICE data dashboards,
unitedwaynefl.org/alice.

» United Way also offers an interactive, educational “Meet ALICE Experience” to help
raise awareness of the ALICE population. To learn more about this experience, email
volunteer@uwnefl.org.

Key Phrases: living below the ALICE threshold, struggle to make ends meet
FYI: ALICE is listed without any periods, never as A.L.I.C.E.

Common Errors: the “nearly 40%” language is for Northeast Florida, not Duval; it's also ALICE and
poverty data combined.
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Mission, Vision and Impact Areas

Mission
United Way of Northeast Florida’s mission is to solve our community’s toughest
challenges by connecting people, resources and ideas.

Vision
United Way of Northeast Florida envisions a community of opportunity where
everyone has hope and can reach their full potential.

Impact Areas

o Financial Security
Creating a stronger financial future for every generation

e Youth Opportunity
Helping young people realize their full potential

e Healthy Community
Improving health and well-being for all

11



Sample Elevator Pitch*
Uses cases: core language in print or digital materials, scripts or talking points

United Way of Northeast Florida helps solve local issues by uniting people and
possibilities. We deliver services, provide funds and mobilize volunteers where
they’re needed most to strengthen financial security, create youth opportunity and
build a healthy community. By addressing today’s needs and shaping tomorrow’s
opportunities, we're creating a community where we all have what we need, help
how we can and work toward a better future.

Shorter options:

Option 1: United Way of Northeast Florida unites people and possibilities to help
solve critical local issues. We deliver services, provide funds and mobilize volunteers
where they’re needed most to create a community where everyone has hope and
can reach their full potential.

Option 2: United Way of Northeast Florida delivers services, provides funds and
mobilizes volunteers where they're needed most to strengthen financial security,
create youth opportunity and build a healthy community for all.

*As of October 2025, we are developing new versions. Please see marketing for any
guestions in the meantime.

Brand Story

Uses cases: video or radio script, print and digital materials, social media — elements used or full
use depending on context, talking points/event scripts

Life is full of memorable moments. Laughter in the air as a child wobbles down the
sidewalk on their first bike. The nervous excitement of walking into your first job after
college. The quiet pride of turning the key in the door of a place you can finally call
home.

These are the moments we live for — rich with feeling, full of meaning. And every
day, people across our region are working hard to create more of them.

But life sometimes has a way of getting in the way — with housing that’s too
expensive, grocery prices that keep going up and child care that’s hard to find or
afford. Right now, nearly 40% of families in our community are struggling to make
ends meet. They face tough choices because the next opportunity isn’t always within
reach.

12



United Way of Northeast Florida, we know those struggles are real — but they’re just
one part of the story. Also moments along the way.

For more than a century, we’ve been walking alongside individuals and families,
helping them move through today’s challenges and realize tomorrow’s possibilities.
We deliver services, provide funds and mobilize volunteers where they’re needed
most to strengthen financial security, create youth opportunity and build a healthy
community.

Because when even one person succeeds, our whole region grows stronger.
This is how change happens. Not all at once — but together.

Join us in building a community where we all have what we need, help how we can
and work toward a better future for ourselves and the generations to come.

Key Phrases

The following are phrases United Way prefers be used when communicating about its work.

= Struggle to make ends meet
 Community impact

= Individuals and families in need

- Moving families through today’s » Low-to-moderate income families

challenges to realize tomorrow’s > Get involyed _
possibilities « Community of opportunity

- Leading change together  Full potential
» Real people. Real impact.

= Creating hope and opportunity
= Provide hope and opportunity
= Uniting people and possibilities

Avoid: The United Way (“the” not needed)
Avoid: Amplify Good (Old term)

Avoid: UWNEFL (internal acronym only)
Avoid: Education, Income and Health (Old focus areas)
Avoid: Poor (insensitive term)

Hashtags:
#unitedwaynefl, #LiveUnited



Fundraising

Sample Giving Language

When you give to United Way, every dollar does more. No matter how large or small,
every gift helps United Way of Northeast Florida address critical local issues by
delivering services, providing funds and mobilizing volunteers where they’re needed
most to strengthen financial security, create youth opportunity and build a healthy
community for all.

Sample Thank You Language

Thank you for investing in a better Northeast Florida. Because of your generosity,
more people will realize tomorrow’s possibilities — reaching milestones like landing
their first job with benefits, enrolling a child in high-quality early learning or finally
feeling secure in a place they call home.

Where to Give Online
unitedwaynefl.org/qgive

Giving Societies

Atlantic Circle (YP group; $500+ annually)

Atlantic Circle brings together young professionals who want to strengthen their
network and the community where they live, work and serve. As the future of
philanthropy, members of this group learn about local issues and philanthropic
impact, make meaningful friendships and deepen their passion for lifelong service.
Membership is open to young adults who give $500 or more annually.

Women United (women leaders group; $1,000+ annually)

Women United brings together purpose-driven leaders who share a passion for creating positive
change. This energetic group inspires and empowers members through philanthropy, volunteering,
learning experiences and socials that celebrate their unified impact. Membership is open to service-
minded women who support United Way with an annual gift of $1,000 or more.

