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Our identity
The	AIGA	brand	is	one	of	our	most	valuable	assets,	
and	we	want	every	single	one	of	you	to	become	its	
ardent	advocate–to	help	us	use	it	consistently	and	
with	impact.	

Our	brand	is	expressed	in	many	different	ways –our	behavior,	our	products,		
our	communications,	our	programming,	and	our	events.	We	are	asking	you	to	pay		
special	attention	to	all	these	ways	that	we	all	express	our	brand	together,	so		
we	can	all	speak	with	a	colorful	but	strong	and	unified	voice.
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AIGA’s mission is to advance design as a professional craft, 
strategic advantage, and vital cultural force. 

AIGA	members	are	the	largest	global	community	of	designers–and	all-around	
amazing	people–who	understand	that	our	passion	and	hard	work	can	improve	the	
world	around	us,	in	ways	big	and	small.	For	everyone.	

Through	the	events	that	we	organize,	the	initiatives	that	we	run,	the	content	that	
we	publish,	the	conversations	we	ignite,	and	the	relationships	that	we	foster,	we	
create	opportunities	for	all	of	us	to	learn,	inspire,	and	support	each	other,	at	every	
step	of	our	careers.

Through	everything	that	we	do,	we	champion	our	beloved	profession,	and	
advocate	for	design	as	vital	to	the	cultural,	civic,	and	business	development	of	our	
local	communities,	the	national	landscape,	and	the	world	at	large.	

AIGA	is	the	professional	association	for	design.

Our mission
Our identity
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Our chapters

Together, we can do amazing things. 

Offering	support	to	designers	and	design	communities	of	all	shapes	and	sizes	
nationwide,	every	single	one	of	AIGA’s	chapters	makes	this	organization	what	it	is.	
Each	chapter	has	its	own	unique	personality	and	individual	point	of	view	but	we	are	
all	working	toward	a	unified	mission,	so	our	shared	visual	system	should	do	the	same–
letting	all	of	our	unique	colors	come	through	while	speaking	with	a	single	voice.		

Our identity

alaska. arizona. atlanta. austin. baltimore. 
birmingham. blue ridge. boston. brand central. 
central pennsylvania. charlotte. chattanooga. 
chicago. cincinnati. cleveland. colorado. 
connecticut. dallas fort worth. detroit. el paso. 
hampton roads. honolulu. houston. idaho. 
indianapolis. iowa. jacksonville. kansas city. 
knoxville. las vegas. los angeles. louisville. maine. 
memphis. miami. minnesota. mobile. nashville. 
nebraska. new mexico. new orleans. new york. 
oklahoma. orange county. orlando. philadelphia. 
pittsburgh. portland. raleigh. rhode island.  
reno tahoe. richmond. salt lake city. san antonio. 
san diego. san francisco. santa barbara. seattle. 
south carolina. south dakota. st. louis. tampa bay. 
toledo. triad north carolina. upstate new york. 
vermont. washington dc. west michigan.  
wichita. wisconsin. 



6

Our logo

A history of design excellence 

As	we	roll	out	this	expanded	identity	system,	
we	haven’t	changed	the	logo	mark	itself.	In	
honoring	our	past,	we	not	only	retain	the	spirit	
of	the	original	identifier	designed	by	Paul	Rand		
(top	right),	but	the	logo	box	which	has	been		
an	integral	part	of	the	AIGA	identity	for	the	last		
fifteen	years	remains	as	such.

Introduced	by	the	inimitable	Bart	Crosby	in	
the	early	2000s–along	with	redrawn,	respaced,	
and	fattened	“AIGA”	letterforms	for	greater	
legibility–this	part	of	the	AIGA	logotype	is	still	
the	core	and	backbone	of	our	visual	system,	and	
just	as	before,	should	be	respected	in	every	way.

In	addition,	the	tagline	added	to	the	logo	box	
in	2005	in	order	to	make	the	organization’s	
purpose	clearer	to	audiences	beyond	the	design	
profession,	continues	to	play	an	integral	role	
in	the	identity	system–arguably	even	more	so–
with	a	bold	emphasis	on	“for	design.”

Our identity
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Key attributes

educational 
open 
flexible
passionate 
smart 
community 

confident 
collaborative 
inspiring 
multifaceted 
professional 
playful 

Moving forward 

The	expanded	AIGA	identity	bolsters	our	existing	brand	strengths	while	
broadening	our	visual	language	to	emphasize	our	core	attributes	and	personality.	
In	introducing	brighter,	bolder	use	of	color,	a	new	typographic	sensibility,	
and	encouraging	the	logo	to	play	a	more	active	and	dynamic	role	in	all	of	its	
applications,	the	AIGA	brand	remains	consistently	strong	and	recognizable	as		
it	moves	forward,	while	reflecting	all	of	the	vibrancy	and	diversity	of	our		
chapters,	members,	programs	and	initiatives.

for design

Our identity
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The logo family

National logotypes 

Reserved	for	use	on	national	materials		
and	promotions	only.

Chapter logotypes 

Reserved	for	AIGA	chapter	materials	and	
promotions.	Custom	versions	of	the	logotype	
serve	the	needs	of	AIGA	chapter	(and	may		
be	adapted	for	use	by	affiliate	groups).

Horizontal national logo

Square national logo

Vertical national logo

One-line chapter logo

Abbreviated chapter logo

One-line chapter logo with tagline

Two-line chapter logo

Our identity
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The color palette from the 
Membership Toolkit is included 
within our new color palette.

Teal

CMYK:	85,	35,	55,	10
RGB:	30,	123,	118
HEX:	#1E7B76
PMS:	3155	C
PMS:	3155	U

Aqua

CMYK:	65,	0,	35,	0
RGB:	65,	200,	185
HEX:	#41C8B9
PMS:	325	C
PMS:	325	U

Pink

CMYK:	0,	100,	0,	0
RGB:	236,	0,	140
HEX:	#EC008C
PMS:		219	C
PMS:		226	U

Purple

CMYK:	65,	100,	10,	0
RGB:	120,	40,	135
HEX:	#782887
PMS:	2612	C
PMS:	2612	U

Lime

CMYK:	40,	0,	100,	0
RGB:	165,	210,	30
HEX:	#A5D21E
PMS:		382	C
PMS:		389	U

Orange

CMYK:	0,	55,	100,	0
RGB:	255,	163,	0
HEX:	#FFA300
PMS:	137	C
PMS:	123	U

Colors

The palette 

The	ten	colors	shown	on	these	two	pages	constitute	the	full	AIGA	color	palette.	
Both	the	national	identity	(p.18),	as	well	as	the	customized	chapter	logotypes	
(p.31),	may	use	any	of	these	ten	colors.	Black	and	white	serve	solely	a	supporting	
role	in	the	system.	

Our identity
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Red

CMYK:	0,	100,	100,	0
RGB:	237,	28,	36
HEX:	#ED1C24
PMS:	Red	032	C
PMS:	Red	032	U

Blue

CMYK:	100,	60,	0,	0
RGB:	0,	0,	210
HEX:	#0000D2
PMS:	293	C
PMS:	293	U

Cyan

CMYK:	100,	0,	0,	0
RGB:	0,	174,	239
HEX:	#00AEEF
PMS:	2995	C
PMS:	2995	U

Black

CMYK:	0,	0,	0,	100
RGB:	0,	0,	0
HEX:	#000000
PMS:		Process	Black	C
PMS:		Process	Black	U

White

CMYK:	0,	0,	0,	0
RGB:	255,	255,	255
HEX:	#FFFFFF

Green

CMYK:	100,	0,	100,	0
RGB:	57,	181,	74
HEX:	#39B54A
PMS:		7481	C
PMS:		7481	U

The palette, continued 

The	ten	colors	shown	on	these	two	pages	constitute	the	full	AIGA	color	palette.	
Both	the	national	identity	(p.18),	as	well	as	the	customized	chapter	logotypes	
(p.31),	may	use	any	of	these	ten	colors.	Black	and	white	serve	solely	a	supporting	
role	in	the	system.	

Black and white are used as 
supporting colors only.

Black is used exclusively in the 
tagline or for chapter names.

White is used for “AIGA” 
inside the colored box, or for 
knocking the logo out of 
a color background, see p.25 
and p.39. 

Our identity

Colors
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Meet Haptik & Serifa 

The	two	typefaces	selected	to	support	
the	AIGA	logo	in	this	expansion	effort	
are	bright,	confident	and	have	a	legible	
and	modern	sensibility.	Each	has	a	
personality	of	its	own,	yet	they	work	
really	well	together	and	are	both	used		
in	a	way	that	allows	the	identity		
system	optimal	flexibility	in	a	variety		
of	applications.	

