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Transforming, together
Our brand is designed to evolve and adapt, and these guidelines are no 
exception. It’s a living and breathing document that will evolve as we  
roll out our new identity and refine how we express and share it.

We want this guide to be easy-to-use and designed around your needs.  
So we welcome your thoughts on our new visual and verbal systems,  
as well as the resources we put around them. For contact information, 
please see page 87. 

UPS®

Brand Guidelines
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Our Brand at a Glance

Guardian Egyptian 
Headline
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

UPS Sans
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

Our logo

TypographyColor paletteColor palette

The Golden Thread

Photography Illustration

The exhibit at right offers a glimpse at 
the elements that make up our brand 
toolkit, including:

• Our logo

• The Golden Thread

• Color palette

• Typography

• Photography

• Illustration

Each of these elements underscores our brand’s 
authenticity and heritage while signaling our 
simplicity, connectedness, and adaptability. These 
elements are at the core of the UPS brand, and they 
work together to reinforce our external image and 
bring our brand to life.

 
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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 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

Community Safety
 Provided US$7.5 million in 
humanitarian relief funding and 
assisted with 250 humanitarian 
shipments across 46 countries.

Helped more than 5,000 teens 
graduate from the UPS Road Code™ 
program and launched a new 
location in Shanghai, China.

 Donated more than 8,000 helmets  
to students and teachers in  
Thailand, Cambodia,  
and Vietnam.

Diversity
 Provided over US$7.5 million to support economic 
empowerment, education, and leadership development 

for underserved or underrepresented populations. 

 Supported diverse initiatives for veterans of the U.S. 
military, including programs to promote job access and 
vocational training for veterans.

3.5
The UPS  
Foundation  
Activities 
Around  
the World

Volunteerism
 Provided US$2.4 million to build volunteer capacity and 
improve the effectiveness of nonprofit organizations. 

 UPSers and their family members contributed 1.8 million 
hours of volunteer service in 2013.

During our Global Volunteer Month (GVM) in October, 
more than 20,000 UPSers recorded more than 300,000 
hours of service in more than 50 countries. 

Making the World More Sustainable
In 2013, The UPS Foundation provided US$50.7 million in global 
philanthropy to non-profit organizations. In addition, UPS employees 
and retirees contributed US$51.3 million to United Way, and UPS 
employees and their families recorded 1.8 million hours of volunteer 
service on six continents to help make our world more sustainable. 

Environmental  
Sustainability
  Provided nearly US$4 million for environmental 
initiatives around the world focused on climate change, 
renewable energy and resource conservation.

 Planted more than 1.3 million trees around the world as 
part of our Global Forestry Initiative and committed to 
planting a million more in 2014.
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 3.7 Emerging Markets

 3.6  Sustainable Shipping and Supply  
Chain Offerings for Customers

 3.5 Disaster Preparedness  
  and Response
    • The UPS Foundation Activities 
  Around the World

    • Stakeholder Statement: 
  CSR Turkey and The U.S.  
  Chamber of Commerce  
  Foundation Corporate  
  Citizenship Center

 3.4  Digital and Physical  
Asset Security

 3.3 Customer Privacy

    • Customer Statement: HP

 3.2 Economic Performance
    • Executive Statement: 
  Chief Financial Officer

 3.1 Material Aspects in this Chapter

Global Prosperity

Empowered People

Ethical Conduct

Appendix

Environmental Responsibility

Materiality and  
Stakeholder Engagement

Committed to More

5.3
Shared  
Management  
Approach 

All the material aspects related to  
our people share a number of 
centralized management strategies, 
particularly regarding policy and 
responsibility, goals and performance, 
training and awareness, and 
monitoring and follow-up. These 
common aspects are summarized in 
the paragraphs that follow. 

Policy and Responsibility

Organizational responsibility for executing our 
human resource policies and management 
approach rests with John McDevitt, a member 
of the Management Committee and Senior 
Vice President of Human Resources and Labor 
Relations. The Management Committee is 
responsible for ensuring that all UPSers follow 
all UPS policies. Our employment policies are set 
forth in our Code of Business Conduct and our 
Policy Book.

Goals and Performance

We use metrics and key performance indicators 
(KPIs) throughout our business to help us monitor 
and improve our employment practices. In 
our Corporate Sustainability Reports, we have 
published data on four of these KPIs every year 
since our 2002 Report, using the same terms and 
definitions as in past years:

 •  Full-Time Employee Retention Rate

•  Employer of Choice Index

 •  Injury Frequency (Lost Time or DART)

 •  Auto Accident Frequency

We provide-multi-year results for these KPIs  
on page 15.

Employee Engagement KPIs 
The full-time employee retention rate for our 
global operations declined slightly, to 90.4 
percent from 90.6 percent in 2012, but remained 
well above our 2016 goal of 87.5 percent. We 
anticipate that our retention rate may continue to 
decline slightly due in part to our large number of 
full-time employees who are approaching or have 
reached retirement age. This coincides with a time 
of rising productivity (due in part to information 
technology), which reduces the need to replace 
departing employees in equivalent numbers.

In 2013, the percentage of employees who 
consider UPS an employer of choice came 
in at 66 percent, below our 2016 goal of 72 
percent. We caution that the 2013 result is not 
comparable to results in prior years, because we 
made significant changes to the items within the 
Employee Engagement Survey (EES) that make up 
the index for this KPI. We made these changes to 
better align the EES with our business goals and 
strategies, and therefore consider 2013 to be a 
new baseline for future comparisons.

Employee Safety KPIs 
Both our employee safety KPIs cover our entire 
global operations. We recorded 1.8 lost time 
injuries per 200,000 hours worked in 2013, and 
9.19 auto accidents per 100,000 driver hours. 
For both KPIs, the 2013 results represented an 
increase compared to 2012, but came in lower 
than in three previous years. Elements affecting 
our lost time injury and auto accident frequency 
include factors such as international expansion 
and a higher number of severe weather events 
in 2013. Our 2016 goals for these KPIs are lost 
time injury frequency of 1.75 and auto accident 
frequency of 9.0. More details on employee safety 
results appear later in this chapter, on page 70.

Training and Awareness

We have a culture of developing our people 
within their current positions and for positions 
of greater responsibility. It is the responsibility 
of all management employees to formally and 
informally train and coach the people they 
manage. Our senior managers play an active role 
in motivating and developing our people. 
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Empowered People

 5.7  Recruitment, Training,  
and Development

 5.6  Employee Health, Safety,  
and Wellness

 5.5 Workforce Diversity

 5.4 Labor Relations

 5.3 Shared Management Approach

 5.2  The People of UPS

 5.1  Material Aspects in this Chapter
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Our Brand/ The Value of Our Brand

Introduction

At UPS, we have a deep legacy of experience and expertise, and 
a heritage of doing right by our customers, communities, and 
employees. We’re in the business of connecting our audiences: 
connecting them to the things, people, places, and answers they 
need, the moment they need them. We never stop looking for ways 
to be better, so they can be at their best: uncovering new ideas, 
transforming their business, or simply doing more with their day.

The UPS brand helps us bring this heritage and DNA to life, from 
the words we say, to the colors and photography we choose, to the 
experiences we deliver. By upholding and protecting our brand, 
we’ll continue to build lasting relationships with our audiences, 
meeting their changing expectations, and adding value to their 
business and lives. 
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Our Brand

Our Promise

In every connection we make, go 
further. So our customers can do more.
This is our why. Why we exist, and why customers trust us and 
partner with us. It’s the why that drives us to go above and beyond 
for our customers. It communicates our distinct ability to give our 
customers everything they need to do more.

Note: for internal use only. Not to be used externally.
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Our Personality 
Attributes

Our Brand
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Our Brand

Our Personality Attributes

This is our who. If UPS were a person, this is how 
people would describe us. Our personality informs 
not only how we see ourselves internally, but also 
how we look and speak—and how we relate to our 
customers when we deliver Our Promise.

Authentic
Means we:
• �Are transparent and operate  
with honesty and integrity

• �Put our values into action,  
every day

• �Remain rooted in who we are

• �Are a brand our customers  
know and trust

Smart
Means we:
• �Combine expertise with  
imagination to solve challenges

• �Uncover efficiencies  
that matter

• �Understand our customers’  
businesses and lives

• �Create innovations that move  
our industry forward

• �Deliver solutions that are  
powerfully simple

Helpful
Means we:
• Think proactively

• �Collaborate internally  
and externally

• �Configure solutions to meet unique needs

• �Take our customers’  
challenges as our own

Ready
Means we:
• �See possibilities where others  
see obstacles

• �Leverage our expertise in  
logistics to move at the pace  
of our customers’ businesses  
and lives

• �Act quickly to anticipate  
evolving needs

• �Share a tireless enthusiasm  
for what we do
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Our Visual System/Logo

History

Throughout our history, our logo 
has evolved with us, signaling our 
relevance while acting as a symbol of 
our rich heritage.

