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OUR BRAND

These guidelines are designed for anyone who wants to understand and use the United Synagogue brand -
whether you're a professional designer, a colleague, or a member of one of our communities. They establish
standards for all visual elements of our central design identity, including our logo, colours, fonts, and overall
"house style.”

The United Synagogue is a diverse charity made up of multiple communities, departments, and initiatives -
many of which have their own unique identities and branding. That diversity is valued and encouraged.

At the same time, our house style represents the overarching charity, ensuring a consistent and recognisable
presence across all our communications.

A visual identity is more than just a logo, and a brand is more than just a visual identity. A brand tells your
audience who you are, what you represent, and how you want them to feel. It has the power to create
communities and inspire loyalty. As representatives of the United Synagogue, we all play a role in upholding
and strengthening our brand through the way we communicate and engage with others.

If you have any questions about our brand or need assistance with marketing or design, please contact us
on marketing@theus.org.uk.
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OUR LOGO

Symbol

The Shofar serves as a powerful
symbol, embodying a resounding
“call to arms” for the Jewish
community.

The sound of Shofar bounds us

together, invoking a sense of unity,
strength, and purpose.
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OUR LOGO

Logo variations

We have two primary logos;

they are of equal importance and
are used depending on the page
orientation and design
requirements.

Our primary logos should be used

in the colour ‘US Blue' or White
wherever possible.
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OUR LOGO

The
The gnlted
° nagogue
United Ynases
Synagogue
Logo usage
Don't place the logo in a busy area, or in Don't reduce the logo size below 15 mm Don't use colours outside
low-contrast areas of our brand palette

It is essential that the logo's
appearance remains consistent.
The logo must not be
misinterpreted, altered, or
embellished in any way.

Its orientation, colour, and
composition should remain

exactly as specified in this N ITED
document — no exceptions,
please!

The
United
Svynagogue

Don't use the logo in a sentence or as a letter Don't stretch or alter the shape of the logo Don't use on low-contrast backgrounds

kf The United Synagogue
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Never spin, tilt, angle, or alter the logo Don't create single-line text variations Don't use on low-contrast backgrounds



OUR LOGO

Logo usage

Where possible, the United
Synagogue logo should appear in
full colour on a white background
to ensure clarity and accessibility.
Always maintain maximum
contrast and visibility when
placing the logo on different
backgrounds.

For darker backgrounds, a white
version of the logo is available.
The logo should primarily appear
in US Blue or white, but it may also
be used in any colour from the

US Colour Palette if it
complements the design.
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OUR LOGO

Logos for our
communities

Many of our communities have
their own existing logos and brand
identities. For those that do not,
we are able to provide a US brand
personalised logo with your
community name, and advise
further on its usage. 22 of our
communities are already using

a US brand logo.
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OUR FONTS

Official fonts

Typography is crucial for creating
a strong, cohesive brand identity.
When used correctly, it unifies the

appearance of all communications.

PRINT: Our primary brand typeface
is Museo Sans, which should be
used whenever possible. If Museo
Sans is unavailable (e.g., in Word,
PowerPoint, or other Microsoft
programs), Segoe Ul may be used
as an alternative. For titles and
headings, we typically use Museo
Sans Display Black. For body copy,
we prefer Museo Sans 300. Other
weights or condensed versions
from the same font family can also
be considered.

ONLINE: For digital use, Open Sans

is our designated web-safe font.
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PRIMARY FONTS
MUSEO SANS DISPLAY BLACK

Serving the British Jewish
community in the widest
possible way

MUSEO SANS 300

Serving the British Jewish
community in the widest
possible way

WEB FONTS

OPEN SANS EXTRABOLD

Serving the British Jewish
community in the widest
possible way

OPEN SANS

Serving the British Jewish
community in the widest
possible way

MICROSOFT WINDOWS FONTS

SEGOE Ul BLACK

Serving the British Jewish
community in the widest
possible way

SEGOE Ul

Serving the British Jewish
community in the widest
possible way

IMPORTANT: When working with external designers, ensure they have purchased the appropriate font licenses.
It is illegal for us to share, transfer, or duplicate font files.



OUR COLOURS

Colour Palette

Our brand colour palette includes
a wide variety of colours to support
our numerous initiatives.

US Blue should always be used as
the primary colour for major US
events, collateral, and main web
pages.

