
Quick Reference Guide
Brand Guidelines

Minimum size
0.375” or 9.5mm
(Note: The ® is not 
necessary for logos 
smaller than .50”)

For print and Microsoft® 
Office applications

Minimum size
0.25” or 6.35mm

Clear space for
print applications

Clear space for 
web and digital applications

Logo Configuration

There are six UPS logo configurations. Logo asset files have 
been created and are available on UPS Brand Exchange: 
upsbrandexchange.com. Never attempt to recreate or  
recolor the logo. 

Note: The gray backgrounds in the examples are not brand 
color and are not built into the artwork files; they are for 
demonstration purposes only.

Logo Minimum Size and Clear Space

• Full-color version for print is 0.375” or 9.5mm wide

• One-color version for print is 0.25” or 6.35mm wide

• Full-color version for web is 43 pixels wide

The clear space for print applications and Microsoft® Office 
applications is based on the height of the letter “U” in UPS. 
“X” is equal to the height of the “U”. This clear space applies 
to all print configurations of the UPS logo.

Web environments have a more confined space; for this 
reason the clear space for the UPS logo on the web is equal 
to half the height of the letter “U” in UPS.

Logo Versions

Though it is important to let people know that the UPS logo 
is trademarked, we do not want the registration mark to be a 
visually prominent part of the logo; at the same time, when 
using the logo in small instances, we want the register mark to 
be legible. To this end, we have created three versions of the 
logo to ensure legibility and relationship to the registration mark 
at small, standard, and large size usage:

Standard Size: Use standard logo for sizes between 1” wide 
and 4” wide. The registration mark is sized for legibility without 
appearing prominent.

Large Size: Use large logo for sizes 4” wide and up. The 
registration mark is proportionally smaller so as not to be 
overwhelming.

Small Size: Use small logo for sizes smaller than 1” wide.  
The registration mark is proportionally larger so that it is legible. 
The ® is not necessary for logos smaller than .50”

The exhibits at right demonstrate these differences.
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UPS Sun 
PMS 144 C 
CMYK: 0/49/98/0  
RGB: 246/139/32 
HEX: f68b20

UPS Grass 
PMS 369 C 
CMYK: 61/0/100/0  
RGB: 100/167/11 
HEX: 64a70b

UPS Sky 
PMS 7703 C 
CMYK: 79/2/10/11 
RGB: 0/156/189 
HEX: 009cbd

UPS Water 
PMS 7465 C 
CMYK: 58/0/36/0 
RGB: 64/193/172 
HEX: 40c1ac

UPS Sand 
PMS 2310 C 
CMYK: 11/20/30/0 
RGB: 225/200/176 
HEX: e1c8b0

UPS Stone 
PMS Cool Gray 1 C 
CMYK: 0/0/0/15 
RGB: 217/217/214 
HEX: d9d9d6

UPS Brown  
PMS 476 C 
CMYK: 32/70/100/83  
RGB: 53/28/21 
HEX: 351c15

UPS Gold  
PMS 7548 C 
CMYK: 0/27/100/0  
RGB: 255/181/0 
HEX: ffb500

80% 80% 80% 80% 80%80%60% 60% 60% 60% 60%60%40% 40% 40% 40% 40%40%

Color

Essential to our use of color is our adherence to color 
specifications across our color palette.

In the exhibit at right, note the hierarchy of our colors, 
starting with UPS Brown and UPS Gold, which are 
complemented by our nature-inspired secondary colors.

ASE files have been created and are available on UPS Brand 
Exchange: upsbrandexchange.com.

Never use tints in typography. 

Guardian Egyptian Headline Thin
Guardian Egyptian Headline Thin Italic
Guardian Egyptian Headline Regular
Guardian Egyptian Headline Regular Italic
Guardian Egyptian Headline Medium
Guardian Egyptian Headline Medium Italic
Guardian Egyptian Headline Bold
Guardian Egyptian Headline Bold Italic

UPS Sans Regular
UPS Sans Regular Italic
UPS Sans Medium
UPS Sans Medium Italic 
UPS Sans Bold
UPS Sans Bold Italic
UPS Sans Extra Bold
UPS Sans Extra Bold Italic
UPS Sans Extra Extended Bold
UPS Sans Extra Extended Bold Italic

UPS Sans Regular Condensed
UPS Sans Regular Condensed Italic
UPS Sans Medium Condensed
UPS Sans Medium Condensed Italic 
UPS Sans Bold Condensed
UPS Sans Bold Condensed Italic

Typography

1) Guardian Egyptian Headline is our primary font. Adding 
character with its slab serif, Guardian Egyptian Headline feels 
both contemporary and traditional, allowing us to underscore 
our heritage while remaining modern and forward-looking. 
It should be used for all external communications. Purchase 
this font at: http://commercialtype.com/typefaces/
guardian/egyptian_headline.com

2) UPS Sans is our secondary font. Clear, nimble, and 
efficient, UPS Sans lends itself nicely to body copy and 
should be used for all external communications. This font is 
available download at upsbrandexchange.com. 