Today, this symbol is represented in its purest 
form. Its core elements work to simply and cleanly 
emphasize the iconic shape of the shield, making it 
easily recognizable.

1. Our shield made its first appearance in 1919, 
when Jim Casey launched the symbol following his 
merger with a local rival delivery service. A century 
later, our employees still refer to our logo as  
"the shield." 

3. In 1961, renowned brand designer Paul Rand 
created the third evolution of our logo. In this 
elegant and significantly simplified version, a bow-
tied package sits atop the shield signaling our sole 
service offering at the time—package delivery.

2. By the time our second logo was released in 
1937, we'd added another important asset to our 
brand, the name "UPS" for United Parcel Service.

Now in its third decade, the company had grown 
significantly to become a choice partner for 
multiple retail department stores—a badge of honor 
highlighted by the phrase "The delivery system for 
stores of quality." 

4. Paul Rand's design endured for 42 years until 
March 2003, when our fourth logo was launched 
to address the addition of new and global channels 
of commerce.

No longer just package delivery, the bow-tied 
package was removed and the historic shield was 
made the hero. 

Logo
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In 2014 we evolved the logo for 
a clean, timeless 2D design that 
reinforces the shape of the shield.

Our primary logo underscores our authenticity 
while positioning us to deliver a more timeless 
expression of the brand. Continuing to symbolize 
the tradition of quality service we're known for, the 
new logo's simplicity also suggests our ability to 
deliver operational efficiencies.

The 2D full-color logo is now the primary logo.  

Primary logo

Our Visual System/Logo

Overview

Logo
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Our Visual System/Logo

The Components

The flat logo is a modernized 
execution that focuses on the  
mark's core elements:

• �Two colors that are universally synonymous with 
UPS: UPS Brown and UPS Gold

• �It is important to note that UPS Brown and UPS 
Gold are new color formulations—see the color 
section for new specifications

• �A dynamic arc at the top symbolizes the 
movement of goods, information, and funds

• �Our brand name drawn in the proprietary UPS 
Sans typeface, which is not available outside UPS

• �A registered trademark notice symbol ® indicates 
that UPS holds a federal registration for the shield 
in the U.S. and in many other countries

UPS Sans

UPS Brown

UPS Gold

Arc

Registered trademark

White or light background Brown or dark background

Logo
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Our Visual System/Logo

Alternate Logos

Some media applications may have 
printing limitations and you may not 
be able to use the primary version of 
the logo: 

• �For one-color collateral printing and 
merchandising on a light background (mugs, pens, 
etc.), use the one-color spot (A) logo. Use UPS 
Brown (PMS 476 C) only.

• �When applying over image or texture, use  
the one-color black opaque (D) and  
one-color white opaque (E) logo.

• �For black and white printing over gray tones 
(faxes, newsprint, etc.), use the one-color black 
(B) and the one-color white (C) logo. 

• �Use the one-color white (C) logo for specialty 
printing like merchandising on a dark background 
(mugs, pens, etc.). 

Note: The inside of the one-color spot, one-color 
black and one-color white shield are transparent; 
the color of the substrate shows through the 
inside of the shield. The inside of the one-color 
black opaque, and one-color white opaque shield 
are not transparent; these are used for grayscale 
applications with image or texture.

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.

One-color blackOne-color spot UPS Brown

One-color white opaque 
(inside shield is black; for use on grayscale 

applications with image or texture)

One-color black opaque 
(inside shield is white; for use on grayscale 

applications with image or texture)

One-color white

Logo

A B

D E

C
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Our Visual System/Logo

Alternate Logos; Example Use

Introducing 

UPS Connect
A program created to free your time 
and help you grow your business

Get exclusive offers

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

Introducing 

UPS Connect
A program created to free your time 
and help you grow your business

Get exclusive offers

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

An example of the one-color white logo on a 
merchandise item. The center of the logo shield is 
transparent, so the mug color shows through. Using 
one color simplifies production and reduces costs.  

The one-color spot UPS Brown logo on a pen. These example newsprint ads use the one-
color white opaque and one-color black logos, 
respectively. The shield is opaque in the example 
on the left, ensuring logo visibility.

For the purposes of clarity, here are 
some examples of the alternate  
logos in use.  

Logo
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Our Visual System/Logo

Clear Space

Clear space is the area surrounding 
the logo that is kept free of all graphic 
elements and typography. It also 
defines the minimum distance from 
the logo to the edge of a printed piece.

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.

X

X

X
1/2 X

1/2 X

1/2 X

Clear space for print applications Clear space for web and digital applications

Logo
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Our Visual System/Logo

Minimum Size

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

Use large logo for  
sizes 4" wide and up

The standard logo is the 
primary configuration 
to use.

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

Use small logo for sizes 
smaller than 1" wide 

For print and Microsoft® 
Office applications

Large logo use

Standard logo use

Small logo use

For for web and digital applications

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

Minimum size
0.25" or 6.35mm

It is important to observe the mini-
mum logo sizes as demonstrated at  
right. Adherence to these size restric-
tions ensures optimal logo legibility. 
It is stated as a minimum width.

Minimum sizes for each logo version:

• �Primary full-color version for print is 0.375"  
or 9.5mm wide

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

• Primary full-color version for web is 43 pixels wide

The trademark symbol:

The registered trademark symbol, designated by ®, 
is a symbol used to provide notice that the preceding 
mark is a trademark or service mark that has been 
registered with a national trademark office.

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.

Logo
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Logo Color Mode Variations

We have prepared artwork suited to 
our diverse format and color needs. 
The exhibit at right serves as a quick 
overview of our assets.

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

Large and small logo use artwork are also available.

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.

EPS
ups_14_logo_std_4cp.eps
ups_14_logo_std_rgb.eps
ups_14_logo_std_2cs.eps
ups_14_logo_std_3c.eps

JPG
ups_14_logo_std_4cp.jpg
ups_14_logo_std_rgb.jpg

PNG
ups_14_logo_std_rgb.png

EPS
ups_14_logo_std_1cs_brn.eps

EPS
ups_14_logo_std_1cp_blk.eps

EPS
ups_14_logo_std_1cp_
wht_opq.eps

EPS
ups_14_logo_std_1cp_
blk_opq.eps

EPS
ups_14_logo_std_1cp_wht.eps

Logo
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Background Control

The exhibits at right show how we 
can maximize logo legibility on the 
many different backgrounds  
we may encounter.

The flexibility of the system allows for the logo 
color variations to be applied on different color 
backgrounds and imagery. What is important to 
keep in mind is to have good contrast between the 
logo and the background for legibility.

The exhibits at right show, in terms of tones, the 
acceptable range in which logos can be seen with 
enough contrast.

The primary full-color logo, the one-color black 
opaque logo, and the one-color white opaque logo 
can be applied to photography. When applying 
on photography, there must be enough contrast 
between the shield and the image for legibility. The 
inside of the shield must be opaque so that no part 
of the image shows through the inside of the shield. 

The one-color black and one-color white logos with 
a transparent background inside the shield can be 
applied on solid gray tones and colors.

10% K 20% K 30% K 40% K 50% K 60% K 70% K 80% K 90% K 100% K

Logo

Acceptable range

Acceptable range

One-color black logo

Acceptable range

One-color white logo

Acceptable range

One-color spot UPS Brown logo

Acceptable range

Primary full-color logo

Acceptable range

One-color white opaque logo

One-color black opaque logo
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Color Mode

In this section, we use terms like 
“process colors,” “RGB colors,” and 
“spot colors.” We'll first define these 
terms to ensure you choose the right 
assets for your piece or touchpoint.

Process color 
Four-color process printing is a system where all 
color images are printed using four common color 
values, CMYK:

• Cyan

• Magenta

• Yellow

• Black

These colors sequentially print on a printing press to 
reproduce the color image. Almost every color can 
be printed with just the four process ink colors.

RGB color 
The RGB color model is an additive color model 
in which red, green, and blue reproduce a broad 
array of colors. This color mode is used for the web, 
digital monitors, or screen projectors.

Spot color 
Spot color refers to a method of specifying and 
printing colors in which each color is printed with 
its own color ink. Spot-color printing is effective 
when the printed matter contains only one, two, or 
three common spot colors.

One would use this method to ensure color 
consistency using standard mixes of ink colors. 
This color mode is good for, but not limited to, silk 
screening and promotional premiums.