When	customizing	the	logotype	for		
your	chapter,	you	will	use	EITHER		
GT	Haptik	Bold	or	Serifa	Light	as		
your	primary	typeface	(see	p.53).	You		
are	however	welcome	to	use	them	both	
(and	in	other	weights	as	well)	for	setting	
body	text	of	your	chapter’s	materials	
(see	p.64).	However	your	chapter	
logotype	should	only	use	the	above	two	
weights	of	these	two	typefaces.

Aa
Aa
GT Haptik

Serifa

Yup,
 it’s got serifs.

The “happy”
typeface

Typography
Our identity
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GT Haptik 

About GT Haptik 

GT	Haptik	is	a	mono-linear	geometric	grotesque	typeface	designed	by	Reto	Moser	
and	Tobias	Rechsteiner	from	2009 — 2014.	Its	uppercase	letters	were	designed	
to	be	legible	even	if	blindfolded	and	by	touch.	As	stated	on	gt-haptik.com,	
“certain	letters	like	the	R,	C,	and	G	contain	specific	design	elements	that	help	the	
fingers	to	follow	along”–a	characteristic	that	only	gives	this	typeface	its	bright	
personality	but	speaks	to	AIGA’s	legacy	of	craftsmanship	and	the	key	principles	
“head,	heart,	hand.”	Each	style	of	GT	Haptik	includes	alternate	characters	for	a		
lot	of	the	letterforms,	as	well	as	proportional	and	tabular	figures.

Our identity

Some of Haptik’s quirkier 
letterforms can be replaced 
with alternate ones by  
using the Glyphs panel in 
Illustrator or InDesign.  
This includes: C, G, and R. 

ABCDEFGHIJKL 
M NOPQRSTUV 
WXY&Zabcdefg 
hijklmnopqrstuv 
wxyz1234567890

NOTE: Chapter logotypes 
and the AIGA tagline use  
GT Haptik Bold ONLY.

You will also notice that 
outside of abbreviated 
chapter logotypes which are 
set to ALL CAPS (see p.34), 
we favor using Haptik 
either in all lower case or 
set as sentence case–Its 
personality works best when 
used in more personal, less 
shouting, ways.

Typography
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Serifa 

About Serifa 

Serifa	was	designed	by	Adrian	Frutiger	in	1964	and	released	by	the	Bauer	Type	
Foundry	in	1967.	As	mentioned	on	linotype.com,	Frutiger	“based	the	shapes	in	
Serifa	on	those	in	Univers,	the	sans	serif	family	he	designed	in	the	1950s.	While	
Serifa	retains	the	geometric,	linear	skeletons	of	Univers,	it	has	the	addition	of	
unbracketed	square	serifs,	a	squatter	x-height,	and	boxier	caps.	Because	of	these	
characteristics,	Serifa	is	a	true	representative	of	the	slab	serif	(or	Egyptian)	style.”	
Serifa’s	legibility	makes	it	suitable	for	most	any	use	in	both	text	and	display	type,	
as	well	as	digital	and	print	applications.	Its	classic	sensibility	offers	the	perfect	
counterpart	to	the	more	unusual	personality	of	GT	Haptik.

ABCDEFGHIJKL	
M NOP Q R S T U V	
WXY&Zabcdefg	
hijklmnopqrstuv	
wxyz1234567890

Our identity

NOTE: Chapter logotypes  
use Serifa Light ONLY.  
You are however welcome to 
use other weights of Serifa 
for setting body text.

Typography
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Licensing and usage of our fonts 

In	order	to	ensure	that	we	are	all	fully	armed	to	move	forward	using	our	two	
new	typefaces,	AIGA	has	obtained	an	explicit	license	with	Grilli	Type	for	usage	
of	Haptik	and	Monotype	for	usage	of	Serifa	for	all	of	our	chapters.	The	license	
agreement	covers	haptik	for	555	users	and	Serifa	for	600	users,	to	be	exact,		
which	means	that	an	average	of	5	users	per	chapter	should	be	covered	for	a	
good	while.	Please	be	respectful	of	this	agreement	and	do	not	share	these	fonts.	
Specific	language	outlining	the	terms	of	these	licenses	will	also	be	added	to		
next	year's	affiliation	agreements	for	all	chapters.

You	may	access	all	font	files	(as	well	as	corresponding	End	User	License	
Agreement,	or	EULAs,	for	your	reference)	in	our	Google	Drive:		
bit.ly/AIGA-identity-resources.

Both	typefaces	are	available	as	Desktop	versions	only–should	you	require	an	
additional	Webfont	license,	you	may	contact	each	foundry	directly.

Our identity

Typography
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A BCD E FG H I J K L 
M N O P Q R S T U V 
W X Y& Z a b c d e f g 
hi jk lmnopqrstuv 
w xyz1234567890

A B C DE F G H I J K L 
M N O P Q R S T U V 
W X Y & Z a b c d e f g 
h i j k l m n o p q r s t u v 
w x y z 1 2 3 45 67 89 0

Body text substitutes  

In	those	rare	situations	where	fancy	type	
doesn't	work	and	body	text	has	to	be	set	
to	a	system	font	(i.e.	email	templates,	or	
shared	editable	documents	where	sharing	
font	licenses	is	not	realistic),	you	may	
replace	your	GT	Haptik	body	text	with	Arial,	
and	Serifa	with	Georgia.	But	again,	these	
replacements	should	only	be	applicable	to	
body	text–all	logotypes	will	always	travel	
set	to	outlines,	so	these	types	of	constraints	
will	never	apply	to	anything	other	than		
body	text.

Email template: an example of an 
application where only system fonts 
are available for body text.

Arial 

Georgia 

Our identity

Typography
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Referring to AIGA in prose

Miami AIGA

AIGA: Miami

AIGA | Miami

AIGA-MIA

AIGA New York 
AIGA Boston 
AIGA Los Angeles
AIGA Vermont
AIGA Miami

AIGA NY 
AIGA BOS
AIGA LA
AIGA VT
AIGA MIA

Chapter names 

Chapter	names	are	simply	“AIGA”	followed	
by	the	name	of	the	city,	state,	or	region	
of	the	chapter.	For	example,	the	name	of	
the	chapter	is	“AIGA	Miami”	or	the	“AIGA	
Miami	chapter”	(incorrect:	Miami	AIGA).

“AIGA”	plus	two	or	three	characters	can	
be	used	to	indicate	a	chapter	as	well,	but	
only	when	the	abbreviation	is	publicly	
recognized.	And	DON’T	use	punc	tuation		
in	between	AIGA	and	the	chapter	name.	 AIGA/MIA

AIGA>MIA

Organization’s public name 

While	our	legal	name	remains		
“American	Institute	of	Graphic	Arts,”		
our	public	name	is	AIGA.	AIGA	is		
also	registered	as	a	“DBA”	or	“doing	
business	as”	name.

AIGA the AIGA

AIGA National

Organizational name  
and tagline 

When	used	in	prose,	a	comma	separates	
the	public	name	of	AIGA	from	our	tagline.	
On	national	materials	only,	in	special	
cases	where	the	logo	box	does	not	appear	
locked-up	with	the	tagline	in	the	form	of	
the	complete	logotype,	the	prose	version	
of	both	the	name	and	tagline	should	
appear	somewhere	on	the	page	to	form		
a	signature.	

AIGA, the professional  
association for design

Our identity



 Use of the
national identity
The	national	version	of	the	AIGA	logotype–
consisting	of	the	AIGA	box	and	organizational	
tagline–is	the	core	building	block	of	the	entire	
identity	system	and	should	be	treated	as	such.		

As	an	extension	of	the	original	mark	which	has	been	our	identifier	for	the	past	
fifteen	years,	the	refreshed	typographic	configurations	of	the	core	AIGA	logotype	
aim	to	provide	greater	flexibility	of	use	in	a	variety	of	applications	while	
encouraging	the	logo	to	play	a	significantly	more	dynamic	role	in	whatever	visual	
context	it	is	placed	in.	

Available	in	three	variations,	each	of	the	national	logotypes	puts	greater	visual	
emphasis	on	our	organizational	tagline,	allowing	the	logo	to	not	only	scale	down	
to	smaller	sizes	much	more	efficiently,	but	also	hold	its	ground	at	larger	sizes	
with	a	brighter,	bolder	attitude	and	greater	confidence.		
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National logotypes 

Reserved	for	use	on	national	materials	and	promotions	
only,	the	core	AIGA	logotype	is	available	in	three	
variations:	horizontal,	square,	and	vertical.	