Emerging Tocqueville (rising philanthropists; $2,500 step-up program)

Emerging Tocqueville offers donors a unique pathway to deepen their philanthropic impact. With an
initial $2,500 gift, donors enter a three-year step-up program unlocking select Tocqueville Society
benefits. Upon completion, they can take the bold next step and accept the Weaver Challenge — a

three-year rising pledge that offers immediate Tocqueville Society membership
14
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Tocqueville Society (leading philanthropists; $10,000+ annually)

Tocqueville Society unites our region’s most generous philanthropists, influential business leaders
and innovative entrepreneurs. Members are closely connected to United Way’s mission and inspire
others through their generosity. They enjoy exclusive social gatherings and unparalleled giving
opportunities that enhance and reinforce their extraordinary commitment to community change.
Membership in this prestigious group is open to individuals who give $10,000 or more annually to
United Way.

Leaders United ($500+ annually)

Leaders United recognizes committed donors who power United Way’s community-driven solutions.
This recognition level brings donors closer to our work through exclusive updates and events that
showcase the impact of their generosity. With an annual gift of $500 or more, donors are
automatically included in Leaders United.

Legacy Society (planned gift donors)

The Legacy Society recognizes community members who include United Way in their planned
giving. This recognition celebrates those who create a legacy by making philanthropic decisions
today that will contribute to a better tomorrow. Donors who make planned gifts of any size are
automatically included.

Stein Fellowship (Atlantic Circle members in a one-year learning and mentoring cohort)

The Stein Fellowship inspires young professionals to commit philanthropically and professionally to
our region’s future. This transformative year-long experience strengthens and accelerates their
leadership through eye-opening programs, hands-on service and multi-generational mentorship.
Stein Fellows are selected through a competitive application and interview process. Atlantic Circle
membership is required.

Loyal Donors (individuals who have given to any United Way for 10 years or more)

Diamond Donors (individuals who have given to any United Way for 25 years or more)

15



United Way'’s Initiatives

United Way 211

In 1985, United Way of Northeast Florida launched what is now United Way 211 — an
integrated information and referral helpline and online database that connects people
of all ages and walks of life to essential health, human and social services. Any caller
can get up-to-date information on essential needs such as rental assistance, housing,
shelter, utilities, food, after-school programs, transportation and more. 211 provides a
critical step in giving families opportunities for a better life. Learn more:
unitedwaynefl.org/get-help

Key phrases: 211, dial 2-1-1, information and referral helpline

FYI: United Way 211 on first reference, 211 after; only use hyphens in the name
when the word “dial” precedes 211

988 Florida Lifeline

In 2022, United Way of Northeast Florida launched the new crisis and suicide team
for the U.S. expansion of the National Suicide Prevention Lifeline, now known as the
988 Florida Lifeline, or 988. Available 24/7/365, this lifeline provides judgement-free
support for individuals experiencing emotional distress, suicidal thoughts or
substance use crises. Individuals can dial or text 9-8-8 during a mental health or
substance use crisis or if a loved one is showing emotional distress. They will be
connected with a trained crisis specialist who can listen, offer coping strategies and
provide immediate support. Chat support is also available nationally. Learn more:
unitedwaynefl.org/988lifeline

Key phrases: 988, dial 9-8-8, lifeline

FYI: 988 Florida Lifeline on first reference, 988 after; only use hyphens in the name
when the word “dial” or “text” precedes 988
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Achievers For Life

Achievers For Life (AFL) is an early-intervention program for middle school students who are
identified as at-risk for not graduating high school on time. The program provides students with
academic assistance, guidance and social/emotional support during the school day. Parents are
given support to identify family strengths and address obstacles that prevent students from
excelling in school. Learn more: unitedwaynefl.org/achievers-for-life

Key phrases: early-intervention dropout prevention program

FYI: AFL is OK to use on second reference; “For” is always capitalized in the name; we do not
deliver this program in-house — this is administered by The LID Jewish Family & Community
Services.

Full Service Schools

In 1991, United Way of Northeast Florida, Duval County Public Schools and the Kids
Hope Alliance launched Full Service Schools, enabling over 3,500 students and
families annually access to a range of health and social services with the goal of
removing non-academic barriers to success in school. Each Full Service Schools site
strives to meet the specific neighborhood needs, whether it be mentoring, counseling,
medical and health services, and more. Learn more: unitedwaynefl.org/full-service-
schools

Key phrases: non-academic barriers to success; administered by United Way and partners

FYI: common typo of an “s” on “Service;” do not use the acronym FSS (can be
confused with partner agency Family Support Services); United Way is one of
several partners involved in this collective impact initiative so it is not “our” (United
Way’s) program

Housing

In 2023, United Way of Northeast Florida invested $10 million to protect and increase
homeownership in Jacksonville. The initial $1 million investment is supporting
rehabilitating owner-occupied homes and resolving ownership issues for inherited
properties in North Riverside and the Historic Eastside. The remaining $9 million is
being invested to improve the Jacksonville ecosystem for housing ownership and
affordable housing opportunities, including ownership preservation, infill development
and nonprofit capacity-building.

