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Welcome to the brand guidelines for Uncharted. This document 

will help you understand who Uncharted is so you can articulate 

our unique personality through design and language.

This document is a reference tool for creating promotions, 

emails, graphics, blog posts and website content, among many 

other things. In the following pages you’ll find both the visual and 

communications elements of our new brand, including some dos and 

don’ts and examples of our brand in action. If you have any questions 

about this document and how to apply it, please contact the

communications team.

Hello
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Everyone has their own, individual way of thinking, acting, talking and 

writing. We call this someone’s personality. Organizations also have 

their own unique personalities—we call that brand personality.

Almost every piece of communications material that Uncharted 

produces is an opportunity to put our brand personality to work. 

It’s a big job, and it will take a team effort to execute it well, but the 

more consistently we apply our brand voice, the more sharply and 

effortlessly it will come into focus.

WHAT IS A BRAND PERSONALITY?A Unique Personality
For Uncharted
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It’s an expression of the people behind the brand: Our brand 

personality embodies and expresses our brand’s positioning and 

values. It represents what we stand for and what drives the people 

who make up our organization.

It sets us apart from the pack: Our brand personality should be 

distinctive, recognizable and unique. Every element of how we speak 

and write will be considered: word choice, sentence length, pacing and 

so forth.

It builds trust: There is a strong link between familiarity and trust; 

because something familiar requires little effort to process mentally, 

we’re more likely to feel at ease with it. We must be consistent in our 

language so that our way of writing and speaking becomes familiar to 

our audience.

WHY A BRAND PERSONALITY MATTERS

It can be used to influence and persuade: As Maya Angelou once 

said, “People don’t always remember what you say or even what you 

do, but they always remember how you made them feel.” It’s often 

the way we say something that creates a certain feeling, and carefully 

chosen words can be used to persuade or influence an audience. By 

and large, a successful brand personality should go without notice. The 

aim is not for our audience to remark on our great writing, but instead 

to remark on our great business.
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Understanding who we are and what we stand for is key to 

bringing our brand personality to life. Our brand positioning 

statement captures this and inspires all of our communications, 

even if we don’t necessarily say it exactly the same way 

every time.

The Core Of 
Our Brand
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Uncharted is the social impact accelerator for 
people who are determined to tackle the world’s 
most intractable problems, but who know the 
same old approaches aren’t working. We work with 
innovators willing to take big leaps in the name 
of big change. Unlike other accelerators, we zero in 
on a problem, find the right people to attack it, 
then meaningfully measure our progress.

BRAND POSITIONING STATEMENT

People: We started out working directly with entrepreneurs, but have 

evolved our model to team up with forward-thinking foundations, 

NGOs, governments and corporations. One thing that’ll never change: 

our boundless belief in people. 

Innovators willing to take big leaps: We attract social innovators 

from all backgrounds who understand that creating a new world 

requires a new generation of leaders willing to try something different 

to show what’s possible. 

Right people to attack it: Drawing from our vast network, we 

assemble an army of entrepreneurs, mentors and funders that attack a 

problem from all sides. If we don’t beat it outright, we’ll at least make a 

decent dent. 

Measure our progress: Then, we do a celebratory dance and start 

again, constantly improving our methodology based on what we’ve 

learned from our successes and especially our failures. 
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We know what we stand for, but how will others know about our 

game-changing approach to tackling the world’s most persistent 

problems, and the indomitable spirit with which we do it? To capture 

what’s unique about what we do and how we do it, we adopt an 

archetype called the Mindful Maverick. 

Part role-playing exercise, part literary exploration, the Mindful 

Maverick gets all of us writing from the same mental space. The 

Mindful Maverick is not something we share with the outside world. It’s 

an internal creative device that helps push our communications to a 

distinct place.

Mavericks are creative and skillful pioneers who invite disruptive 

innovation. They aren’t afraid to break the rules—in fact, they relish it—

and are constantly challenging the status quo to help people see new 

possibilities and new ways of doing things. Mindful Mavericks, however, 

understand that people and their values, beliefs and traditions matter. 

Effective change—no matter how radical—needs to honor, respect, 

and build from those foundations. Mindful Mavericks lead with 

compassion, empathy, humility and generosity to bring others on board 

with their bold (sometimes unreasonable) visions. They spark change 

by creating from a place where courage, tenacity and passion meet 

authenticity.

“We cannot solve 

our problems with 

the same thinking 

we used when we 

created them.”

—

Albert Einstein 

Meet The Uncharted
Mindful Maverick
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FAMOUS MAVERICKS

ELLEN DE GENERES

LESLIE KNOPE
PARKS & RECREATION

TONI MORRISON

MICHELLE OBAMA

NEIL PATRICK HARRIS
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We thrive on change and would rather ask “Why Not?” than “Why?” 

