


2 0 1 4 



OUR MISSION     5

OUR MANTRA     7

BRAND ATTRIBUTES    8

STYLE GUIDE INTRODUCTION   10

ALUMNI LOGO      12

ALUMNI WORDMARK    18

LOGO VS. WORDMARK    26

COLOR      29

TYPOGRAPHY     31



The Nebraska Alumni Association’s mission is to promote the achievements and 
aspirations of the University of Nebraska-Lincoln by engaging its students, alumni 
and friends.

OUR MISSION
We cannot fully achieve our goals as a university without 
the active engagement of our alumni. 

- Chancellor Harvey Perlman
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Our community of alumni and friends is connected by more than 
a campus and degree programs. We share a bond: memories, 
experiences and traditions that we value dearly and continue to 
celebrate. At Nebraska, we grew. We made friendships that last a 
lifetime. We became the people we are today. Our shared pride of 
place keeps us connected and moving forward together.

The celebration of our bond and the Nebraska traditions and 
values that surround it are the basis for our motto: Love Nebraska. 
It expresses sincere and heartfelt feelings about our university and 
it recalls for our alumni and friends the sense of community we all 
share. By supporting our university, we’re supporting each other 
and our state. Love Nebraska and Go Big Red.

OUR MANTRA
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The Nebraska Alumni Association exists to celebrate, 
love and advance the University of Nebraska-Lincoln. 
In the voice of everything we do—events, 
publications, and advertisements—exists a tone of 
enthusiasm, loyalty and love for Nebraska. We’re 
committed to our university and to our alumni and 
friends. We’re nostalgic. We’re proud of our bonds and 
traditions, and we’re passionate about telling it to the 
world. We value sentiment and strive to make 

OUR ATTRIBUTES
SPIRITED
HARD-WORKING
GREGARIOUS
LOYAL
KIND 
ALTRUISTIC
SENTIMENTAL

connections with our alumni and friends through 
personal communication and relatable stories. 

Our tone is spirited, but not giddy. We celebrate our 
past, but place emphasis on support of Nebraska’s 
future. We’re loyal to the university and its departments, 
but not bull-headed. We embrace diversity, and 
celebrate our alumni from all walks of life.
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The Nebraska Alumni Association’s brand identity is rooted in nostalgia, school spirit, and love 
for the university. Our visual identity reflects these feelings with a nod to our past, incorporating 

a throwback look with a modern twist that appeals to a diverse alumni base. In our typogra-
phy, we balance bold, athletic-feeling fonts with a spirited script. Our scarlet and cream colors 
are striking, but also warm and familiar to alumni, fans and friends. Imagery used in print and 
digital material is a mix of historical and present-day photos that both celebrates our past and 
emphasizes our progress. The combined effect of these elements creates nostalgic and classic-

looking undertones brought to life with contemporary application.
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25% Black. Only for 
use on white backgrounds.

White border visible
around “N”.

White border visible
around “N”.  Mark is 
permissible on photo 

backgrounds provided 
all words and lines are 

visible.

Border around “N” 
is clear.

Restricted to 
merchandise.

Alumni “N” Treatment

The alumni “N” is the Nebraska Alumni Association’s 
official logo and the most easily recognizable symbol 
connecting the NAA to the University of Nebraska. 
Because the “N” has historic significance as a 
university identifier, this mark is our primary logo.

Special case should be taken to ensure legibility of 
the word “alumni” when resizing. 

THE ALUMNI “N”
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Clear space indicates the area around the logo 
that should not be infringed by other graphical 
elements. Minimum clear space around the alumni 
“N” must be at least 1/4 of the NAA logo width.

Clear Space
To ensure legibility of all words and numbers, the 
wordmark should never appear smaller than 0.5‘‘ 
or 36 px.

Size

0.5’’ minimum in print
36 px minimum on screen

0.5’’ minimum 
in print

Maintains appropriate
font size and distribution 
to  balance wordmark. 

Type should be 
uppercase Memphis 

Bold, left justified.

Type is centered.

Naming Lockups
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One-color red restricted to 
merchandise.

Do not alter lines.Do not distort.

Do not tilt.Do not alter or replace N.

Logo Usage

Do not use black on red. Do not use non-approved 
colors.

Do not apply lighting effects.

Do not combine with other 
graphical elements.

Do not use as lettering.Do not add drop shadow.

EBRASKA
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Do not remove “Alumni” 
from logo.



This version of the mark works 
well as an identifying mark where 
the logo does not hold a place of 

prominence on a piece. This version 
should not be used in a lockup. 

The full-version of the mark is intended 
for stand-alone treatment where the 
mark is featured prominently on a 

design or piece. It is the preferred treat-
ment of the mark. This version should 

not be used in a lockup. 

This version of the mark is only 
intended for use as part of a lockup. 

Wordmark Variations

The Nebraska Alumni Association’s wordmark serves as 
a secondary, more horizontal option to the official logo.  
It is reminiscent of a seal and aids in applying a throw-
back feel to our visual identity. Use is based on designer 
discretion.

As with the official logo, legibility of all words should be 
maintained when resizing the mark.

THE WORDMARK
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Clear space indicates the area 
around the logo that should not 
be infringed by other graphical 
elements. Minimum clear space 
around the wordmark must be at 
least 1/6 its width.

Clear Space

Guidelines for determining clear 
space should be placed vertically on 
the outer bounds of the wordmark, 
and horizontally on the top of the 
wordmark and striking through the A 
in “Alumni”.