The secondary colours are used
on multiple occasions and may be
employed without US Blue as

the primary colour when
necessary.
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US BLUE
PANTONE 2766 C
R46/G43/B87
C97/M93/Y12/K47
#2E2B57

US YELLOW
PANTONE 114 C
R255/G218/B102
C0/M14/Y70/KO
#FFDAG6

US SKY BLUE
PANTONE 2905 C
R140/G212/B255
C47/M2/Y0/KO
#8CDA4FF

Primary colours

US RUBY RED
PANTONE 484C
R125/G19/B43
C11/M100/Y60/K54
#7D132B

US VIBRANT ORANGE
PANTONE 1585 C
R242/G108/B35
C0/M70/Y99/K0
#F26C23

US PASTEL PINK
PANTONE 203 C
R254/G185/B210
C0/M38/Y4/KO
#F5B2D2

US EMERALD GREEN
PANTONE 3405 C
RO/G169/B91
C81/M0/Y84/K0
#00A95B

US SAGE GREEN
PANTONE 559 C
R199/G224/B206
C27/M2/Y24/K0
#C7EOCE

Secondary colours

US OLIVE GREEN
PANTONE 383 C
R205/G196/B41
C15/M4/Y92/K14
#CDC429

US CHESED PURPLE
MEDIUM PURPLE C2
R88/G48/B133
C84/M100/Y0/KO
#583085

US ISRAEL BLUE
PANTONE 286 C
RO/G94/B184
C95/M67/Y0/K20
#005EB8

US COBALT BLUE
PANTONE 2727 C
R51/G115/B225
C80/M60/Y0/KO
#3373E1

US STONE
PANTONE 7528 C
R244/G241/B233
C5/M4/Y9/KO
#F4F1E9



DESIGN MOTIFS

Colour Accent
Strip

A color strip, approximately 2-3%
of the page width, is placed
along the edge of the page in

a complementary shade from our
palette. This element is typically
useful for enhancing visual
hierarchy, and adding a dynamic
accent to the design.
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Kabbalat
Shabbat
Live Rabbi

Friday Michael

8 December, Laitner
1:30PM United Synagogue

Cha g Director of Education
sa m ea c h Live via the United Synagogue
t The Facebook and TheUS.tv Please note: By participating in this live stream you

e
United
s;‘:megcgue G THEUSTV <3 are not accepting Shabbat until you light candles.

é 6
. . Parashat Vayeishev

Candle lighting in London: 15:37

Y g i -

United
Synagogue Avoid using
rounded

corners

Rosh Hashanah Times v
I

L f ! ; THE UNITED SYNAGOGUE:
Sinagosus POWERING JEWISH LIFE



DESIGN MOTIFS

Background
Elements
‘Sprinkles’

‘Sprinkles’ are colourful
background elements that add
energy, movement, and vibrancy
to the brand'’s visual identity.
They help create a dynamic and
engaging composition, making
designs more distinctive and
memorable.
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Make a difference —
Please leave a legacy to your
US community

N\

Descartes said:

“1 THINK

thereforelam.”
Jewish tradition teaches:

1 GIVE

(Chief Rabbi Sir Ephraim Mirvis KBE)

thereforelam.”

gggggggg

Building
communities
for the future

v

THE UNITED SYNAGOGUE: POWERING JEWISH LIFE




OUR BRAND IN USE

N g

United
Synagogue

Examples
of brand use

Our corporate stationery is
designed in discreet shades of
stone, dark blue, and sky blue
to ensure our corporate
communications are clear.

President: Michael Goldstein

Trustees: Rachel Hartog, Claire Lemer, Fleurise Lewis, Simon Mitchell,
Tristan Nagler, Nicola Rosenfelder, Saul Taylor, Jacqui Zinkin
Chief Executive: Jo Grose

Y g

United
Synagogue
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01

e — United
Synagogue

305 Ballards Lane
London N12 8GB
020 8343 8989

info@theus.org.uk

e Trustees’
Meeting

The United Synagogue:
Powering Jewish Life

nurTi A
NI NOYD

Registered Charity No. 242552

The
United Synagogue Trustees
would like to thank

(Insert name) of
(Insert Community) WITH COMPLIMENTS

for his/her dedication to leading
the community in recent years

To honour his/her dedication,
the United Synagogue will make a donation
towards rebuilding the kindergarten
at Kibbutz Be'eri

N g

United
Synagogue Registered Charlty No 242552

Michael Goldstein
President, United Synagogue

JULY 2024 | AV 5784

THAN
YOU!ENJOY

UR
I RDER
‘ United

THANK
YOu!

The
United
Synagogue

The
United
Synagogue

o1
United Synagogue
305 Ballards Lane
London N12 8GB
020 8343 8989
info@theus.org.uk
www.theus.org.uk
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OUR BRAND IN USE
CURIOUS CUSTOMS

Aminhag (custom) is a religious practice
that is not a mandatory part of Jewish
observance. Customs are instead practical
expressions of values and ideas in Jewish
law, which have developed in different
Jewish communities around the world.