In some situations Guardian Egyptian Headline and UPS Sans 
are not viable options (e.g., when setting type in HTML or 
using Microsoft® applications like Word or PowerPoint). In 
these situations we have set acceptable replacements:

• Georgia for all headings      • Arial for body copy

Both Georgia and Arial are readily available and will perform 
well in both a PC and Mac environment.

Thickness of rule = X

3X

Space between 
the Golden 
Thread and 

the logo is half  
the size of the  

shield 

The Golden Thread

The thickness of the Golden Thread is three times the 
thickness of the vertical rule of the UPS logo.

The Golden Thread, in UPS Gold, bleeds off the top, left, and 
right side of the page on print collateral.

Georgia Regular
Georgia Regular Italic
Georgia Bold
Georgia Bold Italic

Arial Regular
Arial Italic
Arial Bold
Arial Bold Italic

One-color spot  
UPS Brown

Primary logo One-color black One-color white One-color 
black opaque

One-color 
white opaque

X

X

X
1/2 X

1/2 X

1/2 X

For for web and  
digital applications

Minimum size for web
43 pixels
(Note: The ® is not 
necessary for logos 
smaller than 62 pixels)

The standard logo is the 
primary configuration 
to use.

Use standard logo for  
sizes between 1" wide 
and 4" wide

Standard logo use

Use large logo for  
sizes 4" wide and up

Large logo use

Use small logo for sizes 
smaller than 1" wide 

Small logo use

X

1/2 X

Note: For non-Romanesque language applications, please see substitute fonts listed in the main guidelines on pages 80 and 81.



Photography

Our photography style is based on the honest and real-life 
cinematography of a film. 

Always maintain the importance of authentic, captured 
moments with a significant focus on the customer. We have 
broken our photography style into three different sections that 
together form the story of UPS.

Illustrations/Infographics

When we use or create illustrations or infographics, we should 
keep the following principles in mind:

• Modern and artistic
• �Use color to add dimension, energy, and flexibility
• �Show the character of our brand, rather than a caricature
• �Portray data in interesting ways that promote engagement 

and understanding
• �Simplify the graphics to communicate the information 

clearly and efficiently
• Champion the beauty and delight of information
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Headline in sentence case

“Quotations in sentence 
case, at same point size 
as subheads.”

Subheads in sentence case
Lead-ins are set in sentence case with end punctuation.

Paragraph headers in sentence case

— John Doe, 1941

Footnotes in sentence case

Guardian Egyptian 
Headline Light

Guardian Egyptian 
Headline Light

Guardian Egyptian 
Headline Regular

Guardian Egyptian 
Headline Regular

UPS Sans Bold

UPS Sans Regular

UPS Sans Bold

UPS Sans Bold

Illustrations Infographics

Body copy is set in UPS Sans Regular with one line space between paragraphs. 
Body copy can be highlighted using UPS Sans Bold.

Layout and Grids

To create consistency and proportion for the placement of 
our logo in print collateral, we’ve developed a simple three-
step process:

1. Divide the layout area vertically into 15 units

2. �Size the UPS logo to the height of one unit. From the 
bottom of the Golden Thread, measure half the distance 
of the UPS logo down. This is where the top of the logo 
should begin

3. �The left side of the UPS logo should be placed the width of 
the UPS logo away from the left side of the layout

Using the simple grid system at right, we can determine how 
to divide a print layout to best convey our headlines and/or 
content.

The exhibits show the different ways to use the grid for print 
collateral.

Copy is set to align left and should fall within the  
first two-thirds of the page as illustrated in the examples  
at right. 

Type Hierarchy and Styles

Please refer to the hierarchy at right. In this exhibit, we 
break down the use cases for both Guardian Egyptian 
Headline and UPS Sans:

• �Guardian Egyptian Headline and UPS Sans should be your 
only typefaces

• �Body copy or any heavy areas of text should always be 
UPS Sans

• �Headlines should always be set in Guardian Egyptian 
Headline Light used in a large point size on the page

Note: Print consideration should be kept in mind when  
using Guardian Egyptian Headline Thin. When the type is 
knocked out of a background, Guardian Egyptian Headline 
Thin may fill in at smaller point sizes. 