Taking ambitious and frequent risks, we aim to make unexpected 

connections that shift the status quo. Inherent in the social sector’s 

definition of what it means to innovate is a vast landscape of unknown 

variables, which is why we have a high tolerance for ambiguity. We 

don’t shy away from the path with no guarantees. With our head in the 

clouds and our feet on the ground, we ponder big, audacious ideas and 

then we get to work making them happen. 

What that looks like in our communications: 

We don’t hedge our bets. We set bold goals, loudly and proudly, in our 

communication materials. 

01 BOLDFOUR THINGS 
THE MINDFUL
MAVERICK
ALWAYS IS

Uncharted 
Touchstones
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In everything we do, risk-taking, failure and success are inextricably 

linked. And it is our failures that ask us to be resilient. To be clear, the 

resiliency we speak of isn’t another iteration of “fail forward,” that tired 

cultural trend that glosses over the real pain of failure and chocks it up 

to a stepping stone to success. 

Resiliency, for us, is what happens in the psyche and the spirit when 

we are in the thick of the failure itself, facedown in the muddy stream, 

gasping for air; it’s about the grit and perseverance demanded of us to 

rise from our facedown moments and march forward.

Being resilient doesn’t mean being fearless; it means making room for 

fear and uncertainty; it means owning these dynamic emotions and 

talking openly about them, because innovation begs us to move in 

the direction of unknown outcomes where failure is inevitable. Yet the 

resiliency we speak of grants us the ability and willingness to lean in to 

discomfort and vulnerability, and as we do so we create spaces where 

others feel comfortable to do the same.

What that looks like in our communications: 

We transparently share stories of our failures, and what we’ve learned 

from them.

02 RESILIENTFOUR THINGS 
THE MINDFUL
MAVERICK
ALWAYS IS

Uncharted 
Touchstones
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More than just wanting something to happen, the kind of hope we 

speak of is above all a state of mind, not a state of the world. Either 

we have hope within us or we don’t; it’s a dimension of the soul; it’s 

not essentially dependent on a particular observation of the world or 

estimate of any given situation. The hope we speak of transcends the 

world that’s immediately obvious to us, and is anchored somewhere 

beyond its horizons.

Hope, in this deep and powerful sense, is not the same as joy that 

things are going well, or willingness to invest in enterprises that are 

obviously headed for early success, but rather an ability to work for 

something because it is necessary—not just because it stands a 

chance of success.

What that looks like in our communications: 

Our communications are optimistic and positive in nature. They don’t 

dwell on the problem, but focus on the inevitability of a solution (even 

if we haven’t found it yet).

03 HOPEFULFOUR THINGS 
THE MINDFUL
MAVERICK
ALWAYS IS

Uncharted 
Touchstones
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Uncharted 
Touchstones

We are often led to believe that striving for focus and efficiency 

requires us to resist frivolity in the name of being a grown-up and 

staying on task. We simply do not agree.

Playfulness is more than merely an indulgence; it’s a necessity. Beyond 

being of vital importance to our happiness and wellbeing, we believe 

that playfulness is a strategy for transcending tradition, convention 

and societal norms. 

Levity is a gateway to insights often out of reach when we are weighed 

down by the burdens of the world. Much like the Buddha sits silently 

beaming an understanding smile, we actively practice joy, play and that 

childlike cleverness that’s untainted by reason and therefore capable 

of tapping into the inner workings of the world.

What that looks like in our communications: 

In particular when we’re communicating about the close, familial nature 

of our community, we highlight the celebration and silliness that make 

us, us (while still showing us as the capable professionals we are). 

04 PLAYFULFOUR THINGS 
THE MINDFUL
MAVERICK
ALWAYS IS
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FOUR THINGS 
THE MINDFUL
MAVERICK 
NEVER IS

01 RASH

We make bold moves, but never recklessly. While we do blaze new 

trails, we don’t bulldoze without considering our impact on the people 

and places in our path. We are intentional and considerate about 

everything we do and say.  

02 NAÏVE

We’ve been around the block; there’s nothing wide-eyed about our 

belief in a better world. Our hope is grounded in an understanding 

of the power of passionate people, not because we’re starry-eyed 

dreamers but because we’ve seen that power firsthand. 

03 SELF-IMPORTANT 

We do important work, yes, but we don’t make it all about us. What 

we do is only possible because of the incredible people we work with. 

Whenever and wherever we can, we shine the light on them (and bask 

in the second-hand glow of being affiliated with them). 

04 FLIPPANT 

We’re playful and light-hearted, yes, but we know when and where 

gravity’s due. We work on some serious issues, and always treat those 

issues and the people associated with them with the respect they 

deserve. Whenever we’re communicating about issues of a sensitive 

nature, we dial down the playful. Like, way down. 

Uncharted 
Touchstones
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Each time you create a piece of communications material for 

Uncharted, put on your Mindful Maverick’s hat. See the situation 

through the Maverick’s eyes, and speak with clarity, compassion 

and insight.

On the next page is a list of dos and don’ts. They form a baseline of 

practical ways to start communicating as the Mindful Maverick.

