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Welcome.
We made this guide because the way  
we present ourselves matters.

We hope this guide familiarizes you with what makes Urban Ventures unique, inspires you to 
create your best work, and equips you with the tools to make your ideas a reality. If you have  
questions, don’t hesitate to contact us at media@urbanventures.org.

Welcome
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Our Essence | Vision, Mission, Belief

At Urban Ventures, we’re bringing a bold, radically holistic approach to the fight 
against poverty. Where most nonprofits focus on just one aspect of poverty at a 
time, we understand that it takes a combination of educated kids, strong families, 
and a healthy community to create real, lasting change.

Urban Ventures is an ambitious, poverty-fighting experiment 25 years in the 
making—and it’s working. 

O U R  V I S I O N

A city without poverty.

O U R  M I S S I O N

O U R  B E L I E F

To educate kids, strengthen their families,  
and build a healthy community.

Education changes everything.
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Our Essence C O N T I N U E D 
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Our Essence | Tone, Values, Personality

O U R  VA LU E S

O U R  TO N E

O U R  P E R S O N A L I T Y

Faith, Integrity, Empowerment,  
Transformation, Diversity, Sustainability

Human
Whether we’re talking to our next-door neighbor or our biggest donors, we want to 
keep it real, speak with one voice, and inspire action.

Authentic, Hopeful, Creative, 
Grateful, Honest, Resolute, 
Bold, Celebratory
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Our Logo
Urban Ventures’ logo is the most recognizable 
representation of our organization and brand, so let’s 
treat it with care. 

Do give the logo some room around the edges.

Don’t squish or skew the logo.
 
Don’t make it too small (generally no smaller than 65px or .65”).
 
Don’t make it too big (generally no bigger than 125px or 1.25”). 

G U I D E L I N E S

Logo | Corporate Logo
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Logo C O N T I N U E D 

Logo
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Logo | Program and Event Logos

Logo Examples
Urban Ventures’ corporate logo is used 

alongside the official name of programs,  
activities, and events. The corporate logo 

is the only graphic element used to identify  
organizational programs, activities, and events.  

 
If you’re designing on a white background, we 
prefer you use a charcoal grey logo treatment.

If you’re overlaying the logo on a photo or  
colored background, we prefer you use a  

reversed (white) logo treatment

Do give logos some room around the edges.

Don’t squish or skew logos.

Don’t make it too small  
(generally no smaller than 65px or .65” high).

 
Don’t make it too big  

(generally no bigger than 125px or 1.25” high). 

 LO G O  G U I D E L I N E S
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Colors

Primary Colors13
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CMYK 61, 52, 50, 20
RGB 99, 100, 103
HEX #636567

CMYK 100, 31, 0 62
RGB 0, 68, 98
HEX #004462

These two colors are the 
foundation of our brand. 

Contact the Marketing team before 
creating materials that use colors 

other than those on this page. 

Our Primary Colors

Colors | Primary Colors
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Typography | Our Font

PROXIMA NOVA

Proxima Nova Thin
Proxima Nova Thin Italic 
Proxima Nova Light
Proxima Nova Light Italic 
Proxima Nova Regular 
Proxima Nova Regular Italic 
Proxima Nova Semibold 
Proxima Nova Semibold Italic 
Proxima Nova Bold 
Proxima Nova Bold Italic 
Proxima Nova Extra Bold 
Proxima Nova Black

Heading Style 1
 

[light, sentence case, UV blue, tracking 0]

H E A D I N G  S T Y L E  2

[Semibold/bold, all-caps, k90, tracking 140-200]

Paragraph style 
[Thin, light, or regular, sentence case, k75-k90 tracking 0-30]

Our font is Proxima Nova. We use it 
for everything—print and digital.  

 
When Proxima Nova isn’t available, we 

use Montserrat (you can download it 
free from Google Fonts here). The 

generic default substitute font is Arial. 

Our Font
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Rendering Hope
Photography is the most significant way we 
communicate our brand. Positive, hopeful, and 
authentic images of people laughing and smiling in 
everyday moments are centrally featured in almost 
everything we produce. We portray people with 
dignity and respect. This is intentional: We want to 
focus on the assets and beauty in our community, as 
well as communicate our hope for the future.