=

Spot + Process

Spot UPS Brown Magenta Yellow

=

Full-color spot

Spot UPS Brown Spot UPS Gold

=

RGB

Red Green Blue

Process

=

Cyan Magenta Yellow Black (K)

Logo
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Incorrect Use

To preserve the integrity of our 
brand, we have placed strict 
limitations on the use of the  
UPS logo.

The examples on this page illustrate some, but not 
all, potential misuses. Keep in mind that the logo is 
carefully rendered artwork and that any alteration, 
apart from proportionate scaling, is considered 
incorrect usage.

Also, please do not use the UPS logo to replace 
type in a sentence.

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

Do not outline the  
logo in any color

Do not change the  
logo orientation

Do not add new elements 
to the logo

Do not redraw any ele-
ment of the logo

Do not change the  
logo’s color

Do not crop the logo in 
any way

Do not place a keyline 
around the alternate 
one-color logo

Do not use the logo as a 
motif or graphical design 
element

Do not use the alternate 
one-color logo in gold

Logo



27Take me to: Contents Our Brand Identity Our Visual SystemUPS BRAND GUIDELINES  |  November 10, 2014

Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Visual System/Logo

File Nomenclature

FUTURE  
CONSIDERATIONS

Products/Offerings
aff: affinity
coh: circle of honor
clc: climate counts
glf: golf
leg: legacy
log: logistics
myc: my choice
nas: nascar
rac: racing
rfw: roush fenway
spo: sponsored by
trk: trackside
usd: upside
upi: uptime institute
vhl: vehicle logistics
wsh: we ship

Foreign Languages
bg: bulgarian
zh: chinese
ee: estonian
fr: french
de: german
he: hebrew
it: italian
lv: latvian
lt: lithuanian
pl: polish
pt: portuguese
ro: romanian
ru: russian
sk: slovak
es: spanish
th: thai
tr: turkish
uk: ukrainian
vi: vietnamese

Additional Attributes
url: plus url

ups_14_logo_std_xxx_xxx_xx_h_4cp_wht_opq.eps

Brand:
UPS

Products/Offerings:
When needed this section 
can be used to indicate 
the product/offering using 
three letters

Color Space:
4cp: 4-color process
3c: 3-color (process + spot)
1cp: 1-color process
1cs: 1-color spot
rgb: RGB

Foreign  
Languages:
When needed this 
section can be used 
to indicate the foreign 
language using two 
letters

Logo color  
descriptor:
wht: white
blk: black
brn: brown

Inside of shield  
descriptor:
opq: opaque

File Format:
eps: Encapsulated PostScript
jpg: Joint Photographic Experts Group
png: Portable Network Graphic

URL:
When needed 

this section 
can be used to 

indicate whether 
asset has a URL 

or not

Element:
icon
logo

Orientation:
h: horizontal
v: vertical

Optional 
(See column at right)

Minimum 
Requirement

Minimum 
Requirement

Year Version:
14: 2014

Logo size:
sm: small
std: standard
lg: large

Logo
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Overview

PANTONE®

476 C

PANTONE®

369 C
PANTONE®

7465 C
PANTONE®

7703 C
PANTONE®

144 C
PANTONE®

2310 C

PANTONE®

7548 C
PANTONE®

CG 1 C

Our color palette is a fundamental 
part of our brand. 

Originally chosen to connote elegance and 
professionalism (and, from a functional perspective, 
to minimize the appearance of dirt on packages), 
brown has been our primary color since 1929. In 
our category, brown is UPS—we have registered 
several trademarks of the color, including one 
preventing other transportation and delivery 
companies from using the color for vehicles.

Today, brown continues to communicate elegance, 
triggering associations with simple, perfect luxuries 
like chocolate, coffee, leather, and rich woodgrain.

To refine our palette, we turned to nature and 
captured seven vibrant colors that provide design 
flexibility and promote creative freedom—yellow, 
stone, green, teal, blue, orange, and sand. Each of 
these primary colors represents the world around 
us—sun, stone, grass, water, sky, sunset and sand. 

* PANTONE® is the property of PANTONE, Inc.

Color Palette
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Specifications

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  
Pantone 476 C* 
CMYK: 32/70/100/83  
RGB: 53/28/21 
HEX: 351c15

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

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. 

Never use tints in typography.

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

* �In lieu of the color(s) listed on this page, you may use the Pantone® 
colors cited, the standards for which can be found in the current 
edition of the PANTONE formula guide. The colors shown throughout 
these guidelines have not been evaluated by Pantone, Inc. for 
accuracy and may not match the PANTONE Color Standards. Consult 
current PANTONE Publications for accurate color. PANTONE® is the 
property of Pantone, Inc.

Color Palette

Do not use tints for type
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UPS Brown 5
RGB: 95/44/16
HEX: 5f2c10

UPS Brown 2
RGB: 62/18/0 
HEX: 3e1200

UPS Brown 1
RGB: 52/5/0 
HEX: 340500

UPS Gray 2
RGB: 125/125/125 
HEX: 7d7d7d

UPS Gray 3
RGB: 150/150/150 
HEX: 969696

UPS Gray 4
RGB: 175/175/175 
HEX: afafaf

UPS Gray 5
RGB: 200/200/200 
HEX: c8c8c8

UPS Gray 1
RGB: 100/100/100 
HEX: 646464

UPS Brown 4
RGB: 85/38/8 
HEX: 552608

UPS Brown 3
RGB: 74/29/0 
HEX: 4a1d00

UPS Gray 6
RGB: 225/225/225 
HEX: e1e1e1

UPS Brown 6
RGB: 115/57/29  
HEX: 73391d

Our Visual System/Color Palette

Additional Web Colors

Additional colors are available for 
use in digital, video and mobile 
applications. These colors allow for 
online navigability that is central for 
these types of applications.

The colors at right show the color formulas for RGB 
and HEX.

Color Palette

UPS Brown  
RGB: 53/28/21 
HEX: 351c15

UPS Gold  
RGB: 255/181/0 
HEX: ffb500
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Color Application

For consistency of the brand, it is 
important to apply the color palette 
to communications correctly.

As exhibited at right there is one dominant color, 
UPS Brown, supported by two brand colors. The 
exhibits show the recommended proportion of the 
dominant and supporting colors.

The two supporting colors include UPS Gold for the 
Golden Thread, and your choice of a secondary 
brand color. 

One of the main core elements of the brand is the 
color palette. UPS Brown and UPS Gold appear 
consistently across applications, particularly in 
those that are core to the brand and have long-
term equity such as trucks, drop boxes, the retail 
environment, and packaging. These two colors are 
essential to the brand and a key identifier.

In situations such as seasonal applications, 
sponsorships, and promotional advertising—all short-
term applications—the color palette can be used 
with more flexibility, particularly the secondary color 
palette. This allows for more flexibility and use of 
color in the brand, while still maintaining the core 
use of UPS Brown and UPS Gold.

Color Palette

The Golden Thread

Content areaBackground

Text

What does 
carbon neutral 
mean for you?

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

UPS carbon neutral o�ers a convenient, 
easy way to o�set the carbon (CO2) 
emmissions resulting from transporting 
your shipments:

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

• Inexpensive—As little as �ve cents per 
package

• Accurate—Reliable carbon calculations for 
    reliable o�sets

• Veri�ed and certi�ed—Third-party validated by 
    world leaders in carbon neutral evaluation

What does 
carbon 
neutral mean 
for you?

What does
carbon
neutral
mean for 
you?

Visit ups.com® or call 1-800-PICK-UPS® for guarantee details, service availability or delivery time commitments. ©2013 United Parcel Service of America, Inc. 
UPS, the UPS brand park and the color brown are registered trademarks of United Parcel Service of America, Inc. All rights reserved. 09171144 1/13

Your partner 
in sustainability
We care about our planet. From the big things like industry-leading 
innovations and conservation initiatives to day-to-day operational 
e�ciency and transparent reporting, we’re doing all we can to 
make the world a better place.

That’s why we participate in carbon o�set programs, which help 
reduce CO2 impact and greenhouse gas emissions through the 
funding of environmentally responsible projects. Carbon o�sets are 
measured in metric tons of carbon dioxide, believed to be a prima-
ry contributor to global climate change. One carbon o�set 
represents the reduction of one metric ton of CO2 or its equivalent 
in other greenhouse gases.

Carbon o�sets are a certi�ed, market-based �nancial instrument. 
Our carbon neutral methodology and all of our carbon o�set pur-
chases have been veri�ed by two third-party organizations: Société 
Générale de Surveillance (SGS) and The CarbonNeutral Company. 
We also address each mode of transportation to ensure the right 
emissions calculations are attached to the right shipments.

