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TEAM RWB'S 
MISSION
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TO ENRICH THE LIVES OF AMERICA’S VETERANS…
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…BY CONNECTING THEM TO THEIR COMMUNITY…
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…THROUGH PHYSICAL & SOCIAL ACTIVITY
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Enrichment: is defined as creating quality relationships and 
experiences that contribute to life satisfaction and overall 
well-being. The concept of enrichment consists of three core 
components – health, people, and purpose – that define a 
rich life.
Health: Fitness, sports, and recreational activities that 
improve physical, mental, and emotional well-being.
People: Genuine, quality, supportive relationships that 
generate mutual trust, accountability, and connection 
to the community.
Purpose: Meaningful individual, team, and community 
experiences that renew identity and enhance direction 
in life.
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Our Brand Strategy 
and Philosophy

We believe that Team RWB's work is critical for veterans and the broader 

community because we believe that connection is the key to health 

and purpose. 

We join across the nation to workout, race, socialize, and serve our 

communities together, all the while fortifying a network of engaged 

veterans and civilians that support each other through shared values 

and experiences. 

Through leadership development and peer support, we are able to create 

opportunities for education, training, and experiences. We work to deepen 

relationships with local communities and adjacent organizations. We 

continually strengthen our infrastructure to better understand, and 

deliver upon, the member experience.

ALL THIS, WITH THE ULTIMATE GOAL OF 
ENRICHING THE LIVES OF ALL INVOLVED 
IN TEAM RWB.
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OUR VALUES 
AND BELIEFS
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Eagle Ethos

Team RWB operates around the globe, and the Eagle Ethos is the set of 

guiding beliefs that binds our organization. Our ethos was crafted using 

six words that uniquely characterize Team RWB and distinguish our 

organization. It is internalized by each team member who puts on our 

red shirt. The Eagle Ethos is passion, people, positivity, commitment, 

camaraderie, and community – traits that Team RWB members live in 

action every day.

TE A M R W B B R A N D B O O K // V1 14



Our Ethos in Action

PASSION

We care more, we work harder, 

and we share our story

COMMITMENT

We are dedicated to each 

other, our mission, and 

our communities

PEOPLE

Veterans and community 

drive everything we do

CAMARADERIE

We improve lives through 

genuine, personal relationships 

POSITIVITY

We don’t ignore the challenges, 

we just stay positive and attack

COMMUNITY

This is what we are building… 

at every level

O UR VAL U ES AND B EL I EFS
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PROGRAMS 
AND IMPACT
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AT TEAM RWB, WE CREATE OPPORTUNITIES FOR VETERANS AND 
CIVILIANS TO CONNECT AND GROW IN WAYS THAT IMPACT 
THEIR LIVES AND THE BROADER COMMUNITY.

Team RWB focuses on engagement and leadership through our two core programs 

to accomplish our mission. 

CHAPTER AND COMMUNITY PROGRAM (ENGAGEMENT) 

Our chapters deliver local, consistent, and inclusive opportunities for veterans and the 

community to connect through physical and social activity. They host regular fitness 

activities, social gatherings, community service events, and facilitate building connections 

in the community. Our chapters are the heart of our organization. 

EAGLE LEADERSHIP DEVELOPMENT PROGRAM (LEADERSHIP) 

The Eagle Leadership Development Program is a sequential, 36-month curriculum designed 

to educate, mentor, move, and elevate our Eagle Leaders to build better communities, enrich 

veterans’ lives, and in turn, build a better America, with the ultimate goal of building the 

most professional and effective volunteer-led organization in America.

P R OG R AMS  AND I MPAC T
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OUR NAME
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Our name – the most 

recognizable brand element we 

have. Team Red, White & Blue 

is one of the largest veterans’ 

organization in the country, 

but even more than that, the 

name represents a community 

of people working to make life 

better for each other.
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How We Came to Be

Former U.S. Army Major Mike Erwin founded Team RWB in July 2010 while 

attending graduate school at the University of Michigan, studying positive 

psychology. With roughly 200,000 service members transitioning out of 

the military each year (VA, 2007, 2014) and roughly two in five departing 

for communities other than their former hometowns (DMDC, 2015), Erwin 

observed that many veterans, particularly wounded warriors, desired 

support in building connections within their new communities. Erwin, 

having realized an apparent gap in services, embarked on creating an 

organization that provided a consistent and inclusive support structure 

for veterans, embedded within local communities, and centered on 

physical and social activity.

