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THE UW SYSTEM BRAND
Branding Overview and Vision

Stature. Service. Strength: Qualities and values that define the identity and brand of the University of Wisconsin 
System.

Revered by its academic peers and embraced by the Wisconsin citizens it is charged to serve, the UW System—
through a constellation of 13 four-year institutions, 13 two-year campuses, and UW-Extension spanning the state—
has built a reputation upon pillars of quality, access, affordability and service to the people.

Students, staff, faculty, alumni and the System’s many stakeholders, individually and collectively, play roles in 
enhancing the brand identity in classrooms and in communities.

The UW System’s mission statement nucleus is the “Wisconsin Idea.” It powers the UW System. It is part of its 
DNA. It is the brand.

The Wisconsin Idea charges the UW System “to develop human resources, to discover and disseminate knowledge, 
to extend knowledge and its application beyond the boundaries of its campuses, and to serve and stimulate society 
by developing in students heightened intellectual, cultural, and humane sensitivities, scientific, professional and 
technological expertise, and a sense of purpose. Inherent in this broad mission are methods of instruction, research, 
extended training, and public service designed to educate people and improve the human condition. Basic to every 
purpose of the UW System is the search for truth.”

It ensures we are not just a University of Wisconsin but also for Wisconsin.

Messaging
The story of the UW System is told through the thousands of examples of student achievement, staff and faculty 
excellence, community partnership and impact, and quality of life generated through each of its institutions.

While UW System provides an effective, efficient administrative and service-oriented hub for its colleges, campuses 
and UW-Extension, it also helps amplify and disseminate its institution-based strides and successes.

The thematic threads that both interlace the UW System story and strengthen its brand include:

Student success: The drive, growth, triumph and prosperity of a diverse, inclusive community of people who share 
the belief that a university education is a source of life-long propulsion.

Faculty and staff dedication: The contributions of tens of thousands of employees who, through the application of 
wisdom, the provision of high-quality teaching and the delivery of superior and innovative service through each 
institution, help students excel and communities confront shared challenges so they may thrive.

Prosperity for Wisconsin: A shared commitment that the excellence radiating from our campuses spills over their 
borders and helps strengthen the community, polity, economy and ecology of the state.
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BRAND HIERARCHY
To help manage a visual identity system strategically, institutions of higher education often call upon a brand 
architecture model. This model provides a brand hierarchy, starting with the top-level brand for the institution as a 
whole, then addressing other entities, from projects and initiatives to support offices and affiliated organizations.

Core Brand
The core brand is the top tier of the brand hierarchy, and it represents the institution as a whole. The visual identity 
for the core brand is the institutional logo, and it should be used on any projects that encompass the full university, 
such as institutional websites, television spots, annual reports, or strategic plans.

Brand Extension
A core brand extension is an overarching entity that advances the overall mission and aligns closely with the core 
brand. At University of Wisconsin System (UW System), a core brand extension may involve one or more of the 
following:

• High degree of collaboration with external stakeholders outside of UW System Administration.
• Broader audience likely to include other UW System institutions and multiple external stakeholders 

(such as the public, community and business leaders, the media, state lawmakers, a national or 
international audience).

• Project, office, or initiative that may be limited in duration, or ongoing.
• Budget that exists for creating a professional graphic identity.
• Priorities that include a distinct identity, more flexibility in design and layout, all while maintaining a 

somewhat close affiliation with the UW System brand.

Secondary Brand Extension
A secondary brand extension is a UW System administrative office, support unit, or academic department that 
supports the overall mission of UW System, and has:

• Some level of collaboration with external stakeholders outside of UW System Administration.
• Moderately broad audience that may include other UW System institutions or external groups.
• Project, office, or initiative that may be ongoing.
• A distinct identity, but a closer affiliation with the UW System brand, then Brand Extensions.

Sub-Brand
A sub-brand is an entity, such as one of our offices or departments. It is linked to the UW System core brand for 
strategic and economic reasons. Its visual identity incorporates key elements of the core brand (such as the UW 
System mark, or the logo typeface or colors), but does so in a way that establishes a more independent visual 
identity.

•     Close degree of affiliation to UW System Administration.
•     Audience is predominantly internal (UWSA or UW System staff).
•     Project, office, or initiative is ongoing.
•     Minimum distinct graphic design elements are needed.