Every shipment 
makes a di�erence
Going carbon neutral is quick for you, and 
great for the environment. And with two easy 
options, there’s a way that fits your business 
and your life:
• Per package of shipment:
Our general service option offers a 
per-package flat rate for Carbon Offsets. 
Just use an authorized UPS shipping 
center and select “UPS Carbon Neutral” 
under “Additional Services”

• Customized Carbon Neutral: 
By using historical data, we can calculate
 total carbon impact of shipping and freight, 
and set one price that covers all your 
packages. Talk to your UPS representative 
for details on how this program can 
work for you.   

Reduce emissions. 
Renew the environment
By helping to protect our earth’s resources, 
we’re paving the path to a better tomorrow. 
Our carbon offsets target environmentally 
friendly projects that aim to reduce greenhouse 
gas emissions, such as:
• Reforestation
• Renewable energy (wind, solar, biomass, 

hydroelectric)
• Methane and landfill gas destruction
• Wastewater treatment

More ways to go green
Aside from our Carbon Neutral offerings, we 
provide a wide range of products and services 
that can help your business operate sustainably 
and productively. Try our:
• Eco Responsible Packaging Program
• Green consulting service
• Electronic billing
• UPS Paperless invoice
• UPS Express Reusable Envelopes

To find out more about UPS carbon 
neutral, visit ups.com/carbonneutral. 
To learn more about sustainable business 
practices, visit responsibility.ups.com
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Incorrect Use

Though there is flexibility in the UPS 
brand color system, there are some 
restrictions to keep in mind. The 
exhibits at right are some examples of 
what not to do with the brand colors.

The examples on this page illustrate some, but not 
all, potential misuses.

More information about the Golden Thread appears 
in the next section.

 

Color Palette

Do not use colors outside the brand palette

What does 
carbon 
neutral
mean for
you?

Do not use another color for the Golden 
Thread other than UPS Gold

What does
carbon
neutral
mean for 
you?

Do not tint UPS Brown color
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Overview

The Golden Thread symbolizes  
the connections we make around  
the world. 

Pulled from the line that traces the shield of the 
UPS logo, it acts as the continuous thread that ties 
the brand together; a literal continuation of the logo 
that can extend across time and miles.

The Golden Thread lives harmoniously with the 
current UPS logo. The contemporary representation 
at right finds a renewed placement at the top of our 
print collateral, including magazines, booklets, and 
brochures. It should never appear on the  
inside pages.

The Golden Thread should be used in conjunction 
with the UPS logo. 

In special situations, the Golden Thread can be 
interpreted through outlined illustration, in which 
case, it should not also appear at the top of the 
page. See examples on page 37.

The Golden Thread

The Golden Thread
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Our Visual System/The Golden Thread

Specifications

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.

Thickness of rule = X

3X

X

1/2 X

Space between 
the Golden 
Thread and 

the logo is half  
the size of the  

shield 

The Golden Thread
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Our Visual System/The Golden Thread

Correct Use

The exhibits at right show some 
successful examples of applications 
of the Golden Thread.

The Golden Thread

What does
carbon
neutral
mean for 
you?

Visit ups.com® or call 1-800-PICK-UPS® for guarantee details, service availability or delivery time commitments. ©2013 United Parcel Service of America, Inc. 
UPS, the UPS brand park and the color brown are registered trademarks of United Parcel Service of America, Inc. All rights reserved. 09171144 1/13

Your partner 
in sustainability
We care about our planet. From the big things like industry-leading 
innovations and conservation initiatives to day-to-day operational 
e�ciency and transparent reporting, we’re doing all we can to make the 
world a better place.

That’s why we participate in carbon o�set programs, which help reduce 
CO2 impact and greenhouse gas emissions through the funding of 
environmentally responsible projects. Carbon o�sets are measured in 
metric tons of carbon dioxide, believed to be a primary contributor to 
global climate change. One carbon o�set represents the reduction of 
one metric ton of CO2 or its equivalent in other greenhouse gases.

Carbon o�sets are a certi�ed, market-based �nancial instrument. Our 
carbon neutral methodology and all of our carbon o�set purchases have 
been veri�ed by two third-party organizations: Société Générale de 
Surveillance (SGS) and The CarbonNeutral Company. We also address 
each mode of transportation to ensure the right emissions calculations 
are attached to the right shipments.

Every shipment 
makes a di�erence
Going carbon neutral is quick for you, and 
great for the environment. And with two easy 
options, there’s a way that fits your business 
and your life:
• Per package of shipment:
Our general service option offers a 
per-package flat rate for Carbon Offsets. 
Just use an authorized UPS shipping 
center and select “UPS Carbon Neutral” 
under “Additional Services”

• Customized Carbon Neutral: 
By using historical data, we can calculate
 total carbon impact of shipping and freight, 
and set one price that covers all your 
packages. Talk to your UPS representative 
for details on how this program can 
work for you.   

Reduce emissions. 
Renew the environment
By helping to protect our earth’s resources, 
we’re paving the path to a better tomorrow. 
Our carbon offsets target environmentally 
friendly projects that aim to reduce greenhouse 
gas emissions, such as:
• Reforestation
• Renewable energy (wind, solar, biomass, 

hydroelectric)
• Methane and landfill gas destruction
• Wastewater treatment

More ways to go green
Aside from our Carbon Neutral offerings, we 
provide a wide range of products and services 
that can help your business operate sustainably 
and productively. Try our:
• Eco Responsible Packaging Program
• Green consulting service
• Electronic billing
• UPS Paperless invoice
• UPS Express Reusable Envelopes

To find out more about UPS carbon 
neutral, visit ups.com/carbonneutral. 
To learn more about sustainable business 
practices, visit responsibility.ups.com
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Incorrect Use

The exhibits at right show some 
examples of incorrect usage of the 
Golden Thread.

The examples on this page illustrate some, but not 
all, potential misuses.

What does
carbon
neutral
mean for 
you?

What does
carbon
neutral
mean for 
you?

What does
carbon
neutral
mean for 
you?

Do not change the top horizontal 
position 

Do not make the Golden Thread thicker 
than specified in these guidelines

Do not use any brand color in the  
Golden Thread other than UPS Gold

The Golden Thread
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Overview

Our typographic treatments are as 
much a part of our brand as our logo, 
color palette, and the Golden Thread.

At UPS, we employ two fonts:

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.

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. 

To maintain consistency, do not alter any of these 
fonts. The UPS Sans fonts can be downloaded from 
the UPS Brand Exchange: upsbrandexchange.com.

Guardian Egyptian Headline can be purchased at: 
http://commercialtype.com/typefaces/guardian/
egyptian_headline.com. You must obtain a license 
to use Guardian Egyptian Headline.

For non-Romanesque language applications, please 
see substitute fonts on pages 41 and 42.

Guardian Egyptian Headline
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

UPS Sans
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

Primary font

Secondary font

Typography
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Primary Font

Our primary font is Guardian 
Egyptian Headline Light, as exhibited 
at right. With visual impact and 
easy legibility, it’s ideal for use in 
headlines.

The Guardian Egyptian type family includes eight 
weights, with specific uses shown in the Hierarchy 
and Styles section on Page 83.

Guardian Egyptian Headline can be purchased at: 
http://commercialtype.com/typefaces/guardian/
egyptian_headline.com.

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. 

Note: In non-Romanesque language applications, use 
the following fonts as substitutes:

• Arabic – Boutros Fares

• Chinese Simplified – Sim Sun

• Chinese Traditional – PMingLiU

• Eastern European – Univers CE

• Greek – Arial Dual

• Hebrew – Arial Sans

• Japanese – Hiragino Mincho ProN W3

• Korean – HY Gothic

• Russian – Andalé Sans Cyrillic

You must obtain a license to use fonts for  
non-Romanesque language applications.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

Guardian Egyptian Headline Thin
Guardian Egyptian Headline Thin Italic
Guardian Egyptian Headline Light
Guardian Egyptian Headline Light 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

Guardian Egyptian Headline Light, 32 pt

Typography
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Secondary Font

UPS Sans is a proprietary typeface 
and can only be used in UPS-branded 
communications. Among other 
applications, it is used to display our 
company name in our logo.

The UPS Sans type family consists of 16 weights, 
shown at right. It is a sans serif typeface and  
has simple lines for a bold and distinctive look.  
Its legibility and visual impact make it ideal  
for body copy.

• Do not alter any of these fonts

• �UPS Sans can be downloaded from the  
UPS Brand Exchange: upsbrandexchange.com

Note: In non-Romanesque language applications, use 
the following fonts as substitutes:

• Arabic – Boutros Fares

• Chinese Simplified – Sim Hei

• Chinese Traditional – Jheng Hei

• Eastern European – Univers CE

• Greek – Arial Dual

• Hebrew – Arial Sans

• Japanese – Kozuka Gothic Pro R

• Korean – HY Gothic

• Russian – Andalé Sans Cyrillic

You must obtain a license to use fonts for  
non-Romanesque language applications.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

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

UPS Sans Regular, 32 pt

Typography
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Alternate Fonts

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.