All	variations	of	the	AIGA	logotype	should	always	
be	set	to	two-colors:	black	for	the	first	three	words	in	
the	tagline,	plus	one-color	from	the	system	palette	on	
p.9–10,	for	the	logo	box	and	“for	design.”	

Square national logo

Horizontal national logo

Vertical national logo

Use of the national identity

Logotypes
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Horizontal national logo 

The	horizontal	variant	of	the	national	logotype	
is	about	three	times	the	width	of	the	vertical	
logotype,	and	is	hence	perfect	for	use	in	
applications	where	ample	horizontal	space		
is	available.		

We	encourage	you	to	consider	the	intended	
application	and	available	space	when	
selecting	the	appropriate	logo	orientation.	

 

With	one	exception	(see	p.25)	the	“AIGA”	
letterforms	inside	the	logo	box	should	always	
be	set	to	white.	Logotypes	can	be	placed	on	
color	or	graphic	backgrounds	(see	p.24),	as	
long	as	the	legibility	and	integrity	of	the	logo	
are	not	diminished	and	clear	space	rules	are	
respected	(see	p.22).

All variations of the AIGA logotype 
should always be set to two-colors:  
black (for the first three words in the 
tagline), plus one-color from the  
system palette on p.9 and 10 (for the 
logo box and “for design”).

Horizontal national logo

Use of the national identity

Logotypes
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Square national logo 

The	square	variant	of	the	national	logotype	
is	the	most	compact	of	the	options,	and	is	
perfect	for	use	in	applications	where	not	a	lot	
of	vertical	or	horizontal	space	is	available.		

We	encourage	you	to	consider	the	intended	
application	and	available	space	when	
selecting	the	appropriate	logo	orientation.	

All variations of the AIGA logotype 
should always be set to two-colors:  
black (for the first three words in the 
tagline), plus one-color from the  
system palette on p.9 and 10 (for the 
logo box and “for design”).

Square national logo

 

With	one	exception	(see	p.25)	the	“AIGA”	
letterforms	inside	the	logo	box	should	always	
be	set	to	white.	Logotypes	can	be	placed	on	
color	or	graphic	backgrounds	(see	p.24),	as	
long	as	the	legibility	and	integrity	of	the	logo	
are	not	diminished	and	clear	space	rules	are	
respected	(see	p.22).

Use of the national identity

Logotypes
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Vertical national logo 

The	vertical	variant	of	the	national	logotype	
is	about	one	third	of	the	width	of	the	horizontal	
option,	and	is	hence	perfect	for	those	
applications	with	a	very	limited	amount	of	
horizontal	space.		

We	encourage	you	to	consider	the	intended	
application	and	available	space	when	
selecting	the	appropriate	logo	orientation.

Vertical national logo

All variations of the AIGA logotype 
should always be set to two-colors:  
black (for the first three words in the 
tagline), plus one-color from the  
system palette on p.9 and 10 (for the 
logo box and “for design”).

 

With	one	exception	(see	p.25)	the	“AIGA”	
letterforms	inside	the	logo	box	should	always	
be	set	to	white.	Logotypes	can	be	placed	on	
color	or	graphic	backgrounds	(see	p.24),	as	
long	as	the	legibility	and	integrity	of	the	logo	
are	not	diminished	and	clear	space	rules	are	
respected	(see	p.22).

Use of the national identity

Logotypes
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Spacing rules

 Clear space 

Clear	space	around	the	logotype	must	be	
equal	to	or	greater	than	the	height	of	the	
“I”	character	in	“AIGA.”	This	applies	to	
ALL	logotype	configurations.

Spacing 

Space	between	the	AIGA	logo	box	and	
the	tagline	should	ALWAYS	be	exactly	
equal	to	the	width	of	the	“I”	character	in	
“AIGA.”	Not	that	you	should	ever	even	
think	about	changing	the	configuration	
or	spacing	of	the	core	national	identity	
logotypes.	But	now	you	know.

Use of the national identity

You may notice that the stationery 
system and supporting materials 
designed for use by the national office 
allow the logotype to bleed or for the 
AIGA logo box and tagline to be used 
as two distinct elements, but this logic 
follows a rigorous set of rules which 
we will spare you here, and for all 
intents and purposes all applications 
developed by chapters, partners or 
affiliates should always abide by the 
spacing guidelines outlined in this 
guide, here and on page 36.  
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Minimum size

0.5 inch
65 pixels

0.5 inch
65 pixels

0.5 inch
65 pixels

For print and web 

The	AIGA	box	portion	of	the	national	
logotype	should	never	appear	smaller	than	
0.5"	in	print	or	65	pixels	on	the	web	or	
other	digital	applications.

NOTE:	For	special	cases	where	the	
logotype	does	need	to	be	applied	at	a	size	
smaller	than	the	above,	please	use	the	
custom	“tiny”	version	provided	in	our	
template	files.	Taking	into	consideration	
the	limitations	of	the	fine	serif	letterforms	
inside	the	logo	box	at	such	a	small	size,	this	
special	version	of	the	logo	includes	“AIGA”	
letterforms	carefully	adjusted	to	hold	up	
against	the	constraints	of	such	a	small	size,	
and	should	only	be	used	in	those	extreme	
cases,	and	for	no	other	purpose.

Use of the national identity
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On color

On a dark color 

If	placing	the	full-color	logotype	on	a	
dark	background	that	does	not	provide	
enough	contrast	with	the	black	text	in	
the	tagline,	you	may	still	use	the	full-
color	logotype,	but	in	this	instance	
change	the	color	of	the	first	three	words	
of	the	tagline	to	white.

Note:	If	logotype	is	being	used	on	
institutional	materials	that	are	not	
promoting	a	program	or	initiative	with	
its	own	branding	style	and	color	palette,	
we	always	recommend	using	one	of		
the	ten	colors	from	the	AIGA	palette	as	
your	background	color,	see	p.9	and	10.	

On a light color 

If	placing	logotype	on	a	color	
background	light	enough	to	allow	
sufficient	contrast	for	the	colors		
of	the	AIGA	logo	box	and	“for	design”	
portion	of	the	tagline,	ensure	that		
the	“AIGA”	letterforms	within	the		
logo	box	always	remain	white.	

Full-color logotype, on light background
NOTE: "AIGA" is always set to white

Full-color logotype, on dark background
NOTE: first 3 words of tagline set to white

Use of the national identity
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Knockout

When color use is limited 

When	placing	logotype	on	a	color	
background	too	dark	to	provide	sufficient	
contrast	for	the	colors	used	in	the	AIGA	
logo	box	and	“for	design”	portion	of		
the	tagline,	the	entire	logo	may	be	used	
in	its	knockout	version–with	all	elements	
set	to	white	and	the	“AIGA”	letterforms	
within	the	logo	box	knocked	out	to	
reveal	the	color	background	underneath.	
This	is	permissible	both	in	print	and	
in	digital	applications,	and	a	set	of	
knockout	logo	files	is	provided	to	you.		
in	the	Templates	folder:		
bit.ly/AIGA-identity-resources.

Note:	In	instances	where	the	knockout	
logo	is	being	used	in	print,	and	white	
is	not	available	as	an	ink	color,	it	is	
permissible	to	set	the	knockout	logo	to	
a	color	but	it	MUST	BE	one	of	the	ten	
official	AIGA	colors,	see	p.9	and	10.	

Additional	note:	If	logotype	is	being	used	
on	institutional	materials	that	are	not	
promoting	a	program	or	initiative	with	
its	own	branding	style	and	color	palette,	
we	always	recommend	using	one	of		
the	ten	colors	from	the	AIGA	palette	as	
your	background	color,	see	p.9	and	10.	

Knockout logotype, set to white

Knockout logotype, set to one of our colors

A one-color logo (black 
or otherwise) is NOT 
acceptable unless there 
is ABSOLUTELY NO 
OTHER CHOICE. 

Use of the national identity
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Black & white

When color use is NOT  
an option (in print only) 

When	printing	parameters	prohibit	the	
use	of	color	altogether,	a	medium	gray	
(65%	black	to	be	exact)	should	be	used	for	
the	AIGA	logo	box	and	the	“for	design”	
portion	of	the	tagline.	