Guidelines for determining clear 
space should be placed vertically on 
the outer bounds of the wordmark, 
and horizontally on the uppermost 
point of the mark and underneath the 
arch of the word  “Alumni”.

To ensure legibility of all words and numbers, 
the wordmark should never appear smaller 
than 1.25‘‘ or 90 px.

1.25’’ minimum in print
90 px minimum on screen

Size
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1.25’’ minimum in print Maintains appropriate
font size and distribution to  

balance wordmark. 

Type should be 
uppercase Memphis Bold, 

left justified.

Color Treatment Knockout

25% BlackTwo-color100% Black

Naming Lockups

Type is centered.

Photos

Must remain legible.
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One-color red restricted
to merchandise only.

Do not resize elements. Do not use any variation
of red and black.

Do not distort.

Do not alter color order. Do not alter spacing.

Wordmark Usage

Do not tilt.

Do not combine with other 
graphical elements.

Do not use non-approved colors.

Do not use fills.

Do not treat with lighting effects.

Do not outline.
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The alumni “N” is less visually complex than the 
wordmark, and thus works well on large print 
material (signs, posters, and banners) where the 
viewer must quickly identify our ownership. 

This mark does not always work well when 
reproduced small or on certain merchandise. On 
any print or digital piece, legibility of the word 
“alumni” should be maintained. 

THE ALUMNI “N”
Size, layout and amount of copy in a piece are 
important factors in deciding if and where to use 
the wordmark. The wordmark generally works 
well in small to medium print pieces (letterhead, 
invitations, flyers, and certain print advertise-
ments and merchandise) where the viewer has an 
opportunity to look at the piece in detail. It is better 
formatted for horizontal spaces than the official 
logo.

THE WORDMARK
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PMS 186
 CMYK 0, 100, 81, 4

RGB 227, 24, 55 

PMS 7506
 CMYK 0, 6, 13, 0

RGB 254, 234, 210  

White

100% Black 25% Black

Primary Color Palette

COLOR

As the popular chant “Go Big Red!” 
indicates, red is the dominant color in the 
NAA color scheme.  This is followed by a 
cream accent color, white, and shades of 
black. 

Because red is an integral part of our 
visual identity, the integrity of the color 
should be maintained and percentages of 
red (ultimately appearing pink) should not 
be used. Gradients are appropriate only 
when the transition is from the 
standard red to a slightly darker version 
of the same red, and should only be used 
for digital art (no print). Appropriate gradient

(digital only)

29



The Nebraska Alumni Association’s font 
family is reminiscent of typography used 
in Nebraska yearbooks in the early 1950s, 
and adds to the modern throwback feel of 
the brand’s visual identity. 

TYPOGRAPHY

Trade Gothic
Condensed

Santeli Light

Memphis

Adobe Garamond Pro
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THE QUICK BROWN FOX JUMPS OVER THE LAZY DOG.

Trade Gothic Bold
Condensed No. 20

Trade Gothic
Condensed No. 18

Bold Condensed No. 20 

THE QUICK BROWN FOX JUMPS OVER THE LAZY DOG.
Bold Condensed No. 20, Oblique

The quick brown fox jumps over the lazy dog.
Condensed No. 18

The quick brown fox jumps over the lazy dog.
Condensed No. 18, Oblique 

When used as a headline, Trade 
Gothic Bold Condensed No. 20 
should be all uppercase.  
Lowercase treatment of the 
headline should be in Condensed 
No. 18 (see below).

When used as a headline, 
preferred treatment of Trade 
Gothic Bold Condensed No. 18 is 
sentence case.

Memphis Bold & Medium

Memphis Bold

Memphis Bold Italic

Memphis Medium

The Memphis font may be used as a 
secondary heading or as a paragraph 
body (see page 35). Memphis Light 
should not be used as a heading. THE QUICK BROWN FOX JUMPS OVER THE LAZY DOG.

The quick brown fox jumps over the lazy dog.

Memphis Medium Italic

THE QUICK BROWN FOX JUMPS OVER THE LAZY DOG.
The quick brown fox jumps over the lazy dog.

Heading 1 Heading 2

THE QUICK BROWN FOX JUMPS OVER THE LAZY DOG.
The quick brown fox jumps over the lazy dog.

THE QUICK BROWN FOX JUMPS OVER THE LAZY DOG.
The quick brown fox jumps over the lazy dog.
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The quick brown fox jumps over the lazy dog.

Santeli Light

Script Accent 

Adobe Garamond Pro

Memphis Light

The quick brown fox jumps over the lazy dog. 
RegularAdobe Garamond Pro is intended for 

use in a paragraph body and should 
not appear as a primary or secondary 
heading. It is the required font for 
official business documents.

Paragraph Body

The quick brown fox jumps over the lazy dog. 

Memphis Light

The quick brown fox jumps over the lazy dog. 
Bold

The quick brown fox jumps over the lazy dog. 
Italic

Memphis light may be used as 
paragraph body for  certain 
advertisements and publications, but 
should not be used on official 
business documents.

The quick brown fox jumps over the lazy dog. 

Memphis Light Italic

Santeli Light is an accent font 
that should only be used spar-
ingly and for emphasis. It should 
appear in conjunction with other 
fonts in the family, and should 
not be used as paragraph body 
or in long sentences. It should 
never be treated in uppercase.

Go Big Red!

Dear Fred,June 17, 2015

Welcome!
You’re Invited!

&
of

vs.

or

Numbers, Dates & 
Times

Salutations &
Expressions

Conjunctions &
Short Words

6:30 pm
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