In June 2025, United Way announced $4 million of these dollars alongside a $1
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million investment from LISC Jacksonville will be used to establish a housing
development loan fund for underserved Jacksonville neighborhoods. LISC
Jacksonville will serve as the loan servicer, compliance monitor and construction
inspector to manage financing for United Way’s new homeownership construction
projects in low-income zip codes. Learn more: unitedwaynefl.org/blog

Key phrases: housing, heirs rights, Out East, Historic Eastside, North Riverside

FYI: We are removing “affordable” from “affordable housing” to reduce stigma

Mission United

In 2019, United Way of Northeast Florida launched Mission United, a Veteran-peer-
based community network connecting Veterans and their families to critical health,
human and social services. More than 450,000 active-duty military, Veterans and
their families call Northeast Florida home, but many struggle navigating a complex
network of Veteran services. Mission United connects these individuals and families
to the support they’ve earned and the help they need to survive — and thrive — in our
community. Learn more: unitedwaynefl.org/missionunited

Key phrases: Veteran care coordination; active-duty military, Veterans and their
families; Veteran care coordinator

FYI: “MU” is an internal acronym only; do not use in external documents; capitalize
the “V” in “Veteran”

RealSense

In 2004, United Way of Northeast Florida launched RealSense, which provides free
tax preparation services to help families and individuals save money and build assets.
RealSense and its hundreds of volunteers help prepare taxes free of charge for
thousands of individuals and families, improving the financial well-being of families
across Northeast Florida. Learn more: unitedwaynefl.org/realsense

Key phrases: financial well-being initiative, low-to-moderate income families, families
living below the ALICE threshold

FYI: Please do not use Real$ense in copywriting, only RealSense; also, capitalize the
“S” always; RealSense is always one word
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Success By 6

Research has demonstrated that the early years of a child’s life are some of the best opportunities
for learning and education. However, for those who could benefit most from early learning in the
Northeast Florida community, the opportunity is often out of reach. To meet this need, United Way
has partnered with top-rated early learning centers to provide Success By 6, an initiative that offers
two-year scholarships to hardworking families who do not qualify for state subsidies, providing their
children with access to high-quality early learning. Learn more: unitedwaynefl.org/success-by-6.

Key phrases: Success By 6, high-quality early learning, scholarships

FYI: “By” is always capitalized; we do not deliver this in house — this is administered by the Early
Learning Coalitions of Duval and North Florida and Episcopal Children’s Services; do not use the
acronym SB6 externally

Volunteer Hub

The premier destination for volunteerism in Northeast Florida, United Way’s Volunteer
Hub provides countless opportunities to roll up your sleeves and volunteer to make a
difference in our five-county region. Whether you’re a volunteer seeking service
projects or a partner agency seeking volunteers, the Volunteer Hub can connect you
to getting things done for your community. Projects are available for groups and
individuals, whether you prefer in-person or virtual activities. Visit United Way’s
Volunteer Hub today at unitedwaynefl.org/volunteer.

Key phrases: Volunteer Hub

FYI: Please do not use “Get Connected” or “Galaxy Digital,” these are software platform brand
names, not the name of our Volunteer Hub
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https://unitedwaynefl.org/financial-well-being/success-by-6/
file:///C:/Users/katelynv/Downloads/unitedwaynefl.org/volunteer

Brand Language Do’s and Don’ts

Below is a quick-reference chart with common United Way terms and phrases — what’s on-

brand and what to avoid.

This

Not that

United Way of Northeast Florida or United
Way (on second reference)

UWNEFL (internal use only) or United
Way NEFL; no “the” in front of name

Financial security, youth opportunity,
healthy community

Education, income and health

Impact areas

Focus areas

Live United

LIVE UNITED, live united, Live UNITED
or live UNITED, Live Untied

First Coast Relief Fund or Relief Fund (on
second reference)

FCREF (internal use only)

Volunteer Hub

Get Connected or Galaxy Digital

Mission United

MU (internal use only)

Women United

WU (internal use only)

Atlantic Circle

AC (internal use only)

President and CEO Melanie Patz or
Melanie Patz, president and CEO

CEO Melanie Patz, President Melanie
Patz,

Melanie Patz, CEO, Melanie Patz,
President
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2-1-1 (except when the word “dial” is in
front of it)

088 Florida Lifeline on first reference; then
088

9-8-8 (except when the word “dial” or
“text” is in front of it)

Tocqueville Society

Tocqueville, Toc, ADT

RealSense Real$ense, Real Sense
ALICE Alice, A.L.I.C.E., alice
and & (unless it’s part of the brand name)

Hi#H

This Brand and Messaging Guide offers an overview of key messaging and visual brand
guidelines for United Way's work. If you have any questions or need additional guidance
beyond what’s included here, please feel free to reach out to Sarah Henderson Daugherty, VP
of marketing and communications, at sarahh@uwnefl.org.
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