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This book is an introduction to Heartland Humane’s 

brand identity system — what it means, and how to 

use it properly. The tools in this document ensure the 

brand is presented with consistency.
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Why We Matter

Heartland Humane is a nonprofit animal shelter 
and care organization working to make Benton 
County a safe and healthy place for every pet, 

and for the people who love them.
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Audience 1: Adopters

Find your new best friend  
at Heartland Humane.
If there’s one thing to know about Heartland, it’s 

that we love animals — and from the moment you 

walk through our doors, you can tell.

Each and every pet we take in receives medical 

care and socialization, so when you adopt from 

Heartland, you know you’re bringing home a 

happy, healthy companion. And with our careful 

adoption matching process, we really go the extra 

mile to fit each pet to the right person.

Find out how to adopt »

Audience 2: Donors

You can make a difference  
at Heartland Humane.
It probably comes as no surprise to hear that at 

Heartland, we want every animal to have a safe and 

loving home.

What you might not know is that we do a lot for 

people, too. We reunite owners with lost pets, visit 

classrooms to educate children about humane 

animal care, provide safe pet housing for people 

going through tough times, and work with partner 

organizations to extend our impact.

From medical care to animal rehabilitation, 

Heartland works every day to make our community 

a safe, healthy place for animals and the people 

who love them.

Find out how to give »

Audience 3: Volunteers

Your help matters  
at Heartland Humane.
Want to connect with your community? Support 

a meaningful cause? Have fun and help out at the 

same time? Consider volunteering at Heartland. 

No matter where your interests may lie, we can use 

your help — with or without kids in tow! Let’s work 

together on making our community a safe, healthy 

place for animals and the people who love them. 

Find out how to volunteer »

*Note: When the name of the organization appears more than 
once, it’s recommended to shorten the name to “Heartland” 

after the first instance. 

The following blocks of copy include headlines and messaging that can be used in a variety 

of contexts, including digital and print for our external audiences. Each block represents 

one of our three distinct audiences.*

Communicating Our Brand: Core Messaging
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Charlotte
Potential Donor

Backstory

Charlotte lives in a retirement community with her beloved Chihuahua, Benny. 

She’s well off and wants to give back to the community, especially if it would 

benefit children. 

Current thinking

“Heartland is a kill shelter. It has cats and dogs, and that’s about it.”

Needs 

To understand the huge service Heartland provides the community, especially its 

impact for children; to know that Heartland offers many different services; and to 

see why her donation will matter among Heartland’s other funding sources.

The following profiles describe three fictional characters, who each represent a segment  

of our target audience, to help us better understand the people we are trying to reach. 

Each profile has a unique elevator pitch that gives us a common language to express 

what we do and why it matters. Each pitch is intended to be used as a general guide, not 

repeated word-for-word.

Elevator Pitch for Charlotte

“Heartland Humane is a nonprofit 

organization that provides so many services 

for animals and people, thanks to donations 

from people who believe in what we do. 

For example, we reunite lost pets, provide 

medical care for homeless animals, teach 

humane animal care in classrooms — and 

when folks are struggling, we care for their 

pets until they’re back on their feet. 

So when did you know Benny was going to 

be your dog?”

Communicating Our Brand: Target Audiences
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Communicating Our Brand: Target Audiences
continued

Alma
Potential Adopter

Backstory

Alma has four children from elementary to high school-age. Her family already 

has a parrot and an elderly dog; now Alma’s youngest daughter Aleksandra is 

asking for a kitten.

Current thinking

“I don’t want to go to the pound with Sandra. It’s too sad.”

Needs 

To know that Heartland is a loving, fun place that puts the pet’s best interest 

first, where pets of all kinds receive care and socialization, and where pets 

are carefully matched with people; also, that Heartland offers safe and gentle 

services for your existing pets, too.

Elevator Pitch for Alma

“Heartland Humane is a nonprofit that helps 

every pet find just the right home. We love 

our animals and socialize them really well, 

so when we match you with a pet, you can 

know you’re bringing home a safe, healthy 

companion. 

We also offer services for your pet’s 

whole lifetime, whether it’s a dog, a cat, or 

something completely different! 

So how do you see a new pet fitting into 

your family?”
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Elevator Pitch for Mike

“Heartland Humane is a nonprofit 

organization that’s working to make this 

community a safe, healthy place for animals 

and people. 

