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THE RULES: 

Wordmarks & 
Assets 



Level One/Primary Wordmark/Logo
The UConn logo is the core element of the UConn brand. It is the official logo 

of the University, and is the mark most strongly associated with the UConn 

brand.

Preferred Option - UConn Logo

Alternative Option - 
University Logo

Alternative Option -
University LogoW
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Level Two Wordmarks/Logos
School, colleges, and regional campuses comprise the next tier in the UConn 

logo system. These logos cannot be altered or replicated.
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Level Three Wordmarks/Logos
For UConn entities that are not a school, college, or regional campus, a 

personal logo is appropriate. These marks allow for one or two levels of 

information hierarchy. 

Department or group names should not go beyond the width of the primary 

logo; rather, longer names must use multiple lines.

Departments may choose to use their official name or a shortened version for 

their personalized logos .
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Oak Leaf Symbol
The UConn oak leaf continues to serve as a representation of the University. 

It may be used as an identifying mark, a design element, or as part of the 

University seal. When used as a design element, the oak leaf may be used in 

its entirety or enlarged in such a way that only part of the oak leaf is visible. 

Do not skew or distort the oak leaf. It can be displayed in navy blue or black, 

knocked out in white when used on a dark background, or as a watermark.

For guidance, please contact University Communications. 

UConn oak leaf
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University Seal
The official University of Connecticut seal is the oak leaf symbol encircled 

by “University of Connecticut 1881”. The seal is the formal identifier for the 
institution and should be used for only the most formal occasions:

• University diplomas and ceremonial documents;

• Official documents used by the Office of the President, Payroll Department, 

Bursar’s Office, and the Office of the Registrar.

For any other use, please contact University Communications for review and 

permission.

Official University Seal
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Extended Brands
Extended brands and specialty badges are available only in very limited 
circumstances.

Development of all extended brands and specialty badges requires the review 

and approval of University Communications.

 

Anniversaries or events may use badges to mark the event, but must not use 

the UConn wordmark as part of the graphic.

 

Utilizing design elements such as fonts and colors in materials is recommended 

to showcase the individuality of programs.

University-wide initiative Retail establishment Anniversary badge
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University, School, and College 
Alternative Badges
To better serve the University and its departments in marketing and 

promotional efforts, alternative badges are offered for promotional items. 

These badges are not to be used to replace official university logo. 

University community usage

School and College usage
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Husky Pride Logos and Badges
The “Husky Pride” and “Students Today, Huskies Forever” logos offer the 

University community more inclusive options to show Husky pride outside the 

UConn hierarchy.

The Pride logos are meant to be used as created with no editing or 
alterations.

Husky Pride Logos

Husky Pride Badges
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Husky Pride Logos and Badges
The logos may be used as an accent mark on promotional products, apparel, or 

signage. Those usages must be approved by the Office of Trademark Licensing 

and Branding.

• The Pride logos can be used in full color, navy, black, or with knock-out text.

• If the product using the Pride logo is for a group or club fundraiser, a 

UConn-licensed vendor of collegiate products must be used.

• All product designs using the Pride logos must be reviewed by the Office of 

Trademark Licensing and Branding.



Jonathan the Husky Mascot
This artistic take on Jonathan may be exclusively used by the University 

community to show Husky Pride and excitement. Examples for usage could be 

for display in public spaces or on a T-shirt for giveaway during orientation or 

senior send-off. Departmental giveaways should still utilize the Husky Pride 
logos.

All uses must be approved by the Office of Trademark Licensing and 
Branding; once approved the office will provide the appropriate version and 

files for your needs.
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Husky Dog Logo
The Husky Dog logo is the official logo of UConn Division I sports teams, 
and as such is reserved primarily for use on athletic uniforms and retail 

merchandise.

The Husky Dog logo should not be included in email signatures except by 
UConn Athletics staff.
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THE RULES: 

Guidelines &  
Usage



Protected Area
The protected area around the logo is imperative and ensures that no other 
type, graphic elements, or slogans interfere with its clarity and integrity.