Writing Principles
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Do put your audience first by focusing on what your audience needs to 

know and understand.

Do use real words. The goal is straightforward and inspiring 

communication, not an overabundance of $10 adjectives.

Do support what you say and build credibility by incorporating facts, 

figures and statistics.

Do use visuals, including graphs and charts, to simplify technical or 

complex information. Break up text with call-outs and sidebars. This 

will help keep an audience’s attention, and will also help them digest 

information.

Do embrace the principle of “less is more.” Stamp out redundancies. 

When you avoid crowding everything into a piece of writing, you 

actually end up communicating more.

DOS

Don’t be overly formal or proper. Speak in an accessible, real way. The 

worst outcome for a Mindful Maverick is to come across as too rigid or 

corporate. 

 

Don’t overuse the passive voice. For example, say, “Uncharted made a 

significant impact here” instead of “A significant impact was made here 

by Uncharted.” 

Don’t overuse industry language, including shorthand and acronyms, 

unless it’s unavoidable and the audience is completely familiar with 

such language.

Don’t copy the way other organizations speak, even if they have 

similar programs or offerings.

DON’TS
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Now that you have a clear understanding of the Mindful Maverick 

and the writing principles that will help you achieve our unique voice, 

it’s time to talk about our audiences. When creating any piece of 

communications material for Uncharted, it’s essential to consider the 

audience for which it’s intended. Though our Uncharted voice won’t 

change much, our tone and word choice will adapt to meet the specific 

needs of each audience group.

Before creating any piece communications material, think about your 

intended audience. Consider who they are, what they know about 

Uncharted, what barriers they may have to contend with and, most 

importantly, what you want them to take away from that piece of 

material.

We have a number of audiences with which we interact with on a daily 

basis, but there are five core groups that are most deeply intertwined 

with our organizational goals. In the following pages you will find a 

profile for a fictional representative of each group, with some key 

points to consider when creating communications material for them.

Writing For
Uncharted Audiences
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“Blake” is a 37-year-old social entrepreneur living in Denver, Colorado. 

He has a long-time live-in girlfriend who wants to start having kids, 

but Blake doesn’t feel like he can become a father until he is on more 

solid ground professionally. Blake has been around the block as an 

entrepreneur a couple of times; he and his partner sold their first 

start-up, and he left the second after having a falling-out with his 

business partner. 

That last experience, and the soul-searching that resulted, inspired him 

to turn a social cause that’s long been a passion for him into his latest 

tech venture. This is his first time both as a social entrepreneur and as 

a solo entrepreneur, so Uncharted appeals to him on two fronts. He 

looks to us for our expertise on impact entrepreneurship, and for our 

community, which makes him feel less alone. 

Blake isn’t in this for the money, but he does have people who are 

counting on him financially, and the pressure of that falling squarely 

and solely on his shoulders is what keeps him up at night. He’s not sure 

what he values more—what he learns through Uncharted, or the people 

with whom he connects. He does know that in addition to getting lots 

done, he has loads more fun than he’s had in a long while. 

ENTREPRENEUR

Writing For
Uncharted Audiences
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“Brian” is a 40-something man with an MBA. He lives with his wife and 

two kids in the suburbs of a major American city. He works full-time at 

a VC firm specializing in impact investing and social enterprises. He’s 

always on the lookout for unique ventures to fund, groundbreaking 

organizations to back, new trails to blaze. Because at the end of the 

day, Brian wants to get there first – to invest in the next big/great/

exciting thing, before anyone else does. 

He cares deeply about creating impact—he’s in this sector for a 

reason—but he’s also a numbers man who wants to see measurable 

ROI. Making unsound investments is his biggest source of anxiety and 

stress. He values his relationship with Uncharted because he feels like 

we give him the straight goods—what’s a savvy investment, what’s 

not—and ultimately help him make decisions that make him look good 

to his colleagues and peers. 

FUNDER / INVESTOR

Writing For
Uncharted Audiences
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“Margot” is a 55-year-old semi-retired entrepreneur and executive 

who’s had a long and illustrious career at a series of high-profile 

companies. She now serves on a number of boards, is an adjunct 

university professor—and a proud Uncharted mentor. At first, when 

she was invited to be a mentor, Margot wasn’t sure she wanted to 

take on anything else. After a long career, her time is precious, and she 

doesn’t do anything that doesn’t bring value to her life. But she said 

yes, and it’s been an inspiring and enlightening experience for her and 

for everyone she’s mentored. 

Margot is motivated by the opportunity to make an impact without 

simply throwing money at a problem, and to stay current and relevant, 

as she doesn’t want to fall out of touch with the rapidly-changing 

world. She often worries about what her legacy will look like after she’s 

gone; with everything moving so fast, will she be remembered at all? 

(The answer, of course, is yes.) 

Being an Uncharted mentor gives Margot the opportunity to connect 

with her peers—other established business and impact leaders 

at the height or the twilight of their careers. Between programs, 

Margot keeps in touch with many of the other mentors, as well as 

the entrepreneurs she works with; she’s happy to check in on their 

progress and offer guidance, for what it’s worth (which is a lot). 