These technical constraints should be the only 
reason to substitute Guardian Egyptian Headline 
and UPS Sans with Georgia and Arial.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

Georgia Regular
Georgia Regular Italic
Georgia Bold
Georgia Bold Italic

Arial Regular
Arial Italic
Arial Bold
Arial Bold Italic

Georgia Regular, 21 pt

Arial Regular, 21 pt

Typography
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Hierarchy and Styles

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

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

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. There may be instances 
where using Guardian may make sense in body 
copy, however, allowing numerous exceptions 
may lead to more confusion in governance. Type 
decisions should be based on the number of layers 
of hierarchy and the number of elements on the 
page that make it uniquely UPS.

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

Typography
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Correct Use

The examples at right show 
successful applications of our brand's 
typographic treatments. In each, 
notice the Guardian Egyptian Light 
Headline font.

What does 
carbon neutral 
mean for you?

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

UPS carbon neutral o�ers a convenient, 
easy way to o�set the carbon (CO2) 
emmissions resulting from transporting 
your shipments:

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

• Inexpensive—As little as �ve cents per package

• Accurate—Reliable carbon calculations for 
    reliable o�sets

• Veri�ed and certi�ed—Third-party validated by 
    world leaders in carbon neutral evaluation

What does 
carbon 
neutral mean 
for you?

Visit ups.com® or call 1-800-PICK-UPS® for guarantee details, service availability or delivery time commitments. ©2013 United Parcel Service of America, Inc. 
UPS, the UPS brand park and the color brown are registered trademarks of United Parcel Service of America, Inc. All rights reserved. 09171144 1/13

Your partner 
in sustainability
We care about our planet. From the big things like industry-leading 
innovations and conservation initiatives to day-to-day operational 
e�ciency and transparent reporting, we’re doing all we can to make the 
world a better place.

That’s why we participate in carbon o�set programs, which help reduce 
CO2 impact and greenhouse gas emissions through the funding of 
environmentally responsible projects. Carbon o�sets are measured in 
metric tons of carbon dioxide, believed to be a primary contributor to 
global climate change. One carbon o�set represents the reduction of 
one metric ton of CO2 or its equivalent in other greenhouse gases.

Carbon o�sets are a certi�ed, market-based �nancial instrument. Our 
carbon neutral methodology and all of our carbon o�set purchases have 
been veri�ed by two third-party organizations: Société Générale de 
Surveillance (SGS) and The CarbonNeutral Company. We also address 
each mode of transportation to ensure the right emissions calculations 
are attached to the right shipments.

Every shipment 
makes a di�erence
Going carbon neutral is quick for you, and 
great for the environment. And with two easy 
options, there’s a way that fits your business 
and your life:
• Per package of shipment:
Our general service option offers a 
per-package flat rate for Carbon Offsets. 
Just use an authorized UPS shipping 
center and select “UPS Carbon Neutral” 
under “Additional Services”

• Customized Carbon Neutral: 
By using historical data, we can calculate
 total carbon impact of shipping and freight, 
and set one price that covers all your 
packages. Talk to your UPS representative 
for details on how this program can 
work for you.   

Reduce emissions. 
Renew the environment
By helping to protect our earth’s resources, 
we’re paving the path to a better tomorrow. 
Our carbon offsets target environmentally 
friendly projects that aim to reduce greenhouse 
gas emissions, such as:
• Reforestation
• Renewable energy (wind, solar, biomass, 

hydroelectric)
• Methane and landfill gas destruction
• Wastewater treatment

More ways to go green
Aside from our Carbon Neutral offerings, we 
provide a wide range of products and services 
that can help your business operate sustainably 
and productively. Try our:
• Eco Responsible Packaging Program
• Green consulting service
• Electronic billing
• UPS Paperless invoice
• UPS Express Reusable Envelopes

To find out more about UPS carbon 
neutral, visit ups.com/carbonneutral. 
To learn more about sustainable business 
practices, visit responsibility.ups.com
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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.
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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?

Typography



46Take me to: Contents Our Brand Identity Our Visual SystemUPS BRAND GUIDELINES  |  November 10, 2014

Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Visual System/Typography

Incorrect Use

The exhibits at right show some 
examples of incorrect usage of type.

The examples on this page illustrate some, but not 
all, potential misuses.
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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.
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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

Visit ups.com® or call 1-800-PICK-UPS® for guarantee details, service availability or delivery time commitments. ©2013 United Parcel Service of America, Inc. UPS, 
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Your partner 
in sustainability
We care about our planet. From the big things like indus-
try-leading innovations and conservation initiatives to 
day-to-day operational e�ciency and transparent reporting, 
we’re doing all we can to make the world a better place.

That’s why we participate in carbon o�set programs, which 
help reduce CO2 impact and greenhouse gas emissions 
through the funding of environmentally responsible projects. 
Carbon o�sets are measured in metric tons of carbon dioxide, 
believed to be a primary contributor to global climate change. 
One carbon o�set represents the reduction of one metric ton 
of CO2 or its equivalent in other greenhouse gases.

Carbon o�sets are a certi�ed, market-based �nancial instru-
ment. Our carbon neutral methodology and all of our carbon 
o�set purchases have been veri�ed by two third-party organi-
zations: Société Générale de Surveillance (SGS) and The Car-
bonNeutral Company. We also address each mode of tranto the 
right shipments.

Every shipment 
makes a di�erence
Going carbon neutral is quick for you, and 
great for the environment. And with two easy 
options, there’s a way that �ts your business 
and your life:

• Per package of shipment:
Our general service option o�ers a 
per-package �at rate for Carbon O�sets. 
Just use an authorized UPS shipping 
center and select “UPS Carbon Neutral” 
under “Additional Services”

• Customized Carbon Neutral: 
By using historical data, we can calculate
 total carbon impact of shipping and freight, 
and set one price that covers all your 
packages. Talk to your UPS representative 
for details on how this program can 
work for you.   

Reduce emissions. 
Renew the environment
By helping to protect our earth’s resources, 
we’re paving the path to a better tomorrow. 
Our carbon o�sets target environmentally 
friendly projects that aim to reduce greenhouse 
gas emissions, such as:
• Reforestation
• Renewable energy (wind, solar, biomass, 

hydroelectric)
• Methane and land�ll gas destruction
• Wastewater treatment

More ways to go green
Aside from our Carbon Neutral o�erings, we 
provide a wide range of products and services 
that can help your business operate sustainably 
and productively. Try our:
• Eco Responsible Packaging Program
• Green consulting service
• Electronic billing
• UPS Paperless invoice
• UPS Express Reusable Envelopes

To �nd out more about UPS carbon 
neutral, visit ups.com/carbonneutral. 
To learn more about sustainable business 
practices, visit responsibility.ups.com

Visit ups.com® or call 1-800-PICK-UPS® for guarantee details, service availability or delivery time commitments. ©2013 United Parcel Service of America, Inc. UPS, 
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Your partner 
in sustainability
We care about our planet. From the big things like industry-leading 
innovations and conservation initiatives to day-to-day operational 
efficiency and transparent reporting, we’re doing all we can to 
make the world a better place.

That’s why we participate in carbon offset programs, which help 
reduce CO2 impact and greenhouse gas emissions through the 
funding of environmentally responsible projects. Carbon offsets are 
measured in metric tons of carbon dioxide, believed to be a primary 
contributor to global climate change. One carbon offset represents 
the reduction of one metric ton of CO2 or its equivalent in other 
greenhouse gases.

Carbon offsets are a certified, market-based financial instrument. 
Our carbon neutral methodology and all of our carbon offset pur-
chases have been verified by two third-party organizations: Société 
Générale de Surveillance (SGS) and The CarbonNeutral Company. 
We also address each mode of transportation to ensure the right 
emissions calculations are attached to the right shipments.

Every shipment 
makes a di�erence
Going carbon neutral is quick for you, and 
great for the environment. And with two easy 
options, there’s a way that �ts your business 
and your life:

• Per package of shipment:
Our general service option o�ers a 
per-package �at rate for Carbon O�sets. 
Just use an authorized UPS shipping 
center and select “UPS Carbon Neutral” 
under “Additional Services”

• Customized Carbon Neutral: 
By using historical data, we can calculate
 total carbon impact of shipping and freight, 
and set one price that covers all your 
packages. Talk to your UPS representative 
for details on how this program can 
work for you.   