Photography | Our Approach
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Photography | Examples
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Photography | Examples
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Writing | Tone

Our written tone is human and personable—embodying 
our brand personality. Keep writing simple, but professional 
and authoritative on the issue of urban poverty. 
Communicate from the perspective of our community and 
always uphold the dignity of our participants.

Tone
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Writing C O N T I N U E D 

Writing
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Tips

Writing | Tips

1. Write simply.
We’re professional, but that doesn’t mean we write in an 
overly complicated or sophisticated way. Our writing should 
be simple, concise, and down-to-earth. 

2. Write with authority.
While we maintain a hopeful tone, we write honestly and 
with authority about urban poverty and urban community 
development—the subjects we are most knowledgeable 
on. Our communications should establish Urban Ventures 
as a thought leader in this sector.

3. Write inspirationally.
While we’re honest about the realities of urban poverty, we 
write with a hopeful tone. We emphasize how our 
community can help, and is helping, make a difference.

4. Write accurately.
Write professionally and accurately by avoiding the use of 
slang and casual acronyms (jk, lol, etc.) Proofread, double 
check, cite statistics, and don’t hesitate to clarify information 
with the people most knowledgeable on the subject. Before 
hitting “send,” be confident that what you’ve written is true.
 

On the note of accuracy, it’s easy to confuse “Urban 
Ventures” with a for-profit company. So, don’t refer to us as 
a company. Instead, use “Urban Ventures,” “our organiza-
tion,” or “we.”

5. Write about people with dignity and respect.
We connect our supporters to the real people they are 
impacting through storytelling. We represent participants 
with accuracy, dignity, and respect, while highlighting what 
makes them unique. We do not use “poor,” “deficient,” 
“broken” or other degrading terms to describe individuals, 
families, or communities.

6. Write with our brand personality in mind. 
Keep in mind that everything we write is created by 
humans, for humans. Your writing should humanize Urban 
Ventures and bring our brand personality (pg. 7) to life. And 
don’t hesitate to let your personality shine, too! 

7. Write from an insider’s perspective.
Write from the vantage point of our community and of our 
participants. Use “we”, instead of “they.” 

8. Write to the reader.
Speak directly to the reader. Use the word “you.” Drive 
home the vital role they are or can play in Urban 
Ventures’ work. Tie their support directly to our impact.

9. When in doubt, ask for help.
Writing not your cup of tea? The marketing and 
communications department has your back. Email our team 
for feedback or help and we’ll do whatever it takes to pro-
duce our best work—together.  
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Terminology
program participants, participants, or students
This is how to refer to people participating in 
Urban Ventures’ programs. Do not use “clients,” “beneficiaries,” or other terms.

faces/facing poverty, experiences/experiencing poverty, or in poverty
This is how to refer to children, families, and communities struggling with poverty. Do not 
use the term “the poor” or refer to people or communities as “poor.” For example, say 
“families in poverty” versus “poor families.”

holistic
The terms “holistic” and “wholistic” have the same meaning—with wholistic simply being a 
variant spelling. We use the term “holistic” to refer to academic, physical, emotional, and 
spiritual well-being.

full-tuition, full-need scholarships
This is how we refer to the scholarships we award students each year. Do not use the 
term “full-ride.”

community or neighborhood
This is how we refer to our 25-block core area of South Minneapolis. Do not use the term 
“inner-city” or “ghetto.”  

supporters
This is how we refer to our donors and financial supporters.

Writing | Terminology
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Our Approach
While we keep things professional, social media is an 
opportunity to relate to our community in a fun, personable way. 
Like our brand voice, our tone on social media is human, 
hopeful, and authentic. 

More than anything, social media is a relational tool. It’s an 
opportunity to stay top of mind with current participants and 
supporters, reach new audiences, and authentically connect 
with our community. 