X should always equal the height of the “U” in “UConn. Type should not be 

close enough to the logo to create confusion with other words or elements.
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Minimum Size
The logo should never be reproduced smaller than one inch wide. The oak leaf 

should never be smaller than 3/8 inch wide.

The UConn logo should be at least 15 pixels tall and a minimum resolution 

of 72 dpi on websites and in digital work. Preference is for even larger sizing 

whenever possible. Please note that custom logos with more than one level of 

text will need to be sized up accordingly.
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NO SMALLER THAN 1 INCH NO SMALLER THAN 3/8 INCH



Primary Color Palette
The UConn primary color palette includes navy blue, white, and gray 

as shown below.
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PANTONE: 289

CMYK: 100 / 76 / 12 / 70

RGB: 0 / 14 / 47

WEB: #000E2F

OPAQUE WHITE

CMYK: 0 / 0 / 0 / 0

RGB: 255 / 255 / 255

WEB: #FFFFFF

PANTONE: 430

CMYK: 33 / 18 / 13 / 40

RGB: 124 / 135 / 142

WEB: #7C878E



Fonts
Font selection for copy in letters, marketing pieces, etc. is largely unrestricted. 

However, there are certain typefaces that do have use limitations in order to 

maintain brand integrity.

University of Connecticut Extended
The unique and custom typeface designed for the UConn primary wordmark, 

used by the University, UConn Athletics, and UConn Health. When used as part 

of the Brand Identity System, the words ‘UCONN,’ ‘Huskies,’ and ‘University of 

Connecticut’ appear in University of Connecticut Extended. In these cases, the 

font is considered a graphic as opposed to type.

University of Connecticut Extended may not be used as a typeface on its 
own, nor may individual letters be used in artwork or for any other graphic 
element.
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University of Connecticut Extended



Fonts
Gotham
The typeface selected for the ‘University of Connecticut’ type in the primary 

wordmark, and established custom wordmarks for UConn Health, Schools, 

Colleges, regional campuses, and UConn Health clinicals.

Usage of the Gotham font family is permitted on institutional communications, 

but is not mandated. Do not use Gotham or a look-alike font that resembles 
Gotham to create a personalized wordmark. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Arial
The typeface selected for personalized custom wordmarks for departments 

and affiliated groups. This font is editable and should be used as a complement 

to the wordmark system. The usage of Arial is also not mandated.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
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What UConn Is Not
When used in written  
communications, the word  
UConn should simply be written  
as “UConn,” not “UCONN.”



The UConn Wordmark

DO NOT change the font or add 

type to the wordmark.

DO NOT change position of any 

elements of the wordmark.

DO NOT alter the color of any part 

of the wordmark

DO NOT use the wordmark on 

distracting backgrounds or colors 

outside the UConn color palette 

unless otherwise approved.

DO NOT stretch or distort the 

wordmark.

DO NOT frame the wordmark in a 

restricting box.
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UNIVERSITY OF CONNECTICUT
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University Stationery
It is essential that all stationery items be of consistent design and print quality.

A variety of official templates, both print and electronic, are available for UConn 

academics (via P&S Services in HuskyBuy), which provide a flexible stationery 

system for the University community. No other means of producing stationery  
is allowed.

Stationery Guidelines
• Adhere to correct fields.

• Avoid abbreviations.

• Avoid hyphens.

• Avoid including ‘http://’ in your web address.
• Avoid including ‘www’ in your web address, unless necessary for the site  

to work.
• Evenly distribute words between lines (i.e., don’t leave a word alone on a line).

• Be sure to use official department/office names and titles.

• Be consistent. For instance, if you are using ampersands or hyphens, use them 

throughout.

• Put pronouns in the first title field and keep in lowercase, no parenthesis, e.g., 

she/her/hers, they/them/theirs.