Reduce emissions. 
Renew the environment
By helping to protect our earth’s resources, 
we’re paving the path to a better tomorrow. 
Our carbon o�sets target environmentally 
friendly projects that aim to reduce greenhouse 
gas emissions, such as:
• Reforestation
• Renewable energy (wind, solar, biomass, 

hydroelectric)
• Methane and land�ll gas destruction
• Wastewater treatment

More ways to go green
Aside from our Carbon Neutral o�erings, we 
provide a wide range of products and services 
that can help your business operate sustainably 
and productively. Try our:
• Eco Responsible Packaging Program
• Green consulting service
• Electronic billing
• UPS Paperless invoice
• UPS Express Reusable Envelopes

To �nd out more about UPS carbon 
neutral, visit ups.com/carbonneutral. 
To learn more about sustainable business 
practices, visit responsibility.ups.com

Do not use Guardian Egyptian Headline Bold 
font as heading nor Guardian Egyptian Headline 
Light font as subheading

Do not use a bold typeface as body copy Do not use UPS Sans for any kind of heading

Typography
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Overview

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.

1/3

1/3

2/3

2/3

3/3

3/3

Layout and Grids

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?

Headline section

Content section
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UPS Logo Layout

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

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

See the exhibit at right for clarity. 

Layout and Grids
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Type Layout

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

Layout and Grids

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
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Incorrect Use

To keep our brand consistent, keep 
in mind the examples of incorrect 
usage shown at right.

This exhibit shows some, but not all, potential misuses. 

Layout and Grids

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 world leaders in carbon neutral
   evaluation

What does 
carbon 
neutral mean 
for you?

What does
carbon
neutral

mean for 
you?

What does
Carbon Neutral
mean for you?
One of the many 
ways UPS leads the 
industry in mitigating 
climate impact.
UPS carbon neutral 
o�ers a convenient, 
easy way to o�set 
the carbon (CO2) 
emmissions resulting 
from transporting 
your shipments:

What does 
carbon 
neutral
mean 
for you?

What does 
carbon 
neutral mean 
for you?

Do not change the proportion of the 
UPS logo as outlined in this guidelines

Do not change the grid layout as  
outlined in this guidelines

Do not allow large or lengthy type to 
exceed the first two-thirds of the page

Do not center copy Do not right align copy Do not overcrowd message area  
with copy 
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Overview

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.

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.

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.

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.

1. The Cinema of Life 2. Behind the Scenes 3. The Big Picture
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Our Visual System/Photography

The Cinema of Life

The Cinema of Life is marked by the  
following attributes:

• �Focus on our customers and consumers

• �Frames from a film vs. staged stills (the film, not 
the film poster)

• Editorial

• Real people in the real world

• Imperfections

• Warm tones

• �Large depth of field to achieve 60/40 balance of 
environment and subject

• �Action-oriented to deliver on personality attributes 
of Ready and Helpful

Photography
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Our Visual System/Photography

Behind the Scenes

The Behind the Scenes style is marked by the 
following attributes:

• UPS employees at work

• �Frames from a film vs. staged stills (the film,  
not the film poster)

• Editorial

• Real people in the real world

• Imperfections

• Warm tones

• �Large depth of field to achieve 60/40 balance of 
environment and subject

• �Action-oriented to deliver on personality attributes 
of Ready and Helpful

Photography



56Take me to: Contents Our Brand Identity Our Visual SystemUPS BRAND GUIDELINES  |  November 10, 2014

Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Visual System/Photography

The Big Picture

The Big Picture style shows the following attributes:

• �The enterprise capabilities and operation 
magnitude of UPS

• �The ability to be everywhere—nothing is out  
of reach

• �The top-down perspective of a global organization

• An eye on the entire world

• Expansive detail

Photography
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Our Visual System/Photography

Incorrect Use

To keep our photography consistent, we've shown 
examples of photography styles and approaches 
that should be avoided when selecting or  
creating images.

The examples at right show some, but not all, 
incorrect uses.

Do not have the subject positioned in a fake, 
staged look

Do not have a dimly lit scene Do not have “The Big Picture” scene look  
average, amateurish, uninteresting

Photography
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Our Visual System/Photography

Legal Requirements

Photography

Releases: Please ensure that proper usage rights are obtained 
prior to image usage.
When shooting new photography or video, please refer to the “Location, Model, Music, and Photographer 
Release Guidelines” that you can download from UPS Brand Exchange. These guidelines outline the types of 
releases required by UPS and when to obtain them. 

Please note that any recognizable image or recording of a person (including audio recordings), whether or not 
they work for UPS, requires a signed release from that person, unless that individual is a public official.

Once your shoot is complete, share your assets via Brand Exchange by completing the “Metadata Information 
Form” for your respective media and contacting brandsupport@ups.com for next steps.

For more information on specific rights usage in your region, please contact your local UPS legal department.



59Take me to: ContentsUPS BRAND GUIDELINES  |  November 10, 2014 59

60 Illustrations Overview

61 Infographics Overview

62 Incorrect Use

Illustrations/ 
Infographics

Our Brand Identity Our Visual System



60Take me to: Contents Our Brand Identity Our Visual SystemUPS BRAND GUIDELINES  |  November 10, 2014

Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

 

UPS Corporate 
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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2.0
Materiality  
and Stakeholder 
Engagement

At UPS, our success depends on knowing what matters to our stakeholders, and 
delivering it so they can do more. 

For this Report, we systematically questioned stakeholder representatives and our 
senior management for insights about UPS, our industry, and the larger issues and 
trends they care about. We then put all these inputs together to identify the aspects  
of our business that are most material to our sustainability. 

These material aspects are more than primary topics for sustainability reporting. To 
an increasing degree, they also drive our strategy, planning and operations. We know 
that to remain a leader in our industry, we have to keep evolving and innovating in 
the ways our stakeholders care about most. 

Empowered People

Ethical Conduct

Appendix

Environmental Responsibility

Global Prosperity

 2.2  Ongoing Stakeholder  
Engagement

    • Executive Statement:  
  Chief Sustainability Officer

    • Key Performance Indicators

    • Stakeholder Statement: WBCSD

 2.1 Materiality

Materiality and  
Stakeholder Engagement

Committed to More

Lina and her brother carry warm clothes packages they just 
received from UNICEF in an IDP shelter in Damascus.  
Photo credit: ©UNICEF/PFPG2013P-0438/Rashidi

1.1 
Emerging Economies are the Future

We’ve been working in emerging economies for decades, so they 
are a big part of our past. Now we’re determined to make them an 
even bigger part of our future. We created a new management team 
in 2013 to focus on emerging economies, and we reorganized to 
increase our focus on the Indian subcontinent, the Middle East, and 
Africa. At UPS, these are commitments to long-term growth and 
development, and they’re guided by some of our most seasoned 
international leaders.

We Delivered for Those 
Less Fortunate 

In 2013, our in-kind and 
cash support donations for 
humanitarian relief totaled 
US$7.5 million, enabling 250 
humanitarian shipments across 
46 countries. We gave the U.N. 
World Food Programme, UNICEF, 
and CARE a total of US$1 million 
for their post-typhoon efforts in 
the Philippines, and flights by 
UPS jets carried 15,000 pounds 
of medical aid and 20,000 
tarpaulins to help cover the 
roofs of homes. To aid children 
and families forced from their 
homes by unrest in Syria, UPS 
donated a flight by a UPS 
Airlines jet to carry 220,000 
pounds of emergency aid.

UPS is Looking for 
25,000 Military Veterans

In 2013, we signed on to the 
White House’s “Joining Forces” 
program and pledged to hire 
more than 25,000 former 
members of the U.S. military 
over the next five years. We 
also plan to donate more than 
25,000 employee volunteer 
hours helping veterans and U.S. 
Veterans Service Organizations 
(VSOs). We’re also increasing 
networking opportunities for vets 
to help them transition into the 
civilian workforce, and increasing 
our recognition and support for 
veterans working at UPS.

UPS delivery van, Dubai, United Arab Emirates

03   |  UPS Corporate Sustainability Report 2013

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

1.4
UPS Global Reach

• 320,000+ employees
• Nearly 1,000 flight segments
• 50,000+ retail points of access

Miami

Brazil
Chile

 Brussels 

UK  
Germany 

Netherlands

Cologne, Germany

Shenzhen  
Hong Kong 
Shanghai

U.S.A.
• 40,000+ employees
•  200 Intra-Europe flights/100 intercontinental  

flights (daily)
• 9,000 points of access

Europe, Middle East, and Africa

Hungary
CEMELOG

Created new district for the 
Indian subcontinent, the 
Middle East, and Africa

Acquisition

ISMEA Vietnam
VN Post Express

Acquisition

• 18,500+ employees
• 200+ flights (daily)
• 1,600+ points of access

Americas – Canada, Latin 
America, South America, and 
the Caribbean

• 15,000+ employees
•  243 Intra-Asia Pacific  

flights/142 Intercontinental flights (weekly)
• 2,700+ points of access

Asia-Pacific

Costa Rica
Union Pak de Costa Rica and 
SEISA Brokerage (CR)

Acquisition

Canada

South Korea

Singapore

UPS’s global reach extends to more 
than 220 countries and territories.