Unless	you	have	absolutely	no	other	
choice,	the	AIGA	logotype	should	never	
be	set	entirely	to	black.	However,	in	
instances	where	there	is	absolutely	no	
other	choice	and	one-color	black	&	white	
printing	is	completely	unavoidable,	an	
all-black	version	of	the	logotype	may	be	
used.	But	again,	only	and	only	if	there		
is	NO	OTHER	CHOICE.

A one-color logo (black 
or otherwise) is NOT 
acceptable unless there 
is ABSOLUTELY NO 
OTHER CHOICE. 

65% black

Use of the national identity
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Don’t even think about it 

1.	 DON’T	set	the	tagline	in	Serifa	or		
	 any	other	font	besides	GT	Haptik.	

2.	 DON’T	set	the	“for	design”	portion		
	 of	the	tagline	in	black–it	should		
	 ALWAYS	match	the	logo	color.	

3.	 DON’T	use	the	logotypes	as	one	
	 color,	except	in	very	special		 	
	 cases,	see	p.25.

4.	 DON’T	use	multiple	colors.

DON’T do it 

1.

2.

3.

4.

The following examples 
apply to ALL logotype 
configurations, regardless 
of context.

Use of the national identity
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DON’T do it 

5.

6.

7.

8.

Still, don’t think about it 

5.	 DON’T	use	all	black	

6.	 DON’T	alter	the	AIGA	logo.

7.	 DON’T	apply	any	effects.

8.	 DON’T	alter	the	orientation	of		
	 any	logo	lockup.

The following examples 
apply to ALL logotype 
configurations, regardless 
of context.

Use of the national identity
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9.

10.

11.

12.

This was but is no  
longer permissible!

DON’T do it

Don’t even try 

9.	 DON’T	use	the	AIGA	logo		
	 without	the	“professional		 	
	 association	for	design”	tagline.	

10.	 DON’T	remove	AIGA	from	the	box.

11.	 DON’T	put	any	other	graphic			
	 besides	AIGA	inside	the	box.

12.	 DON’T	use	a	photograph,	texture,		
	 or	non-solid	color.

13.	 DON’T	outline	the	AIGA	box.

The following examples 
apply to ALL logotype 
configurations, regardless 
of context.

13.

Use of the national identity



 Chapter use  
of the identity
Each	chapter’s	unique	logotype	is	an	extension	of	
the	core	identity.	Created	within	a	specific	set	of	
parameters,	it	allows	each	chapter	an	ownable	
custom	mark	while	keeping	the	visual	language	
of	the	whole	system	unified	and	consistent.

Having	witnessed	a	plethora	of	visual	extensions	of	the	original	mark	across	
all	of	our	chapters	over	the	years,	the	system	outlined	on	the	following	pages	
aims	to	take	into	account	all	of	the	considerations	and	desires	that	led	to	those	
customizations–allowing	each	chapter	a	level	of	flexibility	and	creativity	in		
how	each	local	mark	is	created,	while	maintaining	a	unified	and	consistent	visual		
voice	across	all	affliates,	which	is	integral	to	the	strength	and	impact	of	the		
AIGA	brand	as	a	whole.		

Available	in	three	variations,	each	of	the	chapter	logotypes	puts	stronger	visual	
emphasis	on	the	chapter	name,	as	well	as	the	organizational	tagline,	allowing	the	
chapter	logotype	greater	flexibility	across	a	variety	of	applications.	
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Chapter variants 

There	are	three	options	for	customization		
of	the	logotype	by	chapters:	

	 1.		One-	or	two-line	chapter	logotype		 	
	 	 (depending	on	length	of	chapter	name)

	 2.	Abbreviated	chapter	logotype

	 3.	Chapter	logotype	with	tagline	
	
Your	primary	chapter	identity	is	the	one-	or	
two-line	logotype.	If	your	chapter	name	can	
be	easily	and	intuitively	abbreviated	to	2–4	
characters,	you	can	also	create	an	abbreviated	
logotype	for	your	chapter,	but	the	AIGA	
tagline	may	only	be	locked	up	with	the	one-	
or	two-line	logotype.	

Also,	once	a	decision	about	color,	typeface	
and	one-	or	two-line	logotype	has	been	made	
for	your	chapter,	commit	to	it	and	use	your	
logotype	consistently	on	everything	you	do	
from	here	on	out.

One-line chapter logotype

Two-line chapter logotype

Abbreviated chapter logotype

Chapter logotype with tagline

OR

1.

2.

3.

Chapter use of the identity

Logotype options
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One-line chapter logotype 

The	one-line	variant	of	the	customized	
chapter	logotype	is	perfect	for	chapters	
with	shorter	names	(12	characters	or	
less).	If	your	chapter	has	a	long	name,	
may	we	suggest	the	two-line	logotype	
option	on	the	next	page.	

As	explained	on	the	previous	page,	the	
one-	or	two-line	logotype	serves	as	your	
primary	chapter	identity.

Please	use	the	one-line	Illustrator	
templates	provided	in	both	GT	Haptik	
and	Serifa	for	generating	your	one-
line	logotype	(bit.ly/AIGA-identity-
resources)	and	always	respect	the	
established	spacing	rules	(see	p.22).
Once	your	one-line	chapter	logotype	is	
created,	set	it	to	outlined	art	and	it's	
ready	to	use	and	share.	

Examples of chapters that 
should NOT use a one-line 
logotype 

Central	Pennsylvania		
San	Francisco		
Triad	North	Carolina	
Upstate	New	York	
South	Carolina		
West	Michigan

One-line chapter name 
should never be the same 
height as the AIGA logo. 
Use template provided only.

Extra long chapter names 
should not appear on one line. 

One-line: GT Haptik

One-line: Serifa

One-line chapter name
 should be horizontally 

centered with the AIGA logo. 
Use template provided.

Chapter use of the identity

Logotype options
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Two-line: GT Haptik

Two-line: Serifa

Two-line chapter logotype 

The	two-line	option	of	the	customized	
chapter	logotype	is	perfect	for	chapters	
with	names	that	are	longer	than	12	
characters.	

As	explained	on	the	previous	page,	the	
one-	or	two-line	logotype	serves	as	your	
primary	chapter	logo.

Please	use	the	two-line	Illustrator	
templates	provided	(in	both	GT	Haptik	
and	Serifa)	for	generating	your	two-
line	logotype	(bit.ly/AIGA-identity-
resources)	and	always	respect	the	
established	spacing	rules	(see	p.22).
Once	your	one-line	chapter	logotype	is	
created,	set	it	to	outlined	art	and	it's	
ready	to	use	and	share.	

The two-line chapter name 
should be the same height as 
the AIGA logo.

Chapter use of the identity

Logotype options
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Abbreviated chapter logotype 

“AIGA”	plus	a	2–4	character	abbreviation	
of	your	chapter	name	can	be	used		
as	a	logotype	but	only	if	the	abbreviation	
is	publicly	recognized.	Airport	codes	
or	nicknames	(NOLA)	are	generally	
acceptable.	Abbreviations	shorter	than	
two	letters	are	strongly	discouraged.

Don’ts 

DON’T	use	single	letter	or	ambiguous		
abbreviations	that	are	not	widely	
understood.	Knowledge	is	power!

The abbreviated chapter 
logotype is the only instance 
where you are free to use 
either black or one of our ten 
colors for the abbreviated 
name of your chapter (as long 
as it MATCHES the color of  
the AIGA logo box). Enjoy!

Abbreviated: Serifa two-color

Abbreviated: Serifa one-color

Abbreviated: GT Haptik two-color

Abbreviated: GT Haptik one-color

Chapter use of the identity

Logotype options
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Chapter logotype with tagline 

Both	the	one-	and	two-line	options	of	
the	customized	chapter	logotype	can	
also	be	locked-up	with	the	“professional	
association	for	design”	tagline.	Please	
look	for	the	corresponding	Illustrator	
file	in	the	templates	folder	(bit.ly/AIGA-
identity-resources),	and	always	respect	
the	established	spacing	rules	(see	p.22).	

Regardless	of	whether	Haptik	or	Serifa	
are	being	used	for	the	chapter	name,	the	
logotype	locked	up	with	tagline	can	be	
either	the	exact	height	of	the	AIGA	box,	
if	the	chapter	logotype	is	one-line;	or	
extend	past	the	logo	box	on	the	bottom	
as	shown	on	the	right,	if	the	chapter	
logotype	is	two-lines.