Social Media | Our Approach



Urban Ventures Brand Guide p. 28 

Social Media C O N T I N U E D 
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Tips
1. Connect.
Social media is the best way to build and maintain 
relationships with current and prospective participants and 
supporters. It is an opportunity to stay top of mind and 
connect in a fun, yet meaningful way.

2. Celebrate.
Social media is an opportunity to celebrate the people who 
make Urban Ventures what it is—our neighborhood, our 
participants, our volunteers, our supporters, and our staff. 
We celebrate the rich beauty and diversity, as well as the 
achievements, service, and dedication of our community.

3. Give thanks.
As we celebrate our community and the people who make 
Urban Ventures possible, we express our immense 
gratitude for them. We say “thank you” sincerely and 
frequently. And when possible, we tag whomever we are 
thanking on social media.

4. Educate.
We utilize social media to inform our community of our 
program offerings, as well as educate our supporters on our 
work, our impact, and the realities of urban poverty.

5. Tell stories.
People are at the heart of our work. Whether a brief quote 
or a long caption, social media is a great, versatile platform 
to share personal stories of transformation.

6. Simplify. 
Keep social posts simple, concise, and down-to-earth. 
Focus on one key message or call to action per post. 

7. Engage.
Social media is a platform to build two-way relationships, 
yet it is tempting to use social media for self-promotion. So 
remember to “like,” comment, re-share, and engage with 
other’s content, as well as quickly respond to comments 
and messages from our followers.

Social Media | Tips



Urban Ventures Brand Guide p. 30 

Social Media

Social Media C O N T I N U E D 



p. 31Urban Ventures Brand Guide

General Best Practices
1. Use high-quality images.
When possible, use high-resolution images that reflect our 
approach to photography (pg. 17). This is especially true for 
Instagram since it is a visual platform. 

3. When possible, use videos.
If a picture is worth a thousand words, then a video is worth 
a million. Videos bring our work to life and engage 
audiences in a powerful way. As a result, they perform 
extremely well on social media. 

2. Write simple, straightforward posts and captions.
Let your creative juices flow, but as we’ve mentioned 
before—write with brevity. People are flooded with online 
content and advertisements each day, so our posts must 
catch their attention and be worth their time. 

4. Post consistently.
Whether it is once a week or once a day, establish a 
posting frequency and do your best to stick to it. Also, be 
consistent in the personality and tone used on social media. 

5. Use hashtags wisely.
Hashtags are a helpful tool to join, monitor, and engage in 
conversations around a specific topic, event, or campaign. 
Use relevant, popular hashtags on every Instagram post (but 
limit to five per post), as relevant on Twitter (limit to two per 
tweet), and sparingly on Facebook (limit to one per post). 

A few of our favorites are: #Education #Community  
#SocialGood #ChangeMakers #Minneapolis #MPLS

6. Stay on your toes, because social media is always 
changing!
Social media platforms frequently change their appearance, 
functionality, algorithms, analytics reporting, and more. While 
the best practices outlined here have stood the test of time, 
they too are subject to change! 
 
One way to stay up to date on the latest social media news 
is to follow Sprout Social’s blog and sign up for their 
newsletter (www.sproutsocial.com). But when in doubt, ask 
the marketing and communications department for help!

Social Media | General Best Practices
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Our Key Platforms
Facebook is our go-to platform. And like us, it’s all about 
community. Facebook is well-suited for a variety of content, 
and is a great place to inform and inspire our audience 
while cultivating relationships. Facebook is also the biggest 
driver of web traffic among our social accounts.  

Instagram is an opportunity to communicate our brand 
and personality visually. It doesn’t drive a lot of web traffic, 
but it does generate engagement. Note: Links are not 
clickable in Instagram captions. To get around this, put the 
link in the account profile and direct people there.

Twitter is a great place to share quick, “live” updates, 
monitor and engage in conversation, and establish thought 
leadership. It’s a fast-paced world, so it requires more 
frequent posting than other platforms.

YouTube is an ideal platform to share stories, promote 
campaigns, and more in video form. We don’t post as 
often on YouTube as we do other platforms, however it 
remains an opportunity to inspire and build awareness.

Social Media | Our Key Platforms




