
BRAND  
GUIDELINES





WHAT ARE BRAND GUIDELINES?
These guidelines seek to define the visual image of Teen Reach. Including proper use of logos, 

fonts, colors, and more. Adherence to these guidelines helps create a consistent message across 

all marketing materials organization-wide. This will elevate Teen Reach’s recognizability among 

their audience—resulting in a strong brand presence.
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LOGO
The name, Teen Reach, T.R.A.C. - Teen Reach Adventure Camp and T.R.A.C.life and the  

corresponding logos, colors and design used in the logos are specific to the branding of  

Teen Reach at the national level and local level across the country.

In most cases, the Teen Reach logo will be the only logo used or approved for usage unless  

permission is given to use the local program logos.

It is important for the branding of an organization to be accurate, consistent, and professional  

any time it is used. Standards and Guidelines are necessary for the national organization as well  

as T.R.A.C. and T.R.A.C.life Directors and their staff to maintain when using any of the Teen Reach 

logos. This promotes purity in the brand of the organization as each of us are not only represent-

ing Teen Reach at a local level, but as an association of camps and mentoring programs serving 

foster youth across the country.
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Proper Logo Use Examples

Improper Logo Use Examples

DO: Maintain a clear space (at least equal to the 
height of the green horizontal bar) around the 
logo, free from any other elements, including type, 
borders and distracting backgrounds.

DON’T: Place logo too close to the edges or other 
elements. Don’t place over distracting back-
grounds or in-line with text.

DON’T: Stretch the logo or change it’s colors. DON’T: Use the logo at a size where all the text 
can’t be read. 

PORTLAND
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Typography
The typefaces for Teen Reach were chosen on their aesthetics that help convey a feeling of  

youthfulness, camps and outdoorsy. Using the same typefaces, as outlined, across all marketing 

materials helps keep the messaging of Teen Reach consistent and recognizable.
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Headline Fonts

Body Copy Fonts

Intro Rust

Intro Rust is an eye catching display font with a 
rough texture that captures the feeling of an  
outdoor wood-carved sign. 

This font should only be used for titles or head-
lines and very sparingly. It should be used as an 
accent and never in body text.

Museo 700

Museo is a more readable font and has a full set 
of glyphs. It also has quirky elements that give it a 
handmade feeling and injects some youthfulness 
into the typography.

It can be used as a headline font when Intro Rust 
does not make sense or becomes too heavy.

Museo 300/500/700

Museo comes in three weights and should be 
used for body copy as well as headlines. 

Segoe can be used in place of Museo when not 
available or for any applications where a system 
font makes more sense. For example, writing  
manuals & larger bodies of work.

*Only free versions of the typefaces were used in constructing 
these guidelines. However, download links and availability may 
change in the future. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!?
*Downloadable here: https://www.fontspring.com/fonts/fontfabric/intro-rust-free

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?
*Downloadable here: https://www.exljbris.com/museo.html

Museo 300
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?

Museo 500
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?

Museo 700
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?

Segoe UI
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!?
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First Last

Title
Teen Reach 
name@TeenReach.org
555-555-5555
www.TeenReach.org

e-Mail Signature
E-mail signatures should be standardized across the organization to create a consistent look and 

feel. They should also utilize Calibri since most end users will have that font installed. 

Font size is 13.5pt and grey for the name, while everything else is 10pt black.  

The logo should be placed at 1” tall to ensure readability.

6



COLOR
Colors are an integral part to the Teen Reach brand. They help convey the mood of the  

message with uplifting hues. Only the exact colors outlined here should be used as the main  

colors for marketing pieces. Not using the correct color builds will result in inconsistencies—

weakening the brand.
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Main Colors

Teen Reach Green

Found in the Teen Reach logo, Teen Reach Green can be used for  
headlines and backgrounds. It should be the most dominant color  
used in marketing materials.

Teen Reach Blue

Also found in the logo, Teen Reach Blue can be used as headlines and back-
grounds in conjunction with Teen Reach Green. It can also be used on its 
own to help designate new sections or create visual interest. However Teen 
Reach Green should make up most of the usage. 

PMS: 356C
CMYK: 96/27/100/15 
RGB: 4/120/50

PMS: 641C
CMYK: 100/53/21/4 
RGB: 0/102/161
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Secondary Colors

Teen Reach Orange, Yellow, Light Blue

These colors, found in the Teen Reach logo can be used as accents to any of Teen Reach’s other  
colors. They can also be combined to make a gradient. Generally, they shouldn’t be used for  
type or large swaths of color. However, exceptions may occur.  

Brown

Brown can be used as an accent and type color. 
It helps create a natural, woodsy and outdoorsy 
mood. It will help soften typography when used  
in place of black. 

Natural

Using a natural background color instead of bright 
white will also help establish an outdoorsy theme. 
The natural color can also be applied to type when 
used on a dark colored background.

PMS: 7533C
CMYK: 0/28/100/91 
RGB: 50/35/0

PMS: 7527 (30%)
CMYK: 1/1/4/1 
RGB: 249/249/243

PMS: 130C
CMYK: 2/38/100/0 
RGB: 246/167/4

PMS: 278C
CMYK: 45/14/100/0 
RGB: 139/184/232

PMS: Black C (50%)
CMYK: 60/40/40/100 
RGB:0/0/5

Grey 

Teen Reach Grey is used for the boot print— 
generally at 50%. However, it should be adjusted 
darker or lighter depending on the content it  
is overlapping. 

PMS: 102C
CMYK: 4/5/100/0 
RGB:247/227/0
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Imagery
Imagery helps tell a story and set the scene. An emphasis on high-resolution & well-lit photogra-

phy should be emphasized. Teen Reach’s own photography showing participants in action should 

be paired with landscape photography to help tell a story and create continuity. Irregular borders 

like above can be used to make the layout more dynamic and hand-crafted. Landscape photos 

can be used subtly in the background. 

The Teen Reach bootprint can be used in the background as a repeating element to  

increase visual interest and branding.

+ +
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TEXTURE
Texture helps create interest, continuity among pieces and builds upon a theme. Textures should 

be faint and not overpowering, supporting the theme and not dominating. Ensuring that text is 

easy to read. Teen Reach uses wood textures to build upon the outdoor theme.
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Proper Texture Use Examples

Improper Texture Use Examples

Aquossum la volest, id quo earit, ipient 
adis et ulparit et lab is eveleste vid ut 
aboribus que nus doluptas quam voluptas 
re cum et doluptatus moluptiae pero endi 
rehenis eicime niscium rem alignam aborPORTLAND

MENTOR

MENTOR

MENTEE
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Visual Media
All video should follow the guidelines set forth in this document as well as contain the following:

• Teen Reach Logo (at start and finish) to ensure proper brand recognition 

• contact information (at finish) 

• copyright information

As with all Teen Reach materials no camper’s face may be shown without first  

obtaining proper approvals.
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Common verbiage
At-risk youth (dash used when adjective)

Youth at risk (no dash)

CrossTalk not Cross Talk

T.R.A.C. 

T.R.A.C.life (life in italics)

Best editing practices:
One space (not two) after periods, question marks, colons, etc.

Punctuation goes inside (not outside) quotation marks.  

For example: “Do you like ice cream?” not “Do you like ice cream”?
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503-625-1299