4

Many will play a game of dreidel,

The story goes that in 1962 President John F Kennedy
visited NASA. While there he noticed a cleaner mopping
the floors. "Why are you working late?” he asked the cleaner
The cleaner replied, “Mr President, I'm putting a man on the
moon’”. Whatever our role at the United Synagogue, we're
all enabling more Jews to do more Jewish things more

CHANUKAH

which reflects the ‘gambling’
1 game the Jews played whenever citetmne
the Greeks came past, as learning
Itis customary to use olive oil Torah was outlawed. When playing I l M

this game, the currency customarily

when lighting Chanukah candles,
used is chocolate coins!

although in India their tradition
is to use coconut oil.

Continuing the theme of oil, it is A M n N

Exa m p Ie s customary to eat oily foods to
remember of the miracle of a tiny

jug of oil lasting 8 days after the
o ra n u se Temple was reclaimed by the
== - o N T H E Moo N

and doughnuts. For Moroccan
Jews, its sfenj, fried dough with
g o orange juice and zest. Columbian 5
From educational magazine pages and Cuban Jews eat ried plantains
(petacones). Speaking of coins, historically,
there was no custom to give
presents on Chanukah, but to

and infographics to kosher
3 give Chanukah gelt (money)

to children, as a reward for

advertisements, our brand assets
There is a tradition of eating dairy studying Torah. The Syrian-Greeks
foods as well, as one of the heroines tried to outlaw Torah; today we
encourage it even more!

are deSIgned to support and oﬂheChanukah?tory,Yehudi!:
convey The United Synagogue'’s Greek GaneaHolotornes,btore
. . . - . killing him, which contributed to
mission of powering British Jewish the salationoftheJewsin rae.
life in the broadest possible way. The
United
i Synagogue

by Laurie Maurer, US Education

THE UNITED SYNAGOGUE: POWERING JEWISH LIFE
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Delivering a world
of kosher at your

fingertips
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SUB-BRANDS

US Chesed

BRAND IDENTITY GUIDELINES

VALUE CHECK OUT
OFYOUR OURAMAZING
DONATIONS GROWTH!

UsS
Chesed

DATE CHESED APPEALUPDATE CHESED APPEALUPDATE CHESED APPEALUPDATE CHESED APPEALUPDATE CHE¢

IN THE 2024 CHESED APPEAL,
YOU HELPED RAISE AN INCREDIBLE

£582,565

Since then,
with your
support:

Onoyr
&S, who g;;
1Ything they, ci’)“e their timeg,

150-200

families have regularly received households received Chesed's
Chesed food parcels, averaging Pesach food parcels and
429 bags a month supermarket vouchers

565 -2670
filled pencil cases and pieces of portions of freshly cooked meals

stationery were given to school students .and s.oups we;e Givenitolmembers
who couldn't afford basic equipment

You made such
a difference.

THANK YO4 5O
mu

!

uUs
Chesed WWW.THEUS.ORG.UK

WHAT'S

IN THE BOX?

Thousands of pencil cases, writing pens, rulers,
sharpeners, crayon sets, colouring pen sets,

gel pen sets, geometry sets, calculators, math sets,
scissors, glue, and more!

a kosher
Pesach



SUB-BRANDS

TRIBE
SUMMER

Tribe

JULY -
SUMMER

AUGUST
FELLOWSHp 2024

WEEK b — WEEKs 5-6 We are looking for bright ang
Professiong Leadership Lead Summer Ambitious Jewish students who Wish
Internsh, Training Camp to learn from the best, develop thejr
(eadership skills ang give back to
thei Mmunity,
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SUB-BRANDS BOWLING

Young US PUB NIGHT
11.04.24

PUB NIGHT

Join our WHATSAPP '
Group!

Dear Jane Cohen,
We hope you are well and have had a good start to 2025!

Over the last few months we have been putting together new events for Young US -
ur programme for those aged between 21-32.

We have exciting things coming up, and for that we have created a new admin only
WhatsApp group to broadcast our exciting events, and keep everyone in the know.

If you would like to be a part of our group, please click here to join:

Click here to join our WhatsApp group
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SUB-BRANDS

Willesden Jewish
Cemetery and
House of Life
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HOUSE OF LIFE
WILLESDEN
JEWISH
CEMETERY

London’s Place to Remember
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FIVE SHILLINGS
olF AN e

MONDAY 15TH - SUNDAY 28TH JANUARY 2024

How five shillings, faith and belief inspired the beginning of the Probation Service and
its transformation into the multi-faith probation and chaplaincy service of today.

In collaboration with the Probation Service
and United Synagogue Chesed

N\

NN

For info and booking visit (HOUSE 0F LIFE|
WWW.WILLESDENJEWISHCEMETERY.ORG.UK WILLESDEN

WISH
Beaconsfield Road, Willesden © @ WillesdenCemetery J
CEMETERY

London NW10 2JE O WillesdenCem




Download Contact

Download official logo assets in various If you have any questions about our brand
formats at www.theus.org.uk/branding. or need assistance with marketing or design,
Follow brand guidelines to ensure please contact us on marketing@theus.org.uk

consistency.

Registered Charity No. 242552
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