1 2 3

What does
carbon
neutral
mean for 
you? What does

carbon
neutral
mean for 
you?

What does
carbon
neutral
mean for 
you?

Divide the  
collateral
into 15 units

UPS logo equals 
one unit

Half the height
of the UPS logo

The width
of the UPS logo
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Sustainability Report 2013

 
ACHIEVEMENTS 
2013

1.3
2013  
Achievements UPS MY CHOICE™  

IS A HIT WITH CUSTOMERS
We passed the 7 million mark in customer 
registrations for UPS My Choice™, an innovative 
service that enables recipients to specify delivery 
dates and places – and helps us save energy.

EMERGING MARKETS 
ORGANIZATION
Emerging market countries need more resource-
efficient logistics options, and we established a 
new team of senior managers to deliver them in 
emerging markets worldwide.

ISMEA DISTRICT
We created a new operating district for the  
Indian subcontinent, the Middle East, and  
Africa (ISMEA): three regions sharing growth  
in trade and development that we can help  
make more sustainable.

STRATEGIC ACQUISITIONS
UPS became the first global express delivery 
company to be wholly-owned in Vietnam. We 
also expanded our capabilities for customers with 
acquisitions of a healthcare logistics provider 
in Hungary, as well as a small package delivery 
company and brokerage company in Costa Rica.

RESILIENT COMMUNITIES 
We provided US$7.5 million in humanitarian  
relief funding and assisted with 250 humanitarian 
shipments across 46 countries, all aimed at 
supporting local communities in preparing for  
or recovering from disasters.

UPS GLOBAL FORESTRY INITIATIVE:  
THE NEXT MILLION TREES
We kicked off the 10th anniversary of our Global 
Volunteer Month by pledging to plant another  
1 million trees around the world, beyond the  
1.3 million planted in 2012 and 2013.

UPS ROAD CODE™  
ARRIVES IN CHINA
The UPS Road Code™ program teaches safe driving 
techniques to new drivers in five countries. The 
latest is China, where employee volunteers helped 
launch the program in Shanghai in 2013. 

LEADERSHIP  
IN CARBON DISCLOSURE 
For the third year in a row, we earned a 99 out  
of 100 for voluntary carbon disclosure and 
achieved a top position in CDP’s Global 500 
Climate Disclosure Leadership Index (CDLI). We 
also earned an “A-” for our carbon performance.

GRI G4 “COMPREHENSIVE”
UPS is one of the first major corporations in the 
United States to report at the “Comprehensive” 
level of the new G4 guidelines developed by the 
Global Reporting Initiative.
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Committed to More

 1.1 Headlines of 2013

 1.2  Executive Statement:  
Chairman and Chief  
Executive Officer

 1.3 2013 Achievements 

 1.4 UPS Global Reach

Empowered People

Environmental Responsibility

Global Prosperity

Materiality and  
Stakeholder Engagement

Ethical Conduct

Appendix

in UPS’s Alternative Fuel and Advanced Technology Vehicles

Electric Vehicles

  2
0

0
1

First tested in New York City in the 1930s, we took a 
second look in Santiago, Chile, in 2001. Today, we 
have more than 100 worldwide.

Electric Vehicle 
Expansion

 2
0

13

Early in 2013, we deployed 100 fully electric 
commercial vehicles throughout California. These 

the consumption of conventional motor fuel by an 
estimated 126,000 gallons per year.  

20x

Announcement

UPS announced the purchase of more than 900 
LNG tractors in 2013 and plans to have more than 

100 x

 20
13

Diesel Hybrid Hydraulic

 20
0

6

Harnessing hydraulic power sharply increases fuel 

delivery vehicles. More than 40 of these vehicles 
deliver packages in the U.S. today.

 20
0

0

gas. UPS operates over 100 tractor-trailers powered 
by LNG in the U.S.

The Road to 1 Billion Miles 
UPS is committed to better fuel alternatives, now and for the future. That’s why we recently announced a new 

goal — to drive 1 billion miles in our alternative fuel and advanced technology vehicles by 2017. With more than 

3,000 vehicles currently in our “rolling laboratory,” we’re creating sustainable connections and delivering 

innovative, new technologies on the road and around the globe.  