MENTOR

Writing For
Uncharted Audiences
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“Solomon” is a 42-year-old man who lives in East Africa. He’s always 

felt like he’s an entrepreneur at heart, but for various reasons his 

circumstances have never allowed him to start his own company. 

But now he has something he considers even better—he works with 

entrepreneurs on their world-changing ventures as the leader of an 

Uncharted lab team. 

What’s better than growing one company? Growing dozens of 

companies. Of course, more companies also comes with more pressure; 

Solomon often worries that he won’t have enough time, or funding, to 

help everyone he thinks deserves it. Sometimes this beautiful thing 

he’s helped build feels like a house of cards, so tenuous it could easily 

be toppled by government incident, civil unrest, drought, or economic 

turmoil. But he knows these entrepreneurs, and can see that they 

will do what they need to do with or without the help of Uncharted; 

Solomon just hopes he and his Uncharted family can help as many 

entrepreneurs as he can, and create as much positive change in his 

region as humanly possible. To do that, Solomon relies on us to 

provide our tried-and-true goods—guidance and knowledge, 

methodology and materials—which he adapts to suit the needs of 

‘his’ local entrepreneurs. 

SCALE TEAM / LAB TEAM

Writing For
Uncharted Audiences
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“Erika” is a 49-year-old C-Level executive at a major American 

corporation headquartered in Chicago. Recently divorced, Erika is 

throwing everything she has into her career. Her latest challenge is 

spearheading a community project related to inner city schools. Her 

company has had some negative publicity in recent years, and Erika 

knows it would be a big win for her company—and for her—if this 

initiative were to garner some positive attention in the media.

The problem? Erika knows very little about inner city education, least 

of all how to ‘fix’ it (her boss’ word, not hers). She doesn’t want a 

Band-Aid solution, and she’s had no success working directly with 

nonprofits. Uncharted is an appealing option for her because it will 

allow her to connect with a pre-vetted network of changemakers, 

including education experts. Of course, Erika still wants to get credit 

for the project’s eventual success within her company; she hopes 

Uncharted will make her look good with strong ROI and other KPIs. And 

some great coverage in the Tribune wouldn’t hurt either. 

PAYER

Writing For
Uncharted Audiences
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Any routine personal correspondence, such as day-to-day email, 

doesn’t need to be in the Uncharted personality. And when you’re 

giving someone the Uncharted elevator pitch or having a casual 

conversation about our organization, you don’t need to do so in the 

voice of the Mindful Maverick. You should speak as yourself.

There are certain pieces of communication that should be inspired 

by our brand personality but that shouldn’t be written in brand 

personality—mainly, company-wide or public-facing communications 

that come from individuals, not from Uncharted in general:

• Speeches

• Letters signed by an individual

• Blog posts

• Testimonials from the field

• Interviews

In other words, an individual’s piece of writing should embody the spirit 

and ethos of the Uncharted Mindful Maverick while staying true to the 

voice and personality of that individual.

When To Write
As Yourself
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USE IT

We now have a library of writing approaches to use as we create 

original and distinctive copy for Uncharted. The more we use these 

approaches, the more natural it will become to write in our brand 

personality. Soon it will become second nature.

DISCUSS IT

Copywriters at Uncharted should get together every so often for a 

brand personality roundtable. Discuss your experiences implementing 

the brand personality: what’s working, what’s not working, ways you 

could improve implementation across departments. An open and 

regular dialogue among writers and reviewers will help us achieve 

consistency in applying the brand personality, and will help everyone 

make our unique voice as authentic and engaging as possible.

DEVELOP IT

Look for inspiration to develop new writing techniques. Listen to how 

Mindful Mavericks speak to the world. If you have a few spare minutes, 

read an interview with or watch a TED Talk from a well-known Mindful 

Maverick. If you observe a new approach that works really well, share it 

with your colleagues.

Practicing Our
Brand Personality
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There are a number of instances when you will need a bio for 

Uncharted. These could include press releases, social media, websites 

or print material. On the next page you will find three options for 

Uncharted’s bio. You can choose the most appropriate length for the 

allotted space. We’ve also included some talking points to use in more 

conversational settings—for instance, at a networking event or a 

dinner party. If you have any questions about how to use the bios and 

talking points, please contact the communications team.

Writing About
Uncharted
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Uncharted’s mission is to learn how to solve the world’s most 

persistent problems. And then do it. 

We take on a singular problem, like poverty, lack of education, or 

access to clean water, surround it with a coordinated movement of 

people best positioned to solve the problem, and then resource them 

to solve it.  

Why does it work?

Problems are complex and can’t be solved by a single, isolated 

solution. Instead, they require a coordinated movement. 

That’s where we come in.