One-line chapter logo with tagline: GT Haptik

Two-line chapter logo with tagline: Serifa

Don’ts 

DON’T	lockup	the	abbreviated	chapter	
logo	with	the	AIGA	tagline.

Chapter use of the identity

Logotype options
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Spacing rules

 Clear space  

Clear	space	around	the	logotype	
must	be	equal	to	or	greater	than	the	
height	of	the	“I”	character	in	“AIGA”	
logo.	This	applies	to	ALL	logo	lockup	
configurations,	in	all	applications.

Spacing  

Using	the	templates	provided	on	our	
Google	Drive	(bit.ly/AIGA-identity-
resources)	means	you	should	never	
have	to	worry	about	the	space	
between	the	logo	box	and	chapter	
name,	but	just	so	you're	aware	of	the	
logic,	the	space	between	the	AIGA	
box	and	chapter	identifier	should	
ALWAYS	be	equal	to	the	width	of	the	
“I”	character	in	“AIGA.”	

If	your	chapter	name	begins	with		
the	letters	A,	C,	G,	J,	O,	S,	T,	V	or	W,	
this	space	can	be	adjusted	slightly	
within	the	template	so	that	it’s	
optically	correct	(see	inset	below).	
Use	those	typography	skills!

The chapter abbreviation 
should also be the same 
height as the AIGA logo.

One-line chapter name   
should be horizontally  centered 
with the AIGA logo.

The two-line chapter 
name should be the same 
height as the AIGA logo.

Chapter use of the identity
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Minimum size

For print and web 

The	AIGA	box	portion	of	the	chapter		
logotype	should	never	appear	smaller	than	
0.5"	in	print	or	65	pixels	on	the	web	or	
other	digital	applications.

NOTE:	For	special	cases	where	the	
logotype	does	need	to	be	applied	at	a	size	
smaller	than	the	above,	please	use	the	
custom	“tiny”	version	provided	in	our	
template	files.	Taking	into	consideration	
the	limitations	of	the	fine	serif	letterforms	
inside	the	logo	box	at	such	a	small	size,	this	
special	version	of	the	logo	includes	“AIGA”	
letterforms	carefully	adjusted	to	hold	up	
against	the	constraints	of	such	a	small	
size,	and	should	only	be	used	in	those	
extreme	cases,	and	for	no	other	purpose.

0.5 inch
65 pixels

0.5 inch
65 pixels

0.5 inch
65 pixels

0.5 inch
65 pixels

Chapter use of the identity
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On a dark color 

If	placing	the	full-color	logotype	on	a	dark	
background	that	does	not	provide	enough	
contrast	with	the	black	text	in	the	chapter	
name,	you	may	still	use	the	full-color	
logotype,	but	in	this	instance	change	the	
color	of	the	chapter	name	to	white.

Note:	If	logotype	is	being	used	on	
institutional	materials	that	are	not	
promoting	a	program	or	initiative	with	
its	own	branding	style	and	color	palette,	
we	always	recommend	using	one	of		
the	ten	colors	from	the	AIGA	palette	as	
your	background	color,	see	p.9	and	10.	

On a light color 

If	placing	chapter	logotype	on	a	color	
background	light	enough	to	allow	
sufficient	contrast	for	the	colors		
of	the	AIGA	logo	box,	ensure	that		
the	“AIGA”	letterforms	within	the		
logo	box	always	remain	white.	 Full-color abbreviated chapter logotype, on light background

NOTE: “AIGA” is always set to white

Full-color one-line chapter logotype, on dark background
NOTE: chapter name set to white

Chapter use of the identity

On color
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Knockout

When color use is limited 

When	placing	chapter	logotype	on	a	
color	background	too	dark	to	provide	
sufficient	contrast	for	the	colors	used	
in	the	AIGA	logo	box	and	the	chapter	
name,	the	entire	logo	may	be	used	in	
its	knockout	version –with	all	elements	
set	to	white	and	the	“AIGA”	letterforms	
within	the	logo	box	knocked	out	to	
reveal	the	color	background	underneath.	
This	file	is	provided	to	you	in	the	
Templates	folder:	
bit.ly/AIGA-identity-resources.

Note:	In	instances	where	white	is	not	
available	as	an	ink	color,	it	is	permissible	
to	set	the	knockout	logo	to	a	color	but	
it	MUST	BE	one	of	the	ten	official	AIGA	
colors,	see	p.9	and	10.	

Additional	note:	If	logotype	is	being	used	
on	institutional	materials	that	are	not	
promoting	a	program	or	initiative	with	
its	own	branding	style	and	color	palette,	
we	always	recommend	using	one	of		
the	ten	colors	from	the	AIGA	palette	as	
your	background	color,	see	p.9	and	10.	

Knockout abbreviated chapter logotype, set to white

Knockout one-line chapter logotype, set to one of our colors

A one-color logo (black 
or otherwise) is NOT 
acceptable unless there 
is ABSOLUTELY NO 
OTHER CHOICE. 

Chapter use of the identity
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Black & white

When color use is NOT  
an option 

When	printing	parameters	prohibit	the	
use	of	color	altogether,	a	medium	gray	
(65%	black	to	be	exact)	should	be	used	for	
the	AIGA	logo	box	and	the	“for	design”	
portion	of	the	tagline,	or	the	abbreviated	
chapter	name.

Unless	you	have	absolutely	no	other	
choice,	the	chapter	logotype	should	
never	be	set	entirely	to	black.	However,	
in	instances	where	there	is	absolutely	
no	other	choice	and	one-color	black	&	
white	printing	is	completely	unavoidable,	
a	one-color,	all-black	version	of	the	
logotype	may	be	used.	But	again,	only	
and	only	if	there	is	NO	OTHER	CHOICE.

65% black

A one-color logo (black 
or otherwise) is NOT 
acceptable unless there 
is ABSOLUTELY NO 
OTHER CHOICE. 

Chapter use of the identity
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2.

3.

1.

4.

Don’t even think about it 

1.	 DON’T	set	the	tagline	in	Serifa	or		
	 any	other	font	besides	GT	Haptik		
	 even	if	you	choose	Serifa	for	your		
	 chapter	name.	

2.	 DON’T	set	the	“for	design”	portion		
	 of	the	tagline	in	black–it	should		
	 ALWAYS	match	the	logo	color.	

3.	 DON’T	use	the	logo	in	black.

4.	 DON’T	use	multiple	colors.

DON’T do it The following examples 
apply to ALL logo lockup 
configurations, regardless 
of the context.

Chapter use of the identity
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The abbreviated logo lockup is the 
ONLY logo variant than may be 
used as one-color–for additional 
information, see p.34.

5.

Still, don’t think about it

5.	 DON’T	use	any	logo	lockup		
	 as	one-color.	Only	the	abbreviated		
	 logo	lockup	may	be	used	as	one	
	 color.

DON’T do it The following examples 
apply to ALL logo lockup 
configurations, regardless 
of the context.

Chapter use of the identity
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6.

7.

8.

You’re thinking about it... 

6.	 DON’T	alter	the	AIGA	logo	in	any	way.

7.		 DON’T	apply	any	effects.

8.	 DON’T	change	the	orientation	of	any	
	 logo	lockup.

DON’T do it The following examples 
apply to ALL logo lockup 
configurations, regardless 
of the context.

Chapter use of the identity
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10.

11.

Don’t even try 

9.	 DON’T	make	one-line	chapter			
	 names	the	same	height	as	the		
	 AIGA	logo.

10.	 DON’T	make	chapter	names	larger		
	 than	the	AIGA	logo.

11.	 DON’T	put	long	chapter	names	on		
	 a	one	line.	Use	the	two-line	logo		
	 lockup	instead.	

DON’T do it The following examples 
apply to ALL logo lockup 
configurations, regardless 
of the context.

9.

Chapter use of the identity
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12.

13.

14.

How many times... 

12.	 DON’T	use	an	unrecognizable		
	 abbreviation;	a	single	letter	is	NOT		
	 recognizable.

13.	 DON’T	use	chapter	names	or		 	
	 abbreviations	without	the	AIGA	logo.

14.	 DON’T	put	anything	other	than		
	 AIGA	inside	the	box.

15.	 DON’T	use	“chapter”	as	an	identifier.

16.	 DON’T	place	chapter	name	before		
	 the	AIGA	logo.

DON’T do it The following examples 
apply to ALL logo lockup 
configurations, regardless 
of the context.

16.

15.

Chapter use of the identity
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18.

Last time... 