Legend

2,700 Worldwide Operating Facilities

Nearly 400,000 employees across the globe

1,955 Daily Flight Segments

103,000 Vehicles in Delivery Fleet

More than 16.9 million packages delivered each day

G4-8

Thailand 
Hong Kong 

Corporate or Regional Headquarters

Major Air Hub

Global Alternative Fuel and Advanced Technology  
Fleet Location

Global Healthcare Facility

UPS carbon neutral Shipping Origination Country

Atlanta
Louisville

*Colors denote UPS operating region
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Material Issue for UPS: Disaster Preparedness and Response

ASPECT BOUNDARY WITHIN UPS is U.S. Package Operations, International 
Package Operations, Global Supply Chain 
& Freight

ASPECT BOUNDARY OUTSIDE UPS is Communities in which we operate

CORRESPONDING GRI G4 MATERIAL ASPECT are Indirect Economic Impacts

 GRI SPECIFIC STANDARD DISCLOSURES include EC7, EC8

3.5
Disaster  
Preparedness  
and Response

Natural and human-caused disasters 
are almost always economic disasters 
above and beyond their human 
costs. They ruin businesses, destroy 
infrastructure, displace residents and 
merchants, and bring most forms of 
productive commerce to a halt. It is 
important to our sustainability that 
our employees and customers live in 
resilient communities that bounce 
back from disasters efficiently and 
effectively.

Management Approach to Disaster 
Preparedness & Response 

At UPS, we’re committed to making communities 
more resilient to crises and disasters. Our 
strategy for resilient communities rests on four 
pillars: increasing community safety, enhancing 
diversity and equal opportunity, stewardship 
of the environment, and fostering a culture of 
volunteerism (see page 32). 
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2000 20172013

2017 Goal: 1 billion 
miles driven since 2000

KPI: Alternative Fuel & 
Advanced Technology Miles Driven

...and 34.5 million U.S. gallons 
of conventional fuel not used

Through 2013: 350 
million miles driven...

1.1
Headlines  
of 2013

Natural Gas Scales Up 

In 2013, our fleet of alternative fuel and advanced technology vehicles grew 
dramatically, led by heavy-duty tractors fueled by liquefied natural gas (LNG). By the 
year’s end, we had 249 LNG trucks on the road and preparations in place to deploy 
well over 1,000 in 2014. Although these vehicles require a greater initial capital outlay, 
they cost less to operate than conventional trucks, their emissions performance is 
better, and they give us more fuel flexibility overall. To keep them rolling, we’re also 
building out an economical, efficient network of strategically located LNG fueling 
stations. These LNG vehicles are a key part of our efforts to achieve 1 billion miles 
driven in our alternative fuel and advanced technology vehicles by the end of 2017, 
and reduce our use of conventional fuel.

ORION Arrives 

UPS was in the high-tech headlines in 2013 for ORION (On-Road Integrated 
Optimization and Navigation), a proprietary IT system we launched after years of 
intense R&D. ORION applies an advanced algorithm to customized map data to provide 
delivery drivers with optimized route advice. We launched ORION on 10,000 delivery 
routes in 2013, and expect it to help us save more than 1.5 million gallons of fuel 
and avoid 14,000 metric tons of CO2 emissions in 2014. These benefits will increase 
substantially upon full implementation in 2017. A reduction of just one mile driven per 
delivery driver per day can save UPS up to US$50 million a year. For more information, 
see page 51.

We’re Doubling Our Goal for Carbon Intensity  
from Transportation 

One of our top sustainability goals is to reduce our greenhouse gas 
(GHG) emissions from transportation relative to our shipping volume. 
Successful execution of our global greenhouse gas reduction strategy 
enabled us to reach our goal for 2016 in 2013. So we doubled 
the goal to a 20 percent reduction in our carbon intensity from 
transportation by 2020. The KPI behind the goal is our Transportation 
Intensity Index. It covers 96 percent of all Scope 1 and 2 CO2e 
emissions we generate worldwide, and uses our 2007 results as 
the baseline. Our goal was to achieve a 10 percent reduction in the 
Transportation Intensity Index by 2016. In 2013, the reduction was 
already 13.4 percent. For more information, see page 48.

We Reduced Our Absolute Carbon  
Emissions, Again 

For the second year in a row, we delivered more goods for our 
customers, while generating fewer emissions. In 2013, our total 
greenhouse gas emissions decreased by 1.5 percent compared to 
2012 while our global package operation volume, which represents 
83 percent of our total business by revenue, increased 3.9 percent 
year-over-year. For more information, see page 43. We achieved 
this reduction in carbon by relentlessly executing on our global 
greenhouse gas reduction strategy. In this Report, we provide 
numerous examples of our drive to be more efficient, including 
precision performance by our drivers and pilots, proprietary technical 
innovations such as ORION, and continual expansion of our fleet of 
alternative fuel and advanced technology vehicles.

Boeing 747 flying over Seattle, Washington, U.S.
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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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TOTAL CHARITABLE  
CONTRIBUTIONS ALLOCATIONS

January 1 – December 31, 2013

PROGRAM AREA ALLOCATION

LOCAL GRANTS US$9.4M

CORPORATE GRANTS US$22.2M

IN-KIND SERVICES US$2.0M

INTERNAL SCHOLARSHIP PROGRAMS US$1.9M

UNITED WAY CORPORATE CONTRIBUTION US$7.8M

CHARITABLE CONTRIBUTIONS AND 
SCHOLARSHIPS

US$7.4M

THE UPS FOUNDATION CONTRIBUTION TOTAL US$50.7M

UNITED WAY EMPLOYEE CONTRIBUTION 
(ACTIVE & RETIRED)

US$51.3M

TOTAL CHARITABLE CONTRIBUTIONS US$102.0M      

3.2
EC8

Indirect Economic Benefits  
Our management approach to Economic 
Performance results in a range of indirect 
economic benefits, which are presented in  
the following paragraphs.

Total Charitable Contributions 
Our Key Performance Indicator (KPI) for indirect 
economic benefit is the sum of charitable in-kind 
contributions by UPS, The UPS Foundation (our 
philanthropic arm), and UPS employees, retirees, 
and their families. In 2013, total charitable 
contributions were US$102 million, an increase 
from US$97.5 million in 2012. Our 2016 goal for 
this KPI is US$103 million.
 
UPS contributed US$42.9 million to The UPS 
Foundation in 2013. A substantial majority of that 
funding was directed to grant recipients in the 
following 12 months. We also contributed in-kind 

donations worth US$2 million, primarily in the 
form of transportation services such as air flights 
for humanitarian relief (see page 36). This in-kind 
contribution, along with The UPS Foundation 
grants, scholarship program donations, and 
other charitable contributions, allowed The UPS 
Foundation to contribute US$50.7 million in 2013 
(see table). This figure included a 15 percent match 
of employee contributions to the United Way, a 
major non-profit provider of community-based 
social services in the United States and Canada. 
In 2013, contributions to United Way from UPS 
employees, retirees, and family members totaled 
US$51.3 million, and the matching donation from 
The UPS Foundation was US$7.8 million.

 Local Points of Presence 
We have 73,500 points of retail presence around 
the world to help entrepreneurs participate more 
equally in the global economy. These local-
language, locally staffed outlets provide small and 
diverse businesses with one-stop access to our 
global network, including the products, services, 
and tools entrepreneurs need for shipping locally 
and internationally. In addition to local points of 
presence, UPS Capital Corporation offers financial 

solutions that help small businesses manage risks 
and protect their finances.

Franchise Support 
We provide substantial indirect support for nearly 
4,800 franchise owners of The UPS Store™ locations 
in the United States and Canada, to help them 
succeed in serving the businesses around them. In 
2013, The UPS Store became the first nationwide 
retailer to offer in-store 3D printing. Start-ups, 
entrepreneurs, and small business owners may not 
have the capital to purchase a 3D printer on their 
own, but still need to develop low-cost prototypes. 
The first six test locations are located in Menlo Park, 
California (near San Jose); San Diego, California; 
Lisle, Illinois (near Chicago); New York, New York; 
Frisco, Texas (near Dallas); and Washington, D.C.