We provide a lot of things — socialization and 

medical care for homeless animals, shelter, 

and adoption services. We even take care of 

people’s pets for them when they’re going 

through tough times. There are so many 

ways to volunteer, and oh — your kids are 

100% welcome to come along. 

So, did you grow up with pets? What’s your 

number one pet memory?”

Communicating Our Brand: Target Audiences
continued

Mike
Potential Volunteer

Backstory

Mike has two small children. He believes in community and wants his kids to 

see him living that value; he would love for them to be able to participate too, if 

possible.

Current thinking

“I want my kids to see my values, and I want to make a difference.”

Needs 

To know that Heartland is a flexible opportunity to meet that need; that Mike’s 

involvement matters here; and that he can bring his kids along.
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Our Logo
There are three different logo variations.  

The primary logo is used most frequently.

Icon

Tagline

Logotype

Social Media Icon

Used for social media, watermarks, or other 

applications where the icon will be viewed 

at a small size and logotype is not necessary. 

Primary Logo:

Alternate Logo: 

Stacked

Alternate Logo: 

Horizontal
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Our Logo: Primary
This logo should be used most frequently compared to other logo variations. 

When applied to a color background, it is recommended to use the white 

one-color version of the logo. This logo is available with and without the 

tagline, but it is recommended to use the logo with the tagline.

Black and white logoOne-color logo on Trustworthy Blue background One-color logo on Compassion Pink background
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Our Logo: Stacked
The stacked logo is used when there is not enough horizontal 

space to allow for use of the primary logo, or when the layout 

better suits a vertical alignment.

Black and white logoOne-color logo on Trustworthy Blue background One-color logo on Compassion Pink background
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Our Logo: Horizontal
The horizontal logo is used when there is only a very short vertical area  

to place the logo (such as on a pencil or website header).

Black and white logoOne-color logo on Trustworthy Blue background One-color logo on Compassion Pink background
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C100 M87 Y43 K0

R39 G70 B114

HEX 274672 

PMS 295

C54 M0 Y15 K0

R105 G202 B217

HEX 69CAD9 

PMS 305

C0 M90 Y10 K0

R238 G61 B138

HEX EE3D8A 

PMS 213

C0 M42 Y100 K0

R250 G162 B27

HEX FAA31E 

PMS 157

C0 M0 Y0 K100

R0 G0 B0

HEX 000000 

PMS Black

C0 M0 Y0 K0

R255 G255 B255

HEX FFFFFF 

PMS White

Primary

Secondary Tertiary

Color Palette
Primary colors Trustworthy Blue, Compassion Pink, and White carry the most visual weight in 

branding applications. Secondary colors are Calming Aqua and Hopeful Yellow. Black is used 

for text, and tints (i.e. shades of gray) are used only for this color.

Trustworthy Blue Compassion Pink

BlackHopeful YellowCalming Aqua

White



13     Heartland Humane / Brand Book

Acceptable spacing
Space Around Logo

Minimum Size

Not enough space

Don’t crowd the logo with other elements.  

Leave a minimum of the height of the letter  

“a” in “Heartland Humane” around the logo.

Do not allow for a height smaller than 

0.5 inches for the primary logo.

0.5"

=

Clear Space and Minimum Size
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Niveau Grotesk Light

ABCDEFGHIJKLM 
NOPQRSTUVWXYZ 
abcdefghijklmnopqr 
stuvwxyz1234567890

Niveau Grotesk Bold

ABCDEFGHIJKLM 
NOPQRSTUVWXYZ 
abcdefghijklmnopqr 
stuvwxyz1234567890

Niveau Grotesk Regular

ABCDEFGHIJKLM 
NOPQRSTUVWXYZ 
abcdefghijklmnopqr 
stuvwxyz1234567890

Aa

Brand Fonts
Heartland Humane uses Niveau Grotesk (available from Adobe Fonts) as its 

primary typeface. Niveau grotesk is a versatile and playful modern sans serif 

that works well both for headers and body copy. Niveau Grotesk comes in 5 

font weights, but Bold, Regular, and Light should be used the most frequently. 