Independent Brand
An independent brand is an entity that presents its connection to the UW System brand in an understated 
manner for a variety of reasons. For example, an entity may exist through an equal partnership among multiple 
stakeholders. The entity may rely upon an external funding source that must be prominently acknowledged. Or an 
entity’s mission may differ significantly from UW System’s core missions. The Wisconsin Intercollegiate Athletic 
Conference (WIAC)  is an example of an independent brand.
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LOGO AND SEAL
Core components to the UW System brand and identity are the logo and seal. The UW System logo and seal 
play a vital role in representing the entire UW System, including the Board of Regents and president. Both are 
trademarked and are the property of the UW System Administration and the Board of Regents.  Any use of the logo 
or seal must receive approval from the Office of University Relations.

Primary Logo

Futura ND Cn Medium

Secondary Logo Styles

Reversed Out Social Media or FaviconLogo Mark

ALTERNATIVE LOGO VERSIONS LOGO TYPEFACE

ABCDEFGHIJKLMNOPQRSTUVWXYZ        
abcdefghijklmanopqrstuvwxyz
1234567890 !@£$%^&*()-=+

UNIVERSITY OF 
WISCONSIN SYSTEM

UNIVERSITY OF WISCONSIN SYSTEM
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BRAND HIERARCHY EXAMPLES

OFFICE OF  
HUMAN RESOURCES

Sub-branding logo Brand Extension

Secondary Brand Extension Independent Brand

LOGO USAGE AND ALTERATION
All modifications to the logo for sub-brand material or otherwise is required to be cleared through UW System 
University Relations to ensure it meets branding requirements.

New projects and initiatives should always consult with the UW System University Relations for help with brand 
extension creation and planning.  

Don’t distort logo*

Don’t stretch or distort Don’t change fonts color

Don’t stretch element size

DONT ABUSE THE LOGO

The UW System logo should not change 
dimension, be cut apart, or have the font changed. 

Choose the logo style that fits best into the 
design—see page 4 for vertical and horizontal 
layouts. The logo should always appear large 
enough for “University of Wisconsin System” to 
be legible. Never use a file that is too small for the 
rendered size so the logo appears pixelated. 

The color of the logo should remain UW System 
Red. When the logo is used on a dark background 
it is acceptable for the logo to be reversed out, or 
be in white. In one or two color pieces, logo should 
be reversed out, or printed in the color of the  
body copy.      

These UW System brand hierarchy examples show 
what is possible depending on the relationship 
to the UW System Core Brand. See page 3 for 
explanations for each category. 
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UW SYSTEM SEAL
The UW System seal represents the long-standing relationship between the state of Wisconsin and its public 
universities.

The seal is reserved as an official ceremonial mark to be used in media or communications from the Office of the 
President on materials such as: 

• Official documents
• Awards and certificates
• Events sponsored by the Office of the President
• Legal documents
• Stationery watermark, or other media sponsored by the Office of the President 

For digital versions of the seal, please contact University Relations. Please note that all uses of the seal are required 
to have approval from the Office of the President as well as University Relations. 

THE UW SYSTEM SEAL

Seal in BlackSeal in System Red
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GRAPHIC ELEMENTS
The Wave 

As part of the logo connecting the initials UW, we imply our connection to the state of Wisconsin, but do not limit 
our impact to the boundaries of the state. The wave serves to illustrate the interconnected benefits of the UW 
System by providing quality education and lifelong learning opportunities to enrich the state’s economy, culture 
and society.

The wave can be used as a graphic element for branding UW System in media and communication material. 
Depending on the usage, the waves can vary in depth; however the curve should remain fairly similar.

Examples

The Mark
The UW System logo can be used as a mark by isolating the UW from the typeface, provided that there is adequate 
reference to UW System elsewhere in your document. This mark can be used as a graphic element to enhance the 
layout of your document or it can be used as a way to incorporate branding. 

Logo Mark
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BRAND COLORS

This is UW System’s primary brand color

Pantone 194 |  #990033  |   rgb(153, 0, 51)

UW SYSTEM RED

PRIMARY COLOR PALETTE PRIMARY COLOR PALETTE EXTENDED

40% Black   |  #999999

73% Black   |  #444444

SECONDARY COLOR PALETTE EXTENDEDSECONDARY COLOR PALETTE

TINTS
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TYPOGRAPHY
Our brand font family  is “Univers” by Linotype. Materials produced that fall under the category of sub-branding 
should limit their font choices to the following: 

Body copy
SAN-SERIF

• Univers 55 Roman
• Univers 55 Roman Oblique
• Univers 65 Bold
• Univers 65 Bold Oblique