At Uncharted, we zero in on a big, persistent problem, and put it at the 

center of our universe. We identify what’s fueling it, then mobilize the 

people likely to make headway in tackling it. Whether entrepreneurs, 

government officials, or corporations, our programs swarm those 

most likely to create change with the world-class mentors, funders, 

and customized training they need to collectively put a dent in 

the problem. Throughout, we measure our impact, improve our 

methodology, celebrate our wins, and learn from our failures.

LONG BIO

Writing About
Uncharted
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Uncharted’s mission is to learn how to solve the world’s most 

persistent problems. And then do it. We build coordinated movements 

of entrepreneurs around big problems, giving them what they need to 

attack it from all sides. We define a problem, mobilize those best fit to 

tackle it, then resource them with the mentors, funders, and partners 

they need to drive big impact on big issues. 

SHORT BIO

We zero in on big problems, mobilize the people best fit to tackle them, 

and get them what they need to do it. 

MICRO BIO

Writing About
Uncharted
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Why: Uncharted’s mission is to learn how to solve the world’s most 

persistent problems. And then do it. Problems are complex and 

can’t be solved by a single, isolated solution. Instead, they require a 

coordinated movement.

 

How: We zero in on a big, persistent problem, and put it at the center 

of our universe. We identify what’s fueling it, then mobilize the best 

people positioned to make headway in tackling it.

What: Our programs swarm those most likely to create change with

the world-class mentors, funders and customized training they need to

collectively put a dent in the problem.

Who: We focus on bold entrepreneurs, who we then surround with 

mentors, funders, and partners to drive big impact on big issues.

When: We started in 2010 as the Unreasonable Institute. Since then, 

we’ve grown and evolved, and in 2017 we were reborn as Uncharted.

Where: Our homebase is Denver, Colorado, but we have run 40 

programs in over 26 countries around the world. 

TALKING POINTS

Writing About
Uncharted
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Style Guide
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Our logo was designed with a vector based program called Illustrator, 

which produces vector graphics. Vector graphics ( Such as “.ai”, “.pdf”, 

“.svg” or “.eps” files ) can be resized both larger and smaller without 

diminishing the quality. Most people do not have illustrator to open up 

an vector file, but that’s okay. You only need to be able to place these 

files within documents or provide them to vendors for things such as 

business cards or other print collateral. 

Whenever you have a reason to pass along our logo to a print 

professional, give them a vector-based version. Most likely they’ll ask 

for a .pdf, .eps or .ai. When you’re passing along the logo for an online 

or digital application, give them the .svg version. The following page 

offers a few notes on the different types of file formats and what 

they’re best used for.

Branding

LOGO FILE TYPES
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VECTOR BASED FILE TYPES

The benefit of a vector file is it can be resized to any dimension 

without any restriction and without distorting or deteriorating the 

quality of the logo. It also has a transparent background, so the logo 

can be placed in any situation without a problem.

.PDF This is the file format most often requested by print shops. It’s 

vector-based and can be rescaled to any size. It also can be opened 

by any vector-based software. When you’re placing our logo into any 

document or software, try using this version first.

.EPS EPS was the PDF’s predecessor, but some printers may still ask 

for this version over the .pdf. One problem with an .eps file is you 

may not be able to place it within certain programs. If the software 

does not let you place an .eps file, then you can use one of the other 

formats, most likely the .pdf, .png or jpeg.

.SVG SVGs are used mostly for web design or anything digital. If you’re 

passing along our logo to a web developer, give them the .SVG file.

.AI This is the raw or working file. It’s the file our logo was built in. It 

has all the original lines and points, in a controllable and modifiable 

format and in various layers. This was the file that was used to export 

all the other file types.

PIXEL-BASED FILE TYPES

Pixel file types have the smallest file sizes. For that reason you’ll use 

these file types mostly on websites and other social media platforms. 

Never send these types of files to be used in any type of printed 

marketing material (such as business cards, brochures or banners).

.JPEG Of all the pixel-based files, JPEGs carry the smallest file sizes. 

This will be the most common file type used for online social media 

platforms or other websites.

.PNG As an alternative to JPEGs, PNG files are high-quality file 

formats. The biggest advantage they offer over the JPEG is their 

transparent backgrounds, which is sometimes preferred for online 

applications.
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OUR FLUID LOGO

Much like Uncharted, our logo’s symbol is dynamic, fluid, adaptable and ever-changing. 

However, our brand’s DNA of color usage, wordmark treatment, and geometric shapes 

is always constant. Below are nine examples of the symbol’s permutations that 

can be achieved. Experimenting with new colors, altering the logo shapes/colors or 

manipulating the logos provided in any form is NOT permitted. If more permutations 

are needed, please consult with our communications team.

01

02

03

04

05

06

07

08

09
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PRIMARY LOGO PERMUTATIONS

In instances where you need to provide a 

logo to one of our partners and/or you have 

no control over design, use any of these 

three logo compositions.

01

02

03
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Our logo should only be used on backgrounds in our three primary 

brand colors: orange, yellow, and green. An option for black 

background is also shown on the next page. Whether using our logo 

for print or web, please refer to the color formulas on page 56 of this 

document to maintain brand integrity and color consistency.