Niveau Grotesk Light is typically used for body copy, but in instances where 

white text is used on a color background, Niveau Grotesk Regular can be 

exchanged for Niveau Grotesk Light for better readability.
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Brand Fonts: Alternatives
In the case that a license cannot be purchased for the Niveau Grotesk 

typeface, Arial may be used as an alternative default typeface. This is 

only recommended if the brand font cannot be acquired.

Arial Bold

ABCDEFGHIJKLM 
NOPQRSTUVWXYZ 
abcdefghijklmnopqr 
stuvwxyz1234567890

Arial Regular

ABCDEFGHIJKLM 
NOPQRSTUVWXYZ 
abcdefghijklmnopqr 
stuvwxyz1234567890

Aa
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For headers, use Niveau Grotesk Bold. For body copy, use Niveau 

Grotesk Light. An example of standard paragraph font styles is shown 

below. Additionally, Niveau Grotesk Bold can be used in dynamic ways 

to emphasize particular words or headlines as shown to the right.

Niveau Grotesk Bold 
14pt w/  

15pt leading

Niveau Grotesk 
Regular 11.5pt w/  

12pt leading

Niveau Grotesk Light
9pt w/  

13.5pt leading

Brand Fonts: Examples of Use

Header
Lorem ipsum dolor sit amet, consectetur adipiscing 

elit, sed do eiusmod tempor incididunt ut labore et 

dolore magna aliqua. Ut enim ad minim veniam, quis 

nostrud exercitation ullamco laboris nisi ut aliquip 

ex ea commodo consequat. Duis aute irure dolor in 

reprehenderit in voluptate velit esse cillum dolore eu 

fugiat nulla pariatur. Excepteur sint occaecat.

Subheader 
Lorem ipsum dolor sit amet, consectetur adipiscing 

elit, sed do eiusmod tempor incididunt ut labore et 

dolore magna aliqua. Ut enim ad minim veniam, quis 

nostrud exercitation ullamco laboris nisi ut aliquip 

ex ea commodo consequat. Duis aute irure dolor in 

reprehenderit in voluptate velit esse cillum dolore eu 

fugiat nulla pariatur. Excepteur sint occaecat.

Ut enim ad minim veniam, quis nostrud exercitation 

ullamco laboris nisi ut aliquip ex ea commodo 

consequat. Duis aute irure dolor in reprehenderit in 

voluptate velit esse cillum dolore eu fugiat nulla pariatur. 

Excepteur sint occaecat.

Find your new  
best friend at  
Heartland Humane.

you 
            can make a  
     difference
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Illustrations
The Heartland Humane brand uses simple stylized illustrations to 

emphasize the variety of animals available. These illustrations work best 

on the Trustworthy Blue background and can be used as a set  

or individually. 

Dog

Chicken

Cat

Ferret

Rabbit

Turtle
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Applications: Illustrations as a Pattern
The animal illustrations can be used to create a pattern. This is a 

great way to incorporate the brand onto pet-friendly items such 

as bandanas, blankets, or leashes.

18     Heartland Humane / Brand Book



19     Heartland Humane / Brand Book

Applications: Stationery
Heartland stationery incorporates the color 

palette, animal illustrations, and messaging in 

a fun but professional way. 
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Applications: Additional Brand Elements
The Heartland Humane brand leverages three simple shapes that 

can be used as decorative elements, patterns, or photo crops.

Paw

Heart

Bone
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Below are examples of how the Heartland Humane brand can 

be applied to a variety of promotional materials.

Applications: Promotional Materials

Sticker

T-shirt

Bag
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The Heartland Humane Thrift Shop has two logo variations. 

The primary logo should be used most frequently, while the 

horizontal logo is used when vertical space is tight.

Applications: Thrift Shop Sub-Brand

Primary Logo:

Alternate Logo: 

Horizontal
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411

Below is an example of how both logos can be used to 

promote the Thrift Shop.

Applications: Thrift Shop Signage & Door Decals
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Don’t apply a drop shadow to 
the logo

Don’t place the logo on a complex 
photo background.

Don’t place the full-color logo on 
a color background.

Don’t change the logotype or 
use fonts outside of the brand 
guidelines. 

Don’t change colors in the logo or use colors 
that are outside of the brand guidelines. 

Don’t rotate or stretch 
the logo. 

What Not to Do



Emily James
Development Director

emilyj@heartlandhumane.org

541.757.9000

For questions about this document, contact:
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Madison Ave. Collective // madcollective.com


