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COLOR CHART
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COLOR RATIO

COLOR GUIDELINES 

Our primary blue and gold should be predominant in most layouts. The
secondary palette can be applied as a bright pop of color or to provide

contrast. When viewing all the pieces the university creates and applying
the “squint test” to the brand as a whole, the balance of color should feel

close to what’s shown here. 
 

This chart is a guide for the mood, feelings and overall tone of our
communications. Our colors range from sophisticated to casual and from

formal to vibrant. Use this diagram as a starting point for choosing a
palette that projects the right mood for your piece. 

 



HORIZONTAL LOGO

SIGNATURE LOGOS
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https://drive.google.com/drive/u/0/folders/1N9nwgYkCkX8MD5BJUKHEdLHq_HWAQ-xt


HORIZONTAL LOGO

VERTICAL LOGO
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MAY BE USED FOR SPECIAL EVENTS, FUNDRAISING, OR RECOGNITION, PROMOTIONAL MATERIALS, AND INFORMAL MARKETING
YOU CAN FIND THESE LOGOS  HERE.

https://drive.google.com/drive/u/0/folders/1-FBEyIg0z95LmLmsD8v5t6Jk6rl1Uzyh


CIRCLE + UAF LOGO

CIRCLE LOGOS
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MAY BE USED FOR SOCIAL MEDIA AND PERSONALIZED UAF STATIONARY
YOU CAN FIND THESE HERE.

https://drive.google.com/drive/u/0/folders/1BsHyHncDdLuDr-EB7EIO-QH5mKSluLkY


https://drive.google.com/drive/u/0/folders/1semo3TEJdcR9dvP-NGp-vvzTAZrupQkM




BEFORE ADDING TEXT OR OTHER LOGOS, ALLOW
APPROPRIATE SPACE FOR THE LOGO TO BE

ACCURATELY DEPICTED.

This space is measured by the height of the “A” in Alaska and extends around
the entire perimeter of the logo.
Minimum Size: 



DO DON'T

Include the logo on any documents that
represent CBSM, and are designed for external
audiences.
Follow all CBSM logo spacing guidelines. 
Size the logo to ensure maximum visibility to the
viewer. 





TYPOGRAPHY
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DECORATIVE FONTS

Dharma Gothic E is a nostalgic, antiqued sans-serif inspired by 1800s-style wood type.
This condensed family comes in many styles, with a design that makes it a good
solution anywhere you need impact. Dharma Gothic E is good for headlines, subheads
and callouts. 

Turbinado Pro is a hand-lettered script family available in three weights. The
hand-written quality of this typeface adds a personal and expressive touch to
materials. This type can best accompany our primary typefaces as an
embellishment. Turbinado Pro is a decorative typeface that is used sparingly, for a
more personal, casual feel. 

DESCRIPTION

USE SAIRA CONDENSED IF THESE FONTS ARE UNAVAILABLE. 



COLLEGE OF BUSINESS AND SECURITY MANAGEMENT

Social Media Message
REACH A TARGET AUD



SOCIAL MEDIA 
PURPOSE COMMUNICATION





SOCIAL MEDIA 
LANGUAGE 
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WHEN CRAFTING ANY COMMUNICATION, ASK YOURSELF THE 
QUESTIONS LISTED HERE. 

 
IF YOU CAN’T ANSWER YES TO ALL OF THEM, GO BACK AND REWORK WHAT YOU’VE WRITTEN.

 

USE THE HEADLINE TO CONVEY OUR VOICE, INSTEAD OF SIMPLY LABEEABE ITTH SE

HOI N’
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ENGAGEMENT MANAGER
MARY ERNST: MEERNST@ALASKA.EDU

DIRECTOR OF DEVELOPMENT AND OUTREACH

https://uaf.edu/universityrelations/files/downloads/���Ϻ���ʷ_Brand_Guidelines_April2022.pdf
/universityrelations/
/universityrelations/guidelines/logos/index.php