Our Logo On Color
Backgrounds

BRANDING: OUR LOGO ON COLOR BACKGROUNDS
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01

02

03

04

05

06

07

08

09

OUR LOGO ON A BLACK BACKGROUND

Use these versions if the logo needs to be on 

a black background, or placed over a photo.
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01

02

03

04

05

06

07

08

09

OUR LOGO ON COLOR BACKGROUNDS

When using our logo on an Uncharted orange 

background, use this version.
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01

02

03

04

05

06

07

08

09

OUR LOGO ON COLOR BACKGROUNDS

When using our logo on an Uncharted yellow 

background, use this version.
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01

02

03

04

05

06

07

08

09

OUR LOGO ON COLOR BACKGROUNDS

When using our logo on an Uncharted green 

background, use this version.
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Our Logo In 
One Color

BRANDING: OUR LOGO IN ONE COLOR

Sometimes, often due to production costs, only one color of ink is 

available and so our logo must be reproduced using only one color. In 

this scenario, both symbol and wordmark must be used using one of 

our three primary brand colors: orange, yellow, green, or black. Whether 

using our logo for print or web, please refer to the color formulas 

on page 56 of this document to maintain brand integrity and color 

consistency.
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01

02

03

04

05

06

07

08

09

OUR LOGO IN ONE COLOR

Use our logo in Uncharted orange if only one 

color is needed.
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01

02

03

04

05

06

07

08

09

OUR LOGO IN ONE COLOR

Use our logo in Uncharted yellow if only one 

color is needed.
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01

02

03

04

05

06

07

08

09

OUR LOGO IN ONE COLOR

Use our logo in Uncharted green if only one 

color is needed.
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01

02

03

04

05

06

07

08

09

OUR LOGO IN BLACK

Use this version in situations where only black

is needed or available (i.e. for companies who 

still use faxes, black and white newspapers or 

if only printing in black)
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Other times, often due to production costs, only one color of ink is 

available. Use white in situations where we are limited to only one 

color and an Uncharted color background is already in use. Whenever 

possible use one of our three primary brand colors: orange, yellow, 

green. Please refer to the color formulas on page 56 of this document 

to maintain brand integrity and color consistency.

In situtations where our logo is supplied to one of our partners and 

they are creating their own collateral which may not use one of our 

brand colors, (i.e. our logo being applied as a partner on a poster where 

the background color is different that our brand color palette) then 

always use white to avoid clashing with other colors.

Our Logo White
Reversed

BRANDING: OUR LOGO WHITE REVERSED



BRAND GUIDELINES 2017 44 / 65

01

02

03

04

05

06

07

08

09

OUR LOGO WHITE REVERSED

Use white when we are limited to only 

Uncharted orange and orange is used a 

background.

BRANDING: OUR LOGO WHITE REVERSED
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01

02

03

04

05

06

07

08

09

BRANDING: OUR LOGO WHITE REVERSED

OUR LOGO WHITE REVERSED

Use white when we are limited to only 

Uncharted yellow and yellow is used a 

background.
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01

02

03

04

05

06

07

08

09

OUR LOGO WHITE REVERSED

Use white when we are limited to only 

Uncharted green and green is used a 

background.
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01

02

03

04

05

06

07

08

09

OUR LOGO WHITE REVERSED

Use white when we are limited to only black 

and black is used a background.
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LOGO PADDING & MINIMUM SIZE

Please avoid crowding our logo. Following 

these guidelines will ensure consistent and 

adequate free space around the Uncharted 

logo, while maintaining brand integrity.

Note that adequate padding around each 

logo permutation will vary depending on 

the arragement of the logo elements. Here 

are three examples of how proper padding 

should be applied, depending on which 

permutation you’re using.

A minimum size is provided to ensure we 

don’t shrink the logo to a point where it 

becomes difficult to read.

The space
between the
symbol and 
wordmark

The padding 
height 
surrounding 
the logo
= X

Minimum size
1.25 in wide

X

X

X

X

X

X

X

X

X

X

X

X
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LOGO SHORT-FORM AVATARS

For applications where space is at a premium, 

we’ve created a short form, or avatar, of the 

Uncharted logo.

This is particularily suited to profile avatars, 

favicons, and other small (generally square 

or round) places where the Uncharted brand 

needs to be represented, but there is not 

enough room to display the full logo.

03

02

01

PADDING

Minimum size
0.25 in wide
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LOGO DOS & DON’TS

Please don’t modify our logo in any way. 

Avoid adjusting, stretching, applying effects 

or manipulating the logo in any other manner.

Here you can see some proper ways of 

applying our logo, as well as some of the 

more common infractions that threaten the 

integrity of our brand. Our brand’s strength 

lies in the consistent application and use of 

its brand elements.

Be sure photographs have 
enough contrast when 
overlaying logos.

Be sure to use the appropiate 
logo colors on black/dark 
backgrounds.