S
ta

ti
o

n
er

y



Stationery Examples : Business Cards
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Stationery Examples : Letterhead
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Web Standards
UConn’s website is one of the primary ways that we communicate our 

message to the University community and external audiences. It is vital that 
all UConn websites and pages are consistent in appearance and functionality.

These standards apply to all University of Connecticut websites, unless 

otherwise noted.

Major takeaways:
• Must be on the UConn domain. No .com, .org, etc.
• We use Aurora, UConn’s instance of Wordpress.

• Other servers are reserved for more specific use-cases like research 

applications.

• Must meet basic accessibility standards. Ordered headers, color contrast, 

and descriptive alt tags are three common issues we see.

• The header and footer style is defined by the University.

• Two site titles required — one for the name of the website and the other to 

reflect the unit responsible, or parent unit.

• Contact page is required.
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School and college examples

for headers and level-one 

titles
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Example of site with white header and level-one and level-two titles, plus additional 

needs including News, Giving, and Search this Site.

Example of site with proper required footer information.



Marketing & 
Branding



Need A Logo?
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I Need A Logo
You probably don’t. And here is why. We are/You are UConn.

UConn is your primary identifier. However, you can use design 

elements such as fonts, colors, and illustrations/artwork in your 

materials to showcase your individuality. But, your artwork should 

not involve words locked up to imply and establish a logo.
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You Want Brand Recognition
Strength does not come from individualization. 

Strength comes from brand recognition. 

Strong brand identity, national recognition.

Strong brand identity, followed 

by department. No special look 

for MSQE degree/program.

Only recognizable if you know what KSI is.
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You Want Brand Recongition
Strengthen your unit’s content and visual approach by leaning into the UConn 

brand and creating BETTER content and BETTER visual appeal.
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Artwork
Maybe you need custom artwork. But more than likely you just 

need some design elements to enhance the UConn brand for your 

collateral. 

Innovations Institute 
elements

Human Rights Institute pattern

Center for Neurodiversity
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VISUAL IDENTITY GUIDELINES & IMPLEMENTATION

Graphic Elements

Graphic elements are intended to add visual interest or 
texture to a piece. They are not meant to be the main 
focal point.  They may be displayed in an accent color, 
the whole element or partially cropped. 

A variety of one to four rows of circles are provided as 
artwork, in a variety of colors from the color palette. 
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Examples in Use

Primary Color Palette

Human Rights Institute

Logo/Wordmark Visual Examples

Graphic IconGraphic Elements

Graphic elements are intended to 
add visual interest or texture to a
piece. They are not meant to be the 
main focal point. The closed circle
may be displayed as an accent color
or as part of the same color as the 
whole element.

#EDE0AA #DCBE26 #AB3F24

#000E2F #4E4C59 #EDE9E8

CMYK: 
100/76/12/70

CMYK: 
70/65/50/30

CMYK: 
6/6/6/0

CMYK: 
7/8/40/0

CMYK: 
16/21/100/0

CMYK: 
23/87/100/15

Accent Colors

Collage of visual examples implementing 
artwork and design.

VISUAL IDENTITY GUIDELINES & IMPLEMENTATION

Fonts in Use

Child Welfare Academy
INNOVATIONS INSTITUTE

Parent, Infant, & 
Early Childhood

INNOVATIONS INSTITUTE

Inn ov ations
In stitute

Int eg ra ting S yste ms .
Impr ov ing Ou tc omes.

Business 
As Usual

H I R E N E U RO D I V E RG E N T TA L E N T

Go BeyondSupport Our Mission
The Center for Neurodiversity and 
Employment Innovation is a 100% 
corporate and individual donor-driven 
initiative at the University of Connecticut’s 
Werth Institute. Our goal is to help 
organizations recruit, hire, train, and 
retain neurodivergent employees and to 
provide access to a wider audience of ND 
candidates who are empowered and better 
prepared to secure meaningful, lifelong 
employment. We invite companies to 
become stewards in this mission by making 
a philanthropic investment in the center.