ALTERNATIVE SAN-SERIF *

• Open Sans Regular
• Open Sans Italic
• Open Sans Bold
• Open Sans Bold Italic

SERIF  **

• Palatino Linotype (regular)
• Palatino Linotype (Italic)
• Palatino Linotype (Bold)
• Palatino Linotype (Bold Italic)

Headings
• Univers 47 Light Condensed
• Univers 47 Light Condensed Oblique
• Univers 57 Condensed
• Univers 57 Condensed Oblique
• Univers 67 Bold Condensed
• Univers 67 Bold Condensed Oblique
• Univers 75 Black

ALTERNATE HEADING STYLE *

• Lato Light
• Lato Light Italic
• Lato Regular 
• Lato Regular Italic
• Lato Bold 
• Lato Bold Italic 

FONT SUBSTITUTES*

In situations where Univers is not available due to licensing, Oswald is a preferred alternative.  

• Oswald

Contact University Relations with questions regarding fonts and font licenses.

* Fonts used on wisconsin.edu, they are available for download on Google Fonts.
** Font is available as a Windows System Font
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WRITING GUIDE
All text should portray the University of Wisconsin (UW) System and its constituents, events, programs, faculty, 
staff, and students in a positive manner.  Content should be mindful to avoid innuendos, double meanings, and 
other potential accidents that could be harmful to the image of the UW System.

Voice and Tone
• Write in a direct, conversational style.
• Tailor your words to the intended audience.
• Use crisp, active sentences to give more life to the written word; avoid using passive voice.
• Don’t overuse acronyms. Spell out acronyms on first use.
• Use short, simple words rather than large, complex ones.
• Use the second-person voice rather than the third-person whenever possible.

Usage Guidelines
CAMPUS, INSTITUTION, AND OTHER UW NAMES

Do not use a hyphen:

• UW Colleges
• UW Colleges Online
• UW Flexible Option
• UW HELP
• UW System
• UW System Administration

Use a hyphen:

• UW-Extension

Use a hyphen for four-year UW institutions:

• UW-Eau Claire
• UW-Green Bay
• UW-La Crosse
• UW-Madison
• UW-Milwaukee
• UW-Oshkosh
• UW-Parkside
• UW-Platteville
• UW-River Falls
• UW-Stevens Point
• UW-Stout
• UW-Superior
• UW-Whitewater

Use a hyphen for specific UW Colleges campus 
names:

• UW-Baraboo/Sauk County 
• UW-Barron County 
• UW-Fond du Lac
• UW-Fox Valley
• UW-Manitowoc
• UW-Marathon County
• UW-Marinette
• UW-Marshfield/Wood County
• UW-Richland
• UW-Rock County
• UW-Sheboygan
• UW-Washington County
• UW-Waukesha

Use an en-dash (–), not a hyphen (-), when spelling 
out the full name. 

• Example: University of Wisconsin–Eau 
Claire
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CAPITALIZATION

Capitalize UW System, System Administration, UW Colleges (but do not capitalize “system” alone, “systemwide,” 
“university” or “university system”)

Capitalize Board of Regents (but, in most cases, do not capitalize “the board” or “the regents”)

Capitalize schools within universities when using their proper names:

• the School of Journalism & Mass Communication
• the School of Nursing
• the School of Engineering

But do not capitalize journalism (or journalism school), nursing, engineering, law, allied health, etc.

Capitalize departments within schools when using their proper names:

• Department of Geography
• Department of Agricultural Economics
• Department of Biochemistry

But do not capitalize geography (or geography department), agricultural economics, biochemistry, history, 
linguistics, etc.

Capitalize offices within System Administration (Office of Administration, Office of University Relations, Office of 
Capital Planning and Budget, etc.)

Capitalize titles when used specifically in front of a name:

• Acting President Katharine Lyall
• Professor Howard Temin
• Chancellor Karl Meyer
• Or when followed by the full name of the institution: She is President of Radcliffe College.

But do not capitalize when these titles follow the name or stand alone within the text:

• Katharine Lyall, acting president

Exception: In bylines to articles and in lists, capitalize titles whether or not they precede a person’s name.

• By Edward M. Penson, Chancellor

NUMBERS

Numbers one through nine are spelled out, while 10 and above are written as numerals.

COMMON WORD USAGE & SPELLINGS

• campuswide
• coursework
• DoIT
• Internet
• website
• online
• startup
• statewide
• systemwide
• 21st century (hyphenate if used as an adjective: 21st-century jobs)
• underrepresented
• UW Colleges
• UW-Extension
• UW HELP
• UW System