UPS recently announced plans to purchase 
1,000 propane package delivery trucks 
and install an initial 50 fueling stations 
at UPS locations across the U.S.

Between 2000 and the end of 2013, the UPS 

55 million miles, a 13% increase over last year.

350 million

Hybrid Electric

19
98

We were driving hybrid electric vehicles on the street 
two years before they became widely available to 
consumers in the U.S. Now, we operate nearly 400 
of these low emission vehicles around the world.

Compressed Natural Gas

1989

UPS has approximately 1,000 of these clean burning 

Propane Engines

19
80

Propane burns cleaner than conventional liquid fuels, 
such as gasoline or diesel. Today, we operate nearly 
900 propane engine vehicles in Canada.

We had more than 3,150 alternative fuel and advanced 
technology vehicles in nine countries at the end of 2013. 

alternative fuel/advanced 
technology vehicles3,150

30
0 x

PROPANE

SOURCES:   

All equivalencies presented are estimates and do not represent actual 

or verified benefits associated with this initiative.

© 2013 United Parcel Service of America, Inc. UPS, the UPS brandmark, and the color 

brown are trademarks of United Parcel Service of America, Inc. All rights reserved

Presented  By

 2014

Learn more at ups.com/sustainability

EARTH DAY NETWORK
™

A Global Commitment
Today, many forests are under threat from climate change, human encroachment, 

and extraction of natural resources. At UPS, we are committed to doing more for the 

environment. That’s why we planted more than 1.3 million trees in 2013 , and by the 

end of 2014 we will surpass a total of 3 million trees on five continents - from Angeles 

National Forest in California to the Boreal Forests in Europe, Canada, and China. 

Conserving our global forests is imperative to maintaining balance in the atmosphere, 

preserving biodiversity, and protecting a host of other vital ecological processes.

WHAT CAN 3 MILLION TREES DO?* 
As part of its Global Forestry Initiative, UPS is working with organizations like The 

Nature Conservancy, Earth Day Network, Arbor Day Foundation, and the National 

Park Foundation to plant more than 3 Million trees all over the world – protecting 

water, offsetting carbon emissions, and reducing air pollution.   

SOURCES:   1epa.gov    |    2arborday.org    |    3earthday.org
*All equivalences presented are estimates and do not represent actual or veri�ed bene�ts associated with this initiative.
© 2013 United Parcel Service of America, Inc. UPS, the UPS brandmark, and the color brown are trademarks of United Parcel Service of America, Inc. All rights reserved

Learn more at ups.com/sustainability

Improve the lives of more than 3,000 farmers and their families by 

providing sustainable resources that can be utilized for food and work3

Absorb enough CO2 in the first 10 years

of life to offset the climate impact of 

more than 24,000 passenger

vehicles for one year1

Absorb 117,000 metric tons of CO2 in  

the first 10 years of life, helping keep 

our atmosphere in balance1

Provide $186 billion worth 

of air pollution control

every 50 years2

Supply the oxygen needs 

of up to 12 million people 

each day2

Who we’re partnering with: 

1/3

1/3

2/3

2/3

3/3

3/3

What does 
carbon neutral 
mean for you?

One of the many 
ways UPS leads the 
industry in mitigating 
climate impact

UPS carbon neutral offers a convenient, 
easy way to offset the carbon (CO2) 
emmissions resulting from transporting 
your shipments:

• Easy—Select the carbon neutral option right          
    from your shipping system

• Inexpensive—As little as five cents per package

• Accurate—Reliable carbon calculations for 
    reliable offsets

• Verified and certified—Third-party validated by 
    world leaders in carbon neutral evaluation

What does 
carbon 
neutral mean 
for you?

What does
carbon
neutral
mean for 
you?
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The 
method
to the 
magic
How it all began

Realizing our vision

Bringing it to life

01

02

03

04

05

06

07

01 06

07

08

03 04

05

02

Lorem ipsum dolor sit amet, 
adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet. 

Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper 
suscipit lobortis nisl ut aliquip ex ea 
commodo consequat. 

Duis autem vel eum iriure dolor in 
hendrerit in vulputate. 

Velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis 
at vero eros et accumsan et iusto. 

Delenit augue duis dolore te feugait 
nulla facilisi. 

Nam liber tempor cum soluta nobis 
eleifend option congue nihil 
imperdiet mazim placerat facer. 

Typi non habent claritatem insita.

Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed diam 
nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat 
volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut 
aliquip ex ea commodo consequat. 
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse 
molestie consequat, vel illum dolore 
eu feugiat nulla facilisis at vero eros 
et accumsan et iusto odio dignissim 
qui blandit praesent luptatum zzril 
delenit augue duis dolore te feugait 
nulla facilisi. Nam liber tempor cum 
soluta nobis eleifend option congue 
nihil imperdiet doming id quod mazim 
placerat facer possim assum. Typi non 
habent claritatem insita. Nam liber 
tempor cum soluta nobis eleifend 
option congue nihil imperdiet doming 
id quod mazim placerat facer possim 
assum. Typi non habent claritatem 
insita.

Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim 
ad minim veniam, quis nostrud 
exerci tation ullamcorper suscipit 
lobortis nisl ut aliquip ex ea 
commodo consequat. Duis autem vel 
eum iriure dolor in hendrerit in 
vulputate velit esse molestie 
consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et 
accumsan et iusto odio dignissim qui 
blandit praesent luptatum zzril 
delenit augue duis dolore te feugait 
nulla facilisi. Nam liber tempor cum 
soluta nobis eleifend option congue 
nihil imperdiet doming id quod 
mazim placerat facer possim assum. 
Typi non habent claritatem insita.

UPS COMPASS  |  Summer 2012    43

Lorem ipsum dolor sit amet, consectetuer 
adipiscing elit, sed diam nonummy nibh 
euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorp-
er suscipit lobortis nisl ut aliquip ex ea 
commodo consequat. Duis autem vel eum 
iriure dolor in hendrerit in vulputate velit esse 
molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan 
et iusto odio dignissim qui blandit praesent 
luptatum zzril delenit augue duis dolore te 
feugait nulla facilisi. Nam liber tempor cum 
soluta nobis eleifend option congue nihil 
imperdiet doming id quod mazim placerat 
facer possim assum. Typi non habent 
claritatem insita

Lorem ipsum dolor sit amet, consectetuer 
adipiscing elit, sed diam nonummy nibh 
euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorper 
suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie 
consequat, vel illum dolore eu feugiat nulla 
facilisis at vero eros et accumsan et iusto odio 
dignissim qui blandit praesent luptatum zzril 
delenit augue duis dolore te feugait nulla 
facilisi. Nam liber tempor cum soluta nobis 
eleifend option congue nihil imperdiet doming 
id quod mazim placerat facer possim assum. 
Typi non habent claritatem insita

Lorem ipsum dolor sit amet, consectetuer 
adipiscing elit, sed diam nonummy nibh 
euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorp-
er suscipit lobortis nisl ut aliquip ex ea 
commodo consequat. Duis autem vel eum 
iriure dolor in hendrerit in vulputate velit esse 
molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan 
et iusto odio dignissim qui blandit praesent 
luptatum zzril delenit augue duis dolore te 
feugait nulla. 

Building the 
infrastructure 

Lorem ipsum dolor sit amet, consec-
tetuer adipiscing elit, sed diam 
nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat 
volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut 
aliquip ex ea commodo consequat. 
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse 
molestie consequat, vel illum dolore 
eu feugiat nulla facilisis at vero eros et 
accumsan et iusto odio dignissim qui 
blandit praesent possim assum. Typi 
non habent claritatem insita

What does 
carbon neutral 
mean for you?

What does 
carbon 
neutral mean 
for you?

What does
carbon
neutral
mean for 
you?

Keep copy within the first 
two-thirds of the page

Our first style is called “The Cinema of Life” and 
focuses on authentic, real-life moments of our 
customers. 80% of the photos used for external 
purposes should use this style when portraying 
people. These photos are environmental portraits 
of UPS customers in their natural environment 
that capture their personalities, their interests, 
and careers in a natural way.

1. The Cinema of Life

Our second style is called “Behind the Scenes” 
and represents the people behind our business, 
the people who make us who we are. This 
photography style is visually similar to the first, 
but different in the sense that it focuses on the 
company employees and should be used to 
represent 20% of the photos used for external 
purposes when portraying people.

2. Behind the Scenes

Our third style is called “The Big Picture” and 
represents the logistics of the UPS brand. By 
showing an aerial view of different parts of 
the world, we are giving a view of the many 
connections and organized logistics that it takes 
to go further for our customers. The complexity 
of the world is made simpler and beautiful with 
views from above that show the roadways, flight 
paths, vehicles, people, and land formations that 
connect our world together.

3. The Big Picture