17.	 DON’T	outline	the	AIGA	logo.

18.	 DON’T	use	lowercase	abbreviations.

DON’T do it The following examples 
apply to ALL logo lockup 
configurations, regardless 
of the context.

17.

Chapter use of the identity
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Social media: in focus

Profile images

Because	it	travels	with	your	chapter	name	on	Facebook,	Twitter,	and	Instagram,	
the	profile	image	is	an	important	icon	for	all	chapters.	Additionally,	because		
of	its	small	size,	it	is	best	served	as	a	clear,	impactful	marker	of	AIGA	affiliation –		
NOT	a	place	to	showcase	event	or	promotional	content,	or	message	your	
geographic	location.	

When	setting	up	your	chapter	profile	image:

Use	the	AIGA	logo	box,	in	one	of	the	ten	official	colors	with	the	AIGA	letters	
knocked	out	in	white.	For	more	detail	about	color,	see	p.9	and	10.	Ideally,	chapters	
should	use	their	selected	chapter	color	for	this	icon.

Make	sure	that	the	logo	icon	takes	up	the	entire	square	profile.	No	borders	or	any	
additional	text,	please!

New profile images are included 
on the Google Drive: 
bit.ly/AIGA-identity-resources

Chapter use of the identity



48

Chaptername

Social media: in focus

Profile images – what not to do

The	profile	image	must	be	simple	and	is	not	a	
great	place	to	show	off	your	chapter's	content.	
Please	keep	these	DON’Ts	in	mind,	as	they	
are	common	mistakes	made	when	making	a	
Facebook	or	Twitter	profile	image.

DON’T add	your	chapter's	geographic	area	or	
chapter	name	(no	matter	whether	one-line,		
two-line,	abbreviation,	or	with	tagline)	to	the	
profile	image.	

DON’T use	any	of	the	chapter	logo	lockups,	
adding	your	geographic	region	and/or		
AIGA	tagline.

DON’T include	any	text	on	the	logo	graphic.

DON’T add	any	other	decorative	graphics.

DON’T apply	any	image	within	the	AIGA	logo.	
This	used	to	be	acceptable,	but	it	no	longer	is	
with	our	new	system.

DON’T include	any	other	messaging,	graphics,	
or	branding.	This	may	obstruct	the	identification	
of	your	handle	as	an	official	AIGA	chapter.

DON'T move	or	change	the	placement	or	
appearance	of	the	letters	in	the	mark.

A	chapter's	social	media	presence	is	one	of	its	
most	public	channels	of	communications.	Keep	
in	mind	that	many	of	these	DON’Ts	apply	to	the	
brand	in	general.

For a more extensive list of 
DON’Ts for the logos, please 
refer to p.41-46 and p.58-59.

Chaptername

Chapter use of the identity



49

Social media: in focus

Cover images

This	is	your	place	to	show	off	your	full	chapter	logotype	while	highlighting	
your	chapter's	top-billed	events,	initiatives,	party	or	member	photos,	and	
other	promotional	imagery–so	let	those	custom	graphics	shine!	Depending	on	
the	type	or	style	of	graphic	you	are	looking	to	create,	you	can	use	any	of	your	
official	chapter	logotypes	within	the	cover	image/banner	area	(one-line,	two-
line,	abbreviated,	or	with	tagline).	Please	refer	to	pages	51–62	for	detailed	
instructions	for	customizing	your	chapter	logo.

Chapter use of the identity
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Social media: in focus

Cover image – what not to do

The	cover	image	is	the	place	to	show	off	your	
chapter's	own	graphics.	Here	is	the	place	on	your	
profile	(besides	the	news	feed)	to	feature	your	
chapter's	customized	logotype.	But	be	sure	to	
adhere	to	general	guidelines	when	customizing	
your	logotype–this	is	not	a	free	for	all.	

DON’T break	your	logo	into	new	formations!		
For	more	detailed	examples	of	what	NOT	TO	DO	
when	creating	your	chapter	logotype,	please	see	
p.41–46.

DON’T use	unapproved	logo	lockups	here.	To	
see	approved	lockups,	see	p.31,	or	check	out	the	
assortment	of	Illustrator	templates	available	to	you	
on	our	Google	Drive:	bit.ly/AIGA-identity-resources.

DON’T use	unapproved	typefaces,	colors,	or	other	
brand	elements	in	any	designs	that	are	meant	to	be	
branding	your	chapter	only.	While	your	social	media	
cover	image	may	be	branded	for	a	specific	event	or	
program–which	may	have	its	own	visual	elements,	
any	instances	where	you	are	focusing	on	your	
chapter's	own	identity	only,	please	respect	it	fully!

DON’T place	key	information	in	the	lower	left	or	
right-hand	corners	of	your	cover	images–Facebook	
likes	to	cover	that	part	of	the	image.	Always	test	
your	images	on	your	social	media	platform	first,	
before	pulling	the	trigger.

For a more extensive list of  
DON’Ts for the logos, please  
refer to p.41-46 and p.58-59.

Chapter use of the identity



How to guide
Now	that	we've	covered	the	big	picture,	let's	go	
over	the	details	of	how	you	can	create	a	customized	
AIGA	logotype	for	your	chapter.		

The	following	pages	take	you	through	each	part	of	this	process	step	by	step	
(there	are	only	five),	along	with	suggestions	for	what	is	and	isn't	recommended	
customization	and	usage	of	your	logotype.	The	goal	of	this	effort	is	to	empower	
each	and	every	one	of	you	to	become	an	ardent	advocate	of	the	AIGA	brand,		
so	in	order	to	do	that	we	want	to	give	you	enough	flexibility	to	make	it	your	own,	
but	also	enough	consistency	to	make	it	strong,	impactful	and	united.	So	read	on.
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Getting set up 

All	the	files	you	will	need	to	customize	your	chapter	logotype	and	begin	
using	it	in	everything	you	do	have	been	provided	in	a	series	of	folders	on	our	
Google	Drive:	bit.ly/AIGA-identity-resources.	Start	with	creating	your	logotypes	
first,	then	you	can	apply	that	logotype	to	all	of	the	templates.	

one-line logotype

one-line logotype

two-line logotype

two-line logotype

Haptik

Serifa

02_Chapter Logotypes

+ Knockout

+ Knockout

+ Knockout

+ Knockout

The files
How to guide

Logotype templates are provided  
in both RGB and CMYK formats. 
Color palette within the CMYK 
templates also includes coated and 
uncoated PMS swatches.

Templates

01_Fonts

03_Templates

04_National Logotypes
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Select one typeface for your chapter logotype 

When	customizing	your	chapter	logotype,	use	only	ONE	of	our	typefaces	for	your	
chapter	name.	You	will	need	to	make	this	decision	first,	before	you	can	go	to	the	
next	step.	Our	template	file	folders	are	set	up	in	this	way	as	well.

Note:	All	chapter	logotypes	use	GT	Haptik	Bold	and	Serifa	Light	only.	You		
are	welcome	to	use	them	in	other	weights	for	setting	body	text	of	your	chapter’s	
materials,	but	your	chapter	logotype	should	only	use	these	two	weights.

Step 1: Font

ABCDEFGHIJKL 
MN O P Q RS T U V 
WXY&Zabcdefg 
hijknopqrstuvw 
xyz1234567890

A B C DE F GH I J K L 
M N O P Q R S T U V 
W X Y & Z a b c d e f g 
h i jk l m nop q rs t uv 
w x yz123456789 0

GT Haptik Bold

Serifa Light

How to guide

All chapter logotypes use 
GT Haptik Bold and Serifa 
Light only. You are welcome 
to use them in other weights 
for setting body text of your 
chapter’s materials, but your 
chapter logotype should use 
these two weights ONLY.
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How long is your chapter name? 

Once	you've	decided	on	the	typeface	you're	going	to	use	in	all	of	your	chapter	
logotypes,	the	next	step	is	deciding	whether	you	need	a	one-line	or	two-line	logo.
It’s	either	one	or	the	other.	You	will	NEVER	need	both.

Note:	If	the	full	unabbreviated	name	of	your	chapter	is	12	characters	or	less,	you	
can	use	the	one-line	option.	If	your	chapter	has	a	long	name	(more	than	12	letters),	
may	we	suggest	the	two-line	logotype	option.	The	one-	or	two-line	logotype	will	
serve	as	your	primary	chapter	identity.

Step 2: One line or two?