THE ORGANIZATION WOULD BE 
APPROPRIATELY NAMED TEAM RED, 
WHITE & BLUE – OR BETTER KNOWN 
AS TEAM RWB. 

O UR NAME
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The organization initially launched as a one-on-one, veteran and advocate 

relationship program designed to help struggling veterans in communities. 

With a focus on physical fitness, Team RWB created a platform for public 

awareness, sponsorship, and fundraising to support the initial mentorship 

program’s delivery. Team RWB concentrated its efforts on participation and 

promotion in endurance events (e.g., marathons, triathlons, etc.), to grow a 

national network of leaders and advocates through which to build one-on-

one relationship with veterans in communities.

Since our founding, Team RWB has continued to grow and reach new 

heights. As of October 2017, this growth has peaked with over 130K 

members, 213 chapters, and communities worldwide, and registering 

approximately 400 to 700 new members per week. 
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What’s In A Name?

WHILE WE AFFECTIONATELY REFER TO OUR ORGANIZATION  
AS TEAM RWB IT’S IMPORTANT TO REMEMBER THAT NOT ALL  
WHO INTERACT WITH OUR BRAND UNDERSTAND WHAT OUR  
NAME STANDS FOR AND/OR THE LINGO THAT WE USE TO  
DESCRIBE OURSELVES.

As a rule of thumb, the first mention of our organization in any piece (whether print,  

digital or otherwise) should be the full, written name: Team Red, White & Blue.

Subsequent references or mentions can feature our abbreviated name, Team RWB.

Please note that, while certain members or chapters go further in shortening our name 

(“Team” or simply “RWB”), we discourage these usages in the public sphere as it dilutes  

the visibility and recognition of our brand.

O UR NAME
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OUR LOGO
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Our logo is a signpost of life-

changing experiences to all 

who encounter it. It's the most 

important visual cue we can 

give to the world about who 

we are and what we stand for.
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Our Logo

The Team RWB logo should appear as shown 

below in all print and/or electronic applications. 

The logo consists of two elements – the logomark 

and logotype. These elements should not be 

rearranged or altered; however. Additionally, the 

Team RWB brand has a secondary horizontal logo.

Logomark

Logotype

O UR L OG O
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Vertical and 
Horizontal

There are two different versions of the Team 

RWB logo that are available for use. The 

stacked, vertical logo is the primary orientation 

and should be first choice for use whenever 

possible. The horizontal version of the logo is 

for secondary use if the allotted space is not 

conducive for the vertical.

VERTICAL

HORIZONTAL

O UR L OG O
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Logo with URL

When using the URL as a graphic element in a 

project (outside of body copy), only this lock-up 

should be used. Using this version keeps the 

brand voice and aesthetic consistent. To provide 

flexibility and encourage consistent usage of the 

logo, there is a variation available that provides a 

preset lock-up including the URL.

URL

LOGO WITH URL

O UR L OG O
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The Basics

USE IT ON EVERY COMMUNICATION

How will someone know it's ours unless we use the single most important symbol 

we have? Using our logo across all communications helps avoid confusion and keeps 

us consistent as an organization.

USE LOGO AS PROVIDED. DON’T RE-CREATE OR ALTER IT, OTHER 
THAN RESIZING.

While we all feel great pride for our organization, nothing diminishes the impact of 

our brand more than altering our logo. By preserving the integrity of our logo, you 

are helping Team RWB preserve our reputation and sense of professionalism.

USE THE LOGO IN ENGLISH. NO TRANSLATIONS, PLEASE

While there may be a need to communicate the message in another language,  

the logo should always be written in the English language.

THE LOGO IS ONLY FOR USE BY TEAM RWB OR PARTNERS 
WITH EXPLICIT PERMISSION, WITHIN THE ESTABLISHED 
BRAND STANDARDS

Please always ask for permission if the logo is to be used beyond any functions  

or on any communications than expressed here in the brand guidelines. 
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Logo Colors

The primary use of the logo should always be in the primary 

blue and red (see page 35 for color breakdown). White is 

permitted for environments that require contrast. When 

color is not possible, black is permitted.

OTHER LOGO PRODUCTIONS

METALLIC SILVER AND FOIL STAMP

If there is a need for a touch of elegance, a metallic silver 

color (not gold, bronze, etc.) may be used. Pantone 10077 

is a premium silver metallic ink that is a cost-efficient way 

to add a bit of sparkle to a piece. In addition to printing, a 

more expensive, but beautiful, way to add silver is by using 

a foil stamp process.