Learn more at: 
s.uconn.edu/neurodiversityemployment

Center for Neurodiversity 
and Employment Innovation

Wilbur Cross Building, Suite 104A 
233 Glenbrook Road, Unit 4201 
Storrs, CT 06269

judy.reilly@uconn.edu 
s.uconn.edu/neurodiversityemployment

Neurodivergent... 
is a term used to describe people whose 
neurological differences create day-
to-day challenges. One such challenge 
is employment — the same issues 
that create barriers to education for 
ND individuals also block them from 
successful adult employment.

Conditions... 
include ADHD, autism, dyspraxia, 
dysgraphia, dyslexia, Tourette syndrome

Differences...
in time management, sensory sensitivity, 
written and verbal communication, 
social styles

• 1 in 10 people is neurodivergent

• 25% of ND college graduates 
take non-college degree-level 
employment

• Conditions ND people have 
include ADHD,  Autism, Dyslexia, 
Dysgraphia, Tourette’s,  
Learning Disabilities

• Challenges include organization, 
attention, social skills, processing, 
communication, confidence

Connect with us and learn more:
s.uconn.edu/neurodiversityemployment
Judy Reilly, Director  •  judy.reilly@uconn.edu

Put Your  
Talent To Work
Neurodivergent (ND) is a term used to describe people  
whose neurological differences create day-to-day challenges. 
Many neurodivergent students face unique challenges in securing 
internships and post-graduation employment. UConn’s Center 
for Neurodiversity and Employment Innovation (CNDEI), part of 
the Werth Institute, is positioned to support ND individuals from 
across the University with their employment-related needs.

E M P LOY M E N T S U P PO RT F O R N E U RO D I V E RG E N T S T U D E N T S

Connections to  
employers who embrace  

neurodiversity

Specialized job  
search support  

and coacing

Training for students 
 in the skills they need  

for career success

Training for employers  
to drive neurodiversity  
employment inclusion

How Can CNDEI Help?

Unemployment rate  
among neurodivergent 
individuals.  

40%



If you do need a logo. Reach out to University Communications 

where your request will be reviewed and determined if an 

exception should be made.
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Ok. But, I Need A Logo



Marketing,  
Promos, and 
Websites



Marketing Collateral, Promo Items, 
Websites, Oh My!
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You Need Promo Items
• T-shirts

• Giveaways

• Other tchotchke items

Resources to Get It Done
• School/college/unit communications 

office

• Work directly with JMA, university 

promo vendor. If working directly 

with JMA, you must share your design 

product with your school/college/

unit communications office PRIOR to 

production.

You Need Marketing Collateral
• Brochures

• Posters

• Ads: print or digital

• Flyers

• Etc.

Resources to Get It Done
• School/college/unit communications 

office 

• University Design Services, through 

University Communications

• DIY: Canva, etc.



Marketing Collateral, Promo Items, 
Websites, Oh My!
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You Need a Website
• Ask: do you really? 

• If yes, contact your school/college/unit 

communications office to make sure you 

indeed need a website and not just a 

web page on an existing site.

• Once you’re approved, discuss your 

domain structure with your school/

college communications office prior to 

requesting your website from ITS.

• Once you’re approved, you will be 

provided with a draft website. 

Resources to Get It Done
• DIY: ITS has Aurora training to get you 

on track.

• Reach out to your school/college/unit 

communications office to inquire about 

additional help available.

• Review accessibility and web best 

practices as your website will not get 

approved to go live without these.
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You Need Approval
All marketing materials, advertisements, and promo 

items must be approved by your school/college/unit 
communications office or University Communications prior 
to publication or production. NO EXCEPTIONS.
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Thank you.
Resource Contacts
Brand Guidelines and Guidance
email: brand@uconn.edu

website: brand.uconn.edu

School/College/Department contacts

Trademark, Licensing, and Strategic Partnerships
email - partnerships: partnerships@uconn.edu

email - licensing: licensing@uconn.edu

website: brand.uconn.edu