Examples of chapters that
should NOT use a one-line logotype 

Central	Pennsylvania		
San	Francisco	
South	Carolina		
Triad	North	Carolina	
Upstate	New	York	
West	Michigan

How to guide
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Select one color to represent your chapter  

Once	you've	established	the	typeface	for	your	chapter's	logotype,	the	next	step	
is	picking	a	color	to	identify	your	chapter	in	all	of	your	institutional	branding.	
We	encourage	you	to	select	a	color	that	best	identifies	your	chapter	and	keep	it	
consistent	whenever	possible,	across	all	materials	you	create	from	here	on	out.	

For	non-institutional	applications	or	external	promotional	materials	that	are		
not	geared	to	promoting	your	chapter	specifically,	you	are	welcome	to	use	any	
and	all	of	the	ten	colors	in	our	palette,	see	p.9	and	10.	

Step 3: Color
How to guide

Logotype templates are provided  
in both RGB and CMYK formats. 
Color palette within the CMYK 
templates also includes coated and 
uncoated PMS swatches.



56

If you chose Haptik 

And	pink	as	your	chapter	color–and	your	
chapter	name	is	short	enough	that	your	
primary	logo	is	one-line–this	is	what	your	
full	set	of	logotypes	might	look	like.	

Again,	as	described	on	p.36,	the	one-	or	
two-line	logotype	is	your	primary	chapter	
identity.	If	your	chapter	name	can	be	
easily	and	intuitively	abbreviated	to	2–4	
characters,	you	can	also	create	an	
abbreviated	logotype,	but	in	order	to	
lockup	your	chapter	logotype	with	the	
AIGA	tagline,	only	the	one-	or	two-line	
logotype	must	be	used.	

Also,	once	a	decision	about	color,	
typeface	and	one-	or	two-line	logotype	
has	been	made	for	your	chapter,		
commit	to	it	and	use	your	logotype	
consistently	on	everything	you	do	from	
here	on	out	as	shown	here.

Step 4: Logotype family

GT Haptik: One-line

GT Haptik: Abbreviated

GT Haptik: Abbreviated (one-color)

GT Haptik: Chapter logotype with tagline

DON’T forget to outline 
all type after your logos 
have been created!

Use templates provided to create your 
logotypes (bit.ly/AIGA-identity-resources),   
and make sure to reference the DON’T 
section on p.41-46 for what NOT to do. 

How to guide
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If you chose Serifa 

And	lime	as	your	chapter	color–and	your	
chapter	name	is	long	enough	so	that	your	
primary	logo	is	two-lines–this	is	what	
your	full	set	of	logotypes	might	look	like.	

Again,	as	described	on	p.36,	the	one-	or	
two-line	logotype	is	your	primary	chapter	
identity.	If	your	chapter	name	can	be	
easily	and	intuitively	abbreviated	to	2–4	
characters,	you	can	also	create	an	
abbreviated	logotype,	but	in	order	to	
lockup	your	chapter	logotype	with	
the	AIGA	tagline,	only	the	one-	or	two-
line	logotype	must	be	used.	

Also,	once	a	decision	about	color,	
typeface	and	one-	or	two-line	logotype	
has	been	made	for	your	chapter,		
commit	to	it	and	use	your	logotype	
consistently	on	everything	you	do	from	
here	on	out	as	shown	here.

Step 4: Logotype family

Serifa: Two-line

Serifa: Abbreviated

Serifa: Abbreviated

Serifa: Chapter logo with tagline

DON’T forget to outline 
all type after your logos 
have been created!

How to guide

Use templates provided to create your 
logotypes (bit.ly/AIGA-identity-resources),   
and make sure to reference the DON’T 
section on p.41-46 for what NOT to do. 
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1.

DON’T do it 

1.	 DON’T	make	one-line	chapter			
	 names	the	same	height	as	the		
	 AIGA	logo.

2.	 DON’T	put	long	chapter	names	on		
	 a	one	line.	Use	the	two-line	logo		
	 lockup	instead.	

3.	 DON’T	make	chapter	names	larger		
	 than	the	AIGA	logo.

4.	 DON’T	set	the	tagline	in	Serifa	or		
	 any	other	font	besides	GT	Haptik.

5.	 DON’T	use	any	logo	lockup		
	 as	one-color.	Only	the		 	
	 abbreviated	logo	lockup	can		 	
	 be	used	as	one-color.

	

2.

3.

4.

5.

Step 4: Logotype family
For a comprehensive list of 
DON’Ts see p.41-46.

How to guide
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Step 4: Logotype family

6.

DON’T even think about it 

6.	 DON’T	alter	the	AIGA	logo	in			
	 anyway.

7.	 DON’T	use	an	unrecognizable		
	 abbreviation;	a	single	letter	is	NOT		
	 recognizable.

8.	 DON’T	use	“chapter”	as	an		 	
	 identifier.	

9.	 DON’T	use	the	logo	in	black.

	
7.

8.

9.

How to guide

For a comprehensive list of 
DON’Ts see p.41-46.
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Haptik and Serifa logotype applications 

Once	your	logotype	suite	is	created,	go	forth	and	apply	it	on	anything		
everything	your	chapter	may	want	to	produce.

Step 5: Apply it!
How to guide

Use templates provided on Google Drive 
to create your logotype suite  
(bit.ly/AIGA-identity-resources),   
and see p.63 for all application templates 
also included, and p.74 for inspiration for 
all other uses of your chapter logo. 
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Step 5: Apply it!

One-line chapter 
name  should be 
horizontally  centered 
with the AIGA logo.

Clear space  

Clear	space	around	your	logotype	
must	be	equal	to	or	greater	than	
the	height	of	the	“I”	character	
in	“AIGA.”	This	applies	to	ALL	
logotype	configurations.

Spacing  

The	space	between	the	AIGA	logo	
box	and	chapter	identifier	should	
always	be	equal	to	the	width	of	the	
“I”	character	in	“AIGA.”	

If	your	chapter	name	begins	with	the	
letters	A,	C,	G,	J,	O,	S,	T,	V	or	W,	this	
space	can	be	adjusted	slightly	so	
that	it’s	optically	correct. The chapter abbreviation 

should also be the same height 
as the AIGA logo.

How to guide
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Step 5: Apply it!

0.5 inch
65 pixels

0.5 inch
65 pixels

0.5 inch
65 pixels

Minimum size 

The	AIGA	box	portion	of	the	chapter		
logotype	should	never	appear	smaller	than	
0.5"	in	print	or	65	pixels	on	the	web	or	
other	digital	applications.

NOTE:	For	special	cases	where	the	
logotype	does	need	to	be	applied	at	a	size	
smaller	than	the	above,	please	use	the	
custom	“tiny”	version	provided	in	our	
template	files.	Taking	into	consideration	
the	limitations	of	the	fine	serif	letterforms	
inside	the	logo	box	at	such	a	small	size,	this	
special	version	of	the	logo	includes	“AIGA”	
letterforms	carefully	adjusted	to	hold	up	
against	the	constraints	of	such	a	small	
size,	and	should	only	be	used	in	those	
extreme	cases,	and	for	no	other	purpose.

0.5 inch
65 pixels

How to guide



Usage
Now	that	you	have	a	suite	of	logotypes	ready		
for	your	chapter,	use	them	on	everything!		
From	your	stationery,	event	slides,	and	social	
media,	to	promotional	postcards,	posters	or	swag.		

To	help	you	along	this	journey,	some	potential	applications	for	your	chapter	
logotype	have	been	provided	to	you	as	templates	in	our	dedicated	Google	Drive:	
bit.ly/AIGA-identity-resources.	For	others,	you	are	welcome	to	create	your		
own	designs–as	long	as	you	follow	all	guidelines	that	came	before	this	page.		
You	can	skip	to	the	next	section	(p.74)	to	see	some	inspiration	for	just	a	sampling	
of	a	few	other	things	you	can	use	your	chapter	logotype	on.
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Google Drive: bit.ly/AIGA-identity-resources 

In	addition	to	all	of	the	file	you	need	to	customize	your	chapter	logotype,	we	have	
also	created	templates	for	you	to	use	in	creating	the	following	items	for	your	chapter:

	 •	 Letterhead/document

	 •	 Envelopes

	 •	 Mailing	labels

	 •	 Business	cards

	 •	 Notepad	/notecard

	 •	 Presentation	template

	 •	 Social	media	profile	images	

All	of	the	above	are	available	on	our	Google	Drive:		
bit.ly/AIGA-identity-resources	

Templates
Usage
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Letterhead/document 

Once	you've	created	your	primary	chapter	logotype,	you	can	apply	it	to	the	
letterhead	/	document	templates	provided	in	the	"03_Templates"	folder	in	our	
Google	Drive:	bit.ly/AIGA-identity-resources.	