OTHER PRODUCTION METHODS

In addition to printing, the logotype can be produced using 

a variety of methods, such as silk screening, embroidery or 

molded plastic. The logotype can be produced as jewelry. It 

can be blind embossed, debossed or etched on glass. The 

logotype can also be laser-cut into materials. Additionally, it 

can be printed or embroidered onto fabric. Always remember 

that quality control is vitally important, so be sure to ask for a 

proof to ensure the integrity of the logotype.

O UR L OG O
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Size and spacing

Every logo lives in a variety of environments, 

surrounded by various design elements – 

patterns, images, graphic elements or even other 

logos. For this reason, the space allotted around 

the logo is essential to properly represent the 

brand. The logo should be surrounded on all 

sides by clear space the height of the logotype. 

The only exception to this rule is the tagline or 

url lockups. To protect legibility and impact, the 

logo must be reproduced no smaller than 0.5" 

(12.7 mm). When reproduced in sizes smaller 

than this minimum, the logo loses its 

legibility and impact.

CLEAR SPACE

MINIMUM LOGO SIZE

O UR L OG O

X

1/2 X

.5 in. / 36 pt.

1/2 X
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Just the Eagle

Using the eagle without the "Team RWB" logotype 

is acceptable in select situations. It can be used 

as a secondary branding element on a piece 

when the full logo is already present (i.e. the 

back of a flyer that has the full logo on the front). 

Additionally, when a piece calls for branding, but 

the allotted space is smaller than the minimum 

legible logo size, it is permissible. The eagle can 

also be used in certain graphics/charts where 

other Team RWB branding is present. See the 

apparel section on page 80 for examples of 

proper use on clothing/embroidery.

O UR L OG O
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Logo Misuse

To establish and reinforce awareness and 

recognition of the logo, consistent reproduction 

is essential. To ensure consistency, never alter 

the color, rotate, distort or add shadows, glows, 

strokes or other effects to the logo. The logo 

must never appear within a shape or container, 

be typeset, or be used in a sentence. The logo 

should also never be used to create a custom 

lockup (e.g., chapter name or custom url). Use 

only the approved digital files that are supplied 

from the National Office.

O UR L OG O

RWB Chicago
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COLORS
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The Team RWB brand colors 

evoke positivity and strength. 

The bold blue and red are the 

heart of our color story, while 

secondary accents in a range 

of hues provide flexibility and 

energy. When choosing a color, 

stay within the palette outlined 

in the following pages.
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Primary Color Palette

Blue and red are the core color of our brand. It 

should be present and most prominent in each 

and every communication, without exception. 

The cool gray is the neutral accent that contrasts 

the bold colors with a calm, flexible tone.

COL ORS PMS 282 C

C100 / M90 / Y13 / K68 

R4 / G30 / B66 

HEX#041E42

PMS 193 C

C2 / M99 / Y62 / K11 

R191 / G13 / B62 

HEX#BF0D3E

PMS COOL GRAY 9 C

C30 / M22 / Y17 / K57 

R117 / G120 / B123 

HEX#75787B
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Secondary 
Color Palette

These colors should play a supporting 

role. Use them only as secondary accents 

to complement the primary colors. In most 

cases, only 1–2 secondary hues should be 

used in addition to the primary colors to avoid 

a cluttered appearance. Full shades of color 

should be used as the default; however, tints 

of secondary colors can be a good strategy for 

certain graphic elements like graphs, diagrams, 

charts and tables. Tints of secondary colors 

should not be used for text, where it is 

likely too hard to read.

COL ORS

PMS 390 C

C27 / M0 / Y100 / K3 

R181 / G189 / B0 

HEX#B5BD00

PMS 280 C

C100 / M85 / Y5 / K22 

R1 / G33 / B105 

HEX#012169

PMS 7428 C

C20 / M96 / Y36 / K62 

R106 / G44 / B62 

HEX#6A2C3E
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Primary Color Tints

When using primary colors, the following tints 

can be used. Please keep in mind text legibility 

and contrast against lighter tints – reversed text 

should not be used on tints less than 40% for the 

blue, and 50% for the red and gray.