Whenever possible use the 
brand’s color palette for 
background colors.

Use the appropriate logo for 
white backgrounds.

Never place a logo over 
a photo with insufficient 
contrast.

Never use single-color logos 
in combination with colors 
other than those in our brand 
palette.

Never use other background 
colors other than those in our 
brand palette.

DOS DON’TS
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Never squish the logo or alter 
its proportions.

Never rotate the logo in any 
direction.

Never apply an outline stroke 
to any of the logos.

Never alter the proportions 
of the symbol in relation to 
the logo. Unless the 
geometrical shapes are being 
used as a graphical element. 
In that case the wordmark 
will behave seperate from its 
symbol. See page 59.

Never apply any kind of 
gradients to the logo.

Never apply any kind of drop 
shadows or any other effects.

Never alter the wordmark 
or change the typography 
of the wordmark.

BRANDING: LOGO DO’S & DON’TS

DON’TS DON’TS
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Typography is an integral part of Uncharted’s brand identity. It’s 

important that these typographic standards be followed at all times, 

from our logo to all written content.

The font family Foundry Context is Uncharted’s brand typeface. 

It should be licensed and installed on all Uncharted machines. It is 

versatile enough to cover all required uses, from long body copy to

short, impactful headlines. An example of paragraph typesetting

can be found on the following pages.

If the brand font cannot be used ( i.e. in an email signatures or 

e-newsletters), use Helvetica Neue, Helvetica, Arial, or a web-safe 

sans serif typeface. Whenever possible use Foundry Context.

Typography



“Sometimes 
I’ve believed 
as many 
as six 
impossible
things before 
breakfast.”

Lewis Caroll

OUR SUCCESS

Haruntotatiae velitatissum as  delme 

volenis doluptae solorit re cus.

OUR FAILURES

Haruntotatiae velitatissum as delme 

volenis doluptae solorit re cus.

GET INVOLVED

Haruntotatiae velitatissum as delme 

volenis doluptae solorit re cus.
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AaBbCc
1234
ABCDEFGHIJKLNO
PQRSTUVWXYZ
abcdefghijklmnopq
rstuvwxyz 1234567890
{!@#$%^&*?}(,.:;”/)

FOUNDRY CONTEXT
FAMILY

UPPER CASE 
TRACKING: 50

SENTENCE CASE
& TITLE CASE
TRACKING: 25

01
IMPACT

Uptatem quodigenit abo. Nimag liqui a 

ut et omnimilia providi cipsum esedit et 

rerecab idus mi, nihictusre, to in earum 

imporiatus plaborum.

Faccumentia plicid esequas vitias eta 

iniscium vellibus dicipsu ntibus apis uno 

estibero volupta nisti dolut pa con nor 

rerum rem conseque site intiost, que et 

quiatatus sincipictat.
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FOUNDRY CONTEXT REGULAR, UPPERCASE CAPTION STYLING

Title Heading
SUB HEADING EXAMPLE

This is an inline heading. See how it’s the same size as the body

copy, but a heavier weight?

I’m the body of your copy. Parunt labo. Et ad magnatibus ad qui core 

pos ipsam aut exerovitaque dolori autatures ulpa si ut adit que iliam, 

consedi tatibus antotat velit uta volor mi, sam atis molorem que volesti 

aspitii stibus sam quatibus sus soluptibus net entur, nam deri con nem. 

Namusap erchiligenis apicill aborem quia et ut veris mo con cus, odignis 

plitatem et endundel ide vendi ut eaquam qui aut rentem fugitatae 

verro ommostis de rehendi tiberfe rectempos alit mo idemque volum 

audam, incia prepta dolori to eum quam, si vent, iuris magnam es.

“I’m a quote, what can I say.”

MINIMUM 6 PT

MINIMUM 16 PT

MINIMUM 9 PT

MINIMUM 9 PT

MINIMUM 9 PT

MINIMUM 9 PT

FOUNDRY CONTEXT DEMI, TITLE CASE

FOUNDRY CONTEXT BOLD, UPPERCASE

FOUNDRY CONTEXT BOLD, SENTENCE CASE

FOUNDRY CONTEXT REGULAR, SENTENCE CASE

FOUNDRY CONTEXT REGULAR ITALICS
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Color plays an important role in Uncharted’s brand. Our vibrant color 

palette evokes optimism and hope. Our green suggests growth and our 

active approach to tackling world problems. Meanwhile our yellow and 

orange offer a sense of warmth while maintaining a playful and vibrant 

spirit.

Keep in mind that not all color is created equal. See below for a brief 

explaination of the different types of color and when to work with 

each of them.

CMYK stands for Cyan, Magenta, Yellow and Black, which can be mixed 

together to create any color. This colorspace is used in standard four-

color print applications.

RGB is the colorspace that screens use. Displays are made up of pixels 

that can display Red, Green and Blue. Different intensities of each 

determine mixed colors.