@AIGAchapter 

123 Name Street 
Chapter, AA 12345

0987.654.321 

Page 1

Title Here
Integer efficitur scelerisque sem, vitae pharetra lorem dignissim dignissim. Suspendisse potenti. In 

tortor mauris, ornare quis euismod sit amet, vehicula eget purus. In sed venenatis dui. Vestibulum 

dignissim eleifend efficitur. Phasellus id ligula ac ipsum molestie commodo non in ipsum. Aenean in 

ipsum eget nisl tincidunt placerat. Ut at purus congue, pretium nisl vitae, luctus tortor. Nunc sagittis 

quis nibh a fermentum. Maecenas non eleifend arcu. Vestibulum ante ipsum primis in faucibus orci 

luctus et ultrices posuere cubilia Curae; Integer neque quam, euismod id est id, vive sollicitudin 

lectus. Aenean ut ex id turpis eleifend mattis ut sed ante. Aenean vitae est nec leo ullamcorper 

vulputate. Sed volutpat felis vel tellus interdum dapibus. Pellentesque auctor lobortis.

Subtitle Here

Porci euismod, imperdiet eros vitae, gravida velit. Integer vel venenatis dui, non tempor enim. Sed 

faucibus accumsan mi. Cras varius ligula malesuada lorem auctor lobortis. Morbi maximus diam  

at eleifend pharetra. Nam lacus risus, ornare at aliquet in, mollis et eros. Duis eu urna eros. Aliquam 

erat volutpat. Aliquam a lorem faucibus, fermentum elit ut, convallis lectus. Vestibulum vitae.

Ut at purus congue, pretium nisl vitae, luctus tortor. Nunc sagittis quis nibh a fermentum.  

Maecenas non eleifend arcu. Vestibulum ante ipsum primis in faucibus orci luctus et ultrices posuere 

cubilia Curae; Integer neque quam, euismod id est id, viverra sollicitudin lectus. Aenean ut ex id 

turpis eleifend mattis ut sed ante. Aenean vitae est nec leo ullamcorper vulputate. Sed volutpat felis 

vel tellus interdum dapibus. Pellentesque auctor lobortis leo.

Ut at purus congue, pretium nisl vitae, luctus tortor. Nunc sagittis quis nibh a fermentum.  

Maecenas non eleifend arcu. Vestibulum ante ipsum primis in faucibus orci luctus et ultrices posuere 

cubilia Curae; Integer neque quam, euismod id est id, viverra sollicitudin lectus. Aenean ut ex id 

turpis eleifend mattis ut sed ante. Aenean vitae est nec leo ullamcorper vulputate. Sed volutpat felis 

vel tellus interdum dapibus. Pellentesque auctor lobortis leo.

Usage

Two InDesign templates are provided for 
the letterheard (one for chapter logotypes 
using Haptik and one for Serifa). Once in 
the template, you will be able to choose 
one of four master pages based on whether 
you are applying a one- or two-line 
logotype, or using a lockup with or without 
a tagline. A universal second page is the 
fifth available master.

Templates
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Envelopes 

Your	chapter	logotype	can	also	be	applied	to	envelopes,	also	provided		
in	the	"03_Templates"	folder	in	our	Google	Drive:	bit.ly/AIGA-identity-resources.	

First name Last name

Address line one

owt enil sserddA 

Address line three

123 Name Street

First name Last name

Address line one

owt enil sserddA 

Address line three

123 Name Street

Usage

Templates
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Mailing label 

Your	chapter	logotype	can	also	be	applied	to	mailing	labels,	also	provided		
in	the	"03_Templates"	folder	in	our	Google	Drive:	bit.ly/AIGA-identity-resources.	

Usage

Templates
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Business cards 

And	should	you	want	to	make	business	cards	for	all	of	your	board	members,		
you	now	also	have	a	series	of	templates	that	will	allow	you	to	do	that–available	in	
the	"03_Templates"	folder	in	our	Google	Drive:	bit.ly/AIGA-identity-resources.	

position, chapter name

email@chaptername.aiga.org

@AIGAchapter 

AIGA, the professional association for design

Usage

Note use of organizational name and tagline 
in prose on the back of the business card on 
the top right. See p.16 for more info about 
using the AIGA name in prose.

Templates
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Notepad/notecard 

Also	in	the	"03_Templates"	folder	on	our	Google	Drive:	
bit.ly/AIGA-identity-resources.

Usage

InDesign templates for notes are provided 
with a consistent logotype footprint 
(above left), but if you choose to use your 
chapter's abbreviated logotype (p.34) on 
your notepad/notecards, you may scale the 
logo up to fill available header space (shown 
above right), as long as you adheere to the 
margins set up in the file.

Templates
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Email signature 

Your	new	chapter	logotype	can	also	be	exported	as	a	PNG,	GIF	or	JPEG	
and	embedded	into	your	email	signature	or	footer.	You	can	use	the	Photoshop	
template	provided	in	the	"03_Templates"	folder	in	our	Google	Drive:		
bit.ly/AIGA-identity-resources.	

Usage

Email signature templates are 
provided as Photoshop files  
at a width of 1200px, which is 
much larger than you will need, 
so once the logotype is set up,  
you may wish to scale it down 
200-250px wide. 

NOTE: This is the only 
template that does not adhere 
to our clear space rule (p.36) to 
allow the embedded logotype 
graphic to align flush left with 
the body text in the email.

Templates
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Presentation template 

And	should	you	have	a	presentation	or	an	event,	apply	your	new	logotype	to	the	
slide	templates–your	choice	of	white	or	black	background.	Also	available	in	the	
"03_Templates"	folder	in	our	Google	Drive:	bit.ly/AIGA-identity-resources.	

Usage

Templates
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Facebook

Facebook

Social media profile images 

When	customizing	your	chapter's	social	media	platform,	only	use	the	AIGA	logo	
box	(in	one	of	the	10	colors	provided)	as	your	profile	image.	No	customization	of	
the	small	square	graphic	will	do	justice	to	your	chapter	name,	not	to	mention	that	
it	is	not	permissible.	For	fully	detailed	guidelines	for	social	media	use,	see	p.47-50.

Twitter

Remember, DON’T alter the 
AIGA in anyway! Not even for 
social media.

Twitter

Usage

Templates
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Usage

Templates

iKit example 

The	iKit	offers	one	of	the	only	exceptions	to	our	
chapter	logotype	guidelines	in	that	regardless	of	the	
length	of	your	chapter	name,	it	will	get	displayed	in	
a	single	line	to	the	right	of	the	AIGA	logo	box.	You	
will	however	be	able	to	change	the	color	of	the	AIGA	
logo	box	to	match	your	selected	chapter	color,		
and	dictate	whether	you	would	like	your	chapter	
name	to	display	as	Haptik	or	Serifa,	again	to	match	
the	rest	of	your	logotype	suite.		

It is permissible for chapters with  
two-line logo lockups to create a  
one-line logo for iKit display ONLY.



Inspiration
And	last	but	not	least,	do	not	let	the	templates	
outlined	on	the	preceding	ten	pages	hold	you	back!	
Go	forth	and	use	your	new	chapter	logotype	on	
everything	you	do.	Be	bright,	be	bold,	be	smart	
and	be	confident.	

Create	your	own	designs	for	whatever	your	chapter	may	need,	now	or	down	the	
line,	but	always	always	follow	all	general	guidelines	outlined	on	pages	31–50.		
The	AIGA	brand	is	expressed	through	everything	we	do,	so	pay	close	attention	to	
how	you	use	it.	Keep	it	passionate,	colorful	and	confident–and	consistent,	so	we	
can	stay	strong	for	another	hundred	years.
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Using chapter logotype with branded materials

Sample applications
Inspiration
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Sample applications

Chapter postcard 

Inspiration
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Event postcard 

Sample applications
Inspiration



78

Presentation template 

Sample applications
Inspiration
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Custom stamp 

Sample applications
Inspiration
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Chapter notepad and eraser 

Sample applications
Inspiration
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Sweet chapter sweatshirt 

Sample applications
Inspiration
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Sweet chapter sweatshirt 

Sample applications
Inspiration
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Event poster 

Sample applications
Inspiration
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Chapter notebook 

Sample applications
Inspiration
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Sample applications

Flash drive 

Inspiration
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Shopping bag 

Sample applications
Inspiration