Support for Free Trade 
We have seen the benefits of free trade for 
businesses, communities, and countries of all 
sizes. We believe these benefits can continue to 
flow for decades to come if society maintains 
support for free trade. We continue to make this 
case to legislators, policy-makers, and other 
influencers through a variety of venues.
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Our Visual System/Illustrations/Infographics

Illustrations Overview

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

• Modern and artistic

• �Complement our simple, flat style with complex 
content to engage and add sophistication

• �Use color to add dimension, energy,  
and flexibility

• �Create regionally specific expressions through 
focused visuals

• �Show the character of our brand, rather than  
a caricature 

Illustrations/Infographics
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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: 

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

Our Visual System/Illustrations/Infographics

Infographics Overview

An infographic portrays quantitative 
information in a visual manner, 
helping the viewer better understand 
the information.

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

• �Portray data in interesting ways that promote 
engagement and understanding

• �Simplify the graphics to communicate the 
information clearly and efficiently

• Be bold

• Champion the beauty and delight of information

• Modern and artistic

• Use color to add dimension, energy, and flexibility

Illustrations/Infographics
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Our Visual System/Illustrations/Infographics

Incorrect Use

To keep our illustrations and 
infographics consistent, we’ve shown 
examples of styles and approaches that 
should be avoided when selecting or 
creating illustrations and infographics.

The examples at right show some, but not all, 
incorrect uses. 

Do not use illustrations that appear  
to be handcrafted

Do not use illustrations that have a  
3-dimensional plane

Do not use illustrations that appear too gritty

F.P.
O.

F.P.
O. F.P.

O.

Illustrations/Infographics
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Our Visual System/Evolving Our Heritage

Introduction

The Shield: Leveraging the lines of our legacy
The UPS Shield has been an ownable part of our identity and heritage since we introduced our original brand 
logo in 1919. Today, we’re evolving this iconic shape, and uncovering new ways to adapt it across touchpoints 
and mediums to demonstrate creativity, flexibility and our focus on our customers.

The following pages outline a few different ways we can bring the Shield to life.  

Evolving Our Heritage
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Our Visual System/Evolving Our Heritage

Overview

The UPS shield is an immediately 
recognizable symbol that we own. 
We use this shape for our mobile 
icon, and we have now developed 
our own secondary graphic based 
on this shape. The Shield graphic, 
illustrated at right, portrays the way 
UPS interacts with the world. 

Through the Shield graphic, we can demonstrate 
our ability to interact and go further for our 
customers by bringing, in a creative and easy way, 
the things that they want and need. This can be 
portrayed in different ways:

• �Photography of people or objects moving through 
a sophisticated and unobtrusive outline form of 
the shield, demonstrating the brand attributes of 
being Smart, Helpful, and Ready

• �Organizing a collection of objects neatly within 
the form of the shield. These objects should be 
related to a person or activity, representing items 
that may be shipped through UPS and capturing 
the authentic personality of the person or activity 
being featured. Objects can take the form of a 
collection of illustrations or objects organized in a 
manner that is clearly defined within the shape

The shield should always be central and should 
interact with the dominant subject. We encourage 
you to explore clever and creative uses of the 
shield’s shape, as long as the graphic and related 
tactics are on brand and not overused.

Note: The UPS shield should never be cropped in 
any way. It must be shown in its entirety.

Logo UPS icon for and digital mobile applications Shield graphic

Evolving Our Heritage
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Our Visual System/Evolving Our Heritage

Exhibit 1

The exhibit below demonstrates use of the Shield graphic interacting with 
photography of people and objects moving through a sophisticated and unobtrusive 
outline form of the shield. Note: Exhibits are for illustrative purposes only.

Evolving Our Heritage
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Our Visual System/Evolving Our Heritage

Exhibit 2

The exhibit below portrays a collection of illustrations neatly within the form 
of the UPS shield. Note: The exhibit is for illustrative purposes only.

Evolving Our Heritage
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Our Visual System/Evolving Our Heritage

Exhibit 3

The exhibit below shows a group of objects arranged neatly within the form 
of the UPS shield. Note: The exhibit is for illustrative purposes only.

Evolving Our Heritage
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Our Brand Experience/Our Flexible System 

Introduction

The timeless success of our identity begins with a 
commitment to a set of core visual elements. Anchored by 
four key components, our visual system is built to facilitate 
a flexible world of expression that ensures our brand has the 
tools to stay relevant and differentiated in the marketplace.

Our Flexible System
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Our Brand Experience/Our Flexible System 

Overview

Our Flexible System

David knows
happiness.

Henry knows
happiness.

Gloria knows
happiness.

Core Elements Boxes, Packaging Marcomms, Sponsorship Advertising, Promotions

Our core elements are essential to our brand and serve as a key identifier to unite our different 
touchpoints. The exhibits below highlight the flexibility of our system when applied to seasonal 
applications, sponsorships, and promotional advertising, which are all short-term applications.

What does
carbon
neutral
mean for 
you?

What does 
carbon 
neutral mean 
for you?

What does 
carbon neutral 
mean for you?

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

UPS carbon neutral o�ers a convenient, 
easy way to o�set the carbon (CO2) 
emmissions resulting from transporting 
your shipments:

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

• Inexpensive—As little as �ve cents per package

• Accurate—Reliable carbon calculations for 
    reliable o�sets

• Veri�ed and certi�ed—Third-party validated by 
    world leaders in carbon neutral evaluation

What does
carbon
neutral
mean for 
you?
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Our Brand Experience/Application 

Overview

Application

On the following pages, we’ve collected an array of illustrative 
images for your inspiration. Collectively, they showcase our 
visual system coming to life in real-world scenarios, and across  
a variety of touchpoints and applications. 
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Our Brand Experience/Application

Retail

Application

Retail store concept that re-imagines the potential use of the space and  
puts the customer first with user-friendly self-service kiosks.
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Retail (interior)

Application

Retail store concept that re-imagines the potential use of the space and  
puts the customer first with user-friendly self-service kiosks.
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Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Brand Experience/Application

Drop Box

Application

A re-imagined Drop Box that utilizes flexible copy. 
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Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Brand Experience/Application

Packaging

Application

Flexible packaging design portraying how UPS could evolve to differentiated 
packaging by using minimal ink colors, or none at all by utilizing a debossing 
technique. 
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Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Application

Advertising examples that use photography as a dominant visual language to 
demonstrate variety and customization among local markets.

David knows
happiness.

Henry knows
happiness.

Gloria knows
happiness.

Our Brand Experience/Application

Advertising
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Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Brand Experience/Application

Mobile App

Application

Here, we show an example of a mobile app interface and design that focuses 
on making the user’s experience easy, intuitive, and hassle-free. 
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Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Brand Experience/Application

PowerPoint

Application

PowerPoint example that utilizes the alternate typography options while 
maintaining the visuals of the brand.
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Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Brand Experience/Application

PowerPoint (content slide)

Application

PowerPoint example that utilizes the alternate typography options while 
maintaining the visuals of the brand.
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Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Brand Experience/Application

Access Point

Application

An example of how we can clear identify our brand and our services and drive 
customer recognition. 
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Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
Photography 
Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Brand Experience/Application

Web Banner Samples

Application

Introducing UPS Access Point™
A program created to free your time and help you grow your business

Get exclusive offers

Introducing 

UPS
Access
Point™
A program created 
to free your time 
and help you grow 
your business

Get exclusive offers

Introducing 

UPS Access Point™
A program created to free your time 
and help you grow your business

JOIN FOR FREE

JOIN FOR FREE

Get exclusive offers
JOIN FOR FREE

Having a specialist recommend 
the tools I need makes me happy.

 -John Doe,  Lorem Ipsum Dolor

Having a specialist recommend 
the tools I need makes me happy.

-John Doe,  Lorem Ipsum Dolor

Having a specialist 
recommend the 
tools I need makes 
me happy.

-John Doe,
 Lorem Ipsum Dolor

The examples below show how the core elements are used in a simple and 
clear way to communicate new programs and offerings in web banners. 
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Our Brand Experience

Our Flexible System 
Application

Our Brand

Our Brand at a Glance 
The Value of Our Brand 
Our Promise 
Our Personality Attributes

Our Brand Identity

Our Visual System 
Logo 
Color Palette 
The Golden Thread 
Typography

Layout and Grids 
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Illustrations/Infographics 
Evolving Our Heritage 	
with the Shield: Our  
Secondary Visual Element

Our Brand Experience/Application

Web Banner In Use

Application
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UPS
Brand Management 
55 Glenlake Parkway NE 
Atlanta, GA 30328 
E-mail: brandsupport@ups.com

For help with technical difficulties, 
please contact our support team at  
brandsupport@ups.com.

Contact