HEX is how color is represented on the web. It is represented by 

a # symbol followed by six digits, either letters or numbers, the 

combination of which represents a color.

PMS is the Pantone color matching system. These are pigment-based 

inks that represent ‘true’ colors rather than composite color like CMYK 

or RGB. Pantones are only used in high-budget print applications.

Brand Colors



WHITE

PANTONE 7479

PANTONE 1235

PANTONE 172

BLACK

100%

100%

100%

100%

100%

80%

80%

80%

80%

80%

60%

60%

60%

60%

60%

40%

40%

40%

40%

40%

20%

20%

20%

20%

20%

BRAND GUIDELINES 2017 56 / 65PRIMARY COLOR PALETTE

PRIMARY COLOR PALETTECOLOR CODES & FORMULAS

PRINT

PMS BLACK
C:0 M:0 Y:0 K:100

WEB

#231F20
R:35 G:31 B:32

PRINT

PMS N/A (PAPER)
C:0 M:0 Y:0 K:0

WEB

#FFFFFF
R:255 G:255 B:255

PRINT

PMS 7476
C:56 M:0 Y:58 K:0

WEB

#73C48F
R:115 G:196 B:143

PRINT

PMS 1235
C:0 M:31 Y:98 K:0

WEB

#FDB71A
R:253 G:183 B:26

PRINT

PMS 172
C:0 M:73 Y:87 K:0

WEB

#F26A36
R:242 G:106 B:54
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Further, our graphic element is an extension of its symbol. By 

combining various permutations of the symbol, we can create an 

elaborate and organic graphic element that can be used to add more 

interest and enhance or reinforce the brand’s image further.

Depending on how each permutation is assembled, the graphic can be 

enlarged or reduced in element size as needed. This is an opportunity 

to add playfulness to the brand, while visually communicating 

Uncharted’s brand personality. 

Much like Uncharted’s logo, the shapes communicate ideas of shifting 

elements, which can be related to living in a world that is ever-

changing. A world where, as a company, we need to adjust and adapt, 

constantly finding new solutions to problems and world issues.

It’s a graphic that communicates The MIndful Maverick’s propensity for 

moving pieces together, to shifting and adjusting, and bringing people 

together to find solutions. 

An example of how the brand graphic element is used can be seen on 

the left hand side of this page.

Brand Graphic 
Element
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ONE COLOR

Use any of the brand’s colors (yellow, orange, 

or green) to create a graphical element from 

the various permutations.

MULTI-COLOR + COLOR BACKGROUND

If using a background color, use colors from 

our brand palette and apply colors to the 

geometric elements as shown here. Try not 

to use the same colour on two elements that 

touch each other vertically or horizontally 

(it’s okay if the same colors occur diagonally).

ONE COLOR + A TINT

Use this combination if you are placing a title 

on top of the graphic element. Tints (in this 

case a 20% black tint) increases the legibility 

of the text that will reside over top of the 

graphic element.

BRAND GRAPHIC ELEMENT
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ONE COLOR REVERSE

Use a white graphic element on any of the 

brand color backgrounds (yellow, orange, 

green, or black).

BRAND ELEMENT + WORDMARK

When using the brand graphic element 

in close relation to the logo, an optional 

treatment is to use the Uncharted wordmark 

only when in close proximity, as shown in 

these treatments. However, if this treatment 

is used, be sure to use the primary logo 

somewhere else in the same document.

An example would be the following:

Use the brand’s graphic element plus 

Uncharted’s wordmark on the front of 

a business card, while using the primary 

Uncharted logo on the other side of the 

business card.

Or use the graphic element and wordmark as 

a front cover for a brochure/document, while 

using the Uncharted primary logo on the back 

cover or within other pages as necessary.

BRAND GRAPHIC ELEMENT
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When creating charts and graphs, be sure to pull from our primary

color palette. Here are some examples of graphs using our brand 

colors. Use either the Uncharted green, orange, or yellow to draw 

attention to key information. If you should find yourself in a situation 

where there are not enough colors, you can use tints (percentages of 

our primary color palette) or additional secondary colors that best 

complement our primary color palette.

Graphs & Charts

GRAPHS & CHARTS
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BAR GRAPHS

LINE GRAPHS

PIE CHARTS
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A picture’s worth a thousand words. At Uncharted, photography and 

videography are integral to what we do. Make sure the photography 

you choose is honest and unpretentious. Professional warm tones 

are hallmarks of our photography style. Choose photography that is 

genuine, authentic, and inspiring, while using the rule of thirds and a 

depth of field in context to its subject. Avoid using low-resolution 

imagery, including unprofessional photos taken on a mobile phone, and 

cropping images in a way that obscures the subject matter.

Photography
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By following the guidelines and tips in this document, you’ll help 

Uncharted present a cohesive and consistent face and voice to the 

world. Consistency breeds familiarity, which breeds trust—so taking 

great care with how we communicate will help bolster our brand, our 

organization and the important work we do. For that, we thank you.

Thank You
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