COL ORS
100%

90%
HEX#1D3455

90%
HEX#C52551

90%
HEX#838588

80%
HEX#364B68

80%
HEX#CC3D65

80%
HEX#919395

70%
HEX#4F617B

70%
HEX#D25678

70%
HEX#9EA0A3

60%
HEX#68788E

60%
HEX#D96E8B

60%
HEX#ACAEB0

50%
HEX#818EA0

50%
HEX#DF869E

50%
HEX#BABBBD

40%
HEX#9BA5B3

40%
HEX#E59EB2

40%
HEX#C8C9CA

30%
HEX#B4BBC6

30%
HEX#ECB6C5

30%
HEX#D6D6D7

20%
HEX#CDD2D9

20%
HEX#F2CFD8

20%
HEX#E3E4E5

10%
HEX#E6E8EC

10%
HEX#F9E7EC

10%
HEX#F1F1F2

100% 100%
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Secondary 
Color Tints

Like with the primary colors, the secondary 

accent colors may use tints, although just not as 

many to maintain clarity and consistency. As with 

lighter tints of the primaries, secondary hues may 

not allow for reversed out text to maintain 

overall legibility.

COL ORS
100%

90%
HEX#BCC419

90%
HEX#1A3778

90%
HEX#794151

80%
HEX#C4CB33

80%
HEX#344D87

80%
HEX#885665

70%
HEX#CBD14C

70%
HEX#4D6496

70%
HEX#976B78

60%
HEX#D3D866

60%
HEX#677AA5

60%
HEX#A6808B

50%
HEX#DADE80

50%
HEX#8090B4

50%
HEX#B4959E

40%
HEX#E1E599

40%
HEX#99A6C3

40%
HEX#C3ABB2

30%
HEX#E9EBB2

30%
HEX#B3BCD2

30%
HEX#D2C0C5

20%
HEX#F0F2CC

20%
HEX#CCD3E1

20%
HEX#E1D5D8

10%
HEX#F8F8E5

10%
HEX#E6E9F0

10%
HEX#F0EAEC

100% 100%
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TYPOGRAPHY
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Typographic Approach

When it comes to properly representing a brand, the consistency of the 

typefaces that accompany the logo is just as important as the logo itself. 

The typefaces on the following pages are the only ones to be used with  

the Team RWB brand.

T Y P OG R AP H Y
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Primary Sans-Serif 
Typeface

Open Sans is a contemporary and legible 

font choice with a variety of weights for 

design flexibility.

It is available for free to download, as well as for 

use with both Google Fonts and Adobe Typekit. 

Its usage ranges from headlines to body copy. 

When Open Sans is unavailable, it should be 

substituted with Arial.

Arial should only be used when Open Sans 

is unavailable for use.

Aa

T Y P OG R AP H Y

Open Sans Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&

Open Sans Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&

Open Sans Extrabold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&

Open Sans Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&

Open Sans Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&

Open Sans Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&

Open Sans Extrabold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&

Open Sans Light Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&
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Secondary 
Sans-Serif Typeface

Changa One is a bold, strong typeface that brings 

a dynamic energy to brand pieces.

It is available for free to download, as well as for 

use with Google Fonts. It should primarily be 

used for large headlines, charts, and supporting 

various graphic elements such as large numbers. 

When Changa One is unavailable, it should be 

substituted with Arial Bold.

Arial Bold should only be used when Changa One 

is unavailable for use.

Aa

T Y P OG R AP H Y

Changa One Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&

Changa One Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789?!@#$%&
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PHOTOGRAPHY
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While imagery is not 

necessarily more important 

than words, it is certainly 

more memorable. 

Photography plays a vital role 

in the Team RWB brand as it is 

the catalyst for establishing 

the desired feel, telling a story 

and leaving a lasting impact.
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Our Approach

Photography allows us to capture moments in time throughout various 

events and activities that our members participate in. Showing these 

experiences is a crucial part of the Team RWB brand. While individual 

veterans are incredibly important to our storytelling, it’s important to show 

their interaction with others, including civilians, to reinforce the sense of 

community. Throughout, we have the opportunity to capture stories that 

convey feelings of strength and inspiration. These are the pictures we 

strive to take and share with the world.
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The Basics

Capture the diversity of Team RWB – activity 

types, geography, military status, age, gender, 

ethnicity, etc.

Make sure the photo accurately tells the story.

Capture emotion.

Make the individual or the group of people 

the hero of the photo.

Be sure to check focus and shutter speed – these 

can easily detract from subject matter if not 

properly adjusted.

If possible, utilize photos with the Eagle present 

somewhere in the photo.

P HOTOG R AP H Y
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Picking Powerful Images

BRIGHT

Images should be bright in both a literal 

and contextual sense. Images should be 

vibrant in color and capture inspiring, 

optimistic subject matter.

BOLD

Photography that incorporates dynamic 

angles and energetic. Action shots of 

members are great.

CONNECTED

It is important to capture a sense of 

community with the photography. 

Members interacting with other 

members or with civilians can 

really bring this out.

P HOTOG R AP H Y
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VIDEO
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Our Approach

We serve as an organization to build connections and tells stories. Video 

provides us an opportunity for storytelling – from multiple perspectives – 

in an efficient, engaging and emotive way. In fact, videos allow us to show 

the veterans' experiences in a way that includes the joining of a team and 

support group and the transformation that emerges from it.

VI DEO
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The Basics

• Capture the diversity of Team RWB – 

activity types, geography, military 

status, age, gender, ethnicity, etc.

• Spark inspiration and 

convey strength.

• Capture the positive emotions 

of a chapter event.

• Capture a member immersed in 

action or physical activity.

• Take into consideration the 

environment (i.e. uncluttered).

• Capture the subject in crisp focus 

(utilizing a shallow depth of field 

when appropriate).

• Are properly lit and well framed.

• Are concise and engaging throughout 

– avoiding long, uncut commentary.

• Utilize music in a way that 

establishes the appropriate 

mood and offers balance.

• Avoid copyright infringement by 

obtaining a license or other grant of 

permission from the rights holder 

before utilizing music in a video.

• Follow brand standards when utilizing 

any graphics or animation.

• Are captured by a professional or 

experienced videographer.

• Follow the appropriate technical 

recommendations (as stated on 

page 53).

• Are accompanied by requisite 

publicity releases.

VI DEO
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Best Video Practices

WE ENCOURAGE THE CONTINUED ENGAGEMENT OF PROFESSIONAL VIDEOGRAPHERS 

TO HELP CAPTURE THE TEAM RWB EXPERIENCE. HOWEVER, WE KNOW THAT TEAM 

RWB MEMBERS ARE OFTEN PLACED IN THE ROLE OF DIRECTOR, PRODUCER OR EVEN 

VIDEOGRAPHER. THE FOLLOWING ARE RECOMMENDATIONS THAT HELP US TELL 

THE BEST STORIES WE CAN, REGARDLESS OF WHO FILMS THEM.

PRODUCTION SUGGESTIONS

DEVELOP A PLAN OF ACTION.

We recommend engaging a professional video team whenever possible. Discuss an 

appropriate plan of action with the team before any shoot occurs. Establish appropriate 

roles and communicate expectations of the crew.

RESPECT THE RELATIONSHIP.

Most video shoots are more grueling and longer than one would expect. All crew members, 

whether Team RWB staff or otherwise, must put members first during any production. This 

means that we help create a comfortable environment, address any concerns in a friendly 

manner, and always ask permission for engaging in any sensitive or personal matters.

CREATE AN INVITING ENVIRONMENT.

When engaging in an interview with a member, friend or family member, keep the 

environment to a minimal amount of people in order to minimize distractions or 

possible intimidation.

VI DEO
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INVITE NARRATIVE OVER COMMENTARY.

When conducting an interview, ask questions that welcome descriptive narrative responses. 

This requires asking questions that invite answers that paint a picture for an audience. 

For example, the question "Did you like your job?" does not invite the kind of response 

that potentially a question such as "What did you like about your job?" would invoke. 

Commentary driven questions often result in flat, short responses that will ultimately 

be forgettable.

CAPTURE BEAUTIFUL, CRISP, AND WELL LIT VIDEO.

It is important that our videos reflect the Team RWB brand commitment to honor its 

members, which includes portraying our subjects in an empowering manner while 

maintaining high-quality standards of production. Ensure our subjects are in focus,  

utilizing a shallow depth of field when appropriate. Be conscious of poorly lit subjects  

or scenes and compensate with professional lighting as needed.

CAPTURE APPROPRIATE B-ROLL.

When supporting a narrative-driven video, capture plenty of good b-roll (extra footage  

to help enhance the story). If you have the luxury of capturing b-roll after an interview  

or a narrative is established, seek out b-roll that can support this. Some b-roll should  

cover people other than the main person of interest in the video.

CAPTURE HIGH-QUALITY AUDIO.

Audio is as important as the visual capture in any video production. Avoid environments with 

sporadic background noises and utilize audio equipment that records high-quality audio.

VI DEO
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Technical Recommendations

RECORDING/CAPTURE

RESOLUTION

Record in 1920 × 1080p 

whenever possible

2160p (4K) resolutions are 

also acceptable

FRAME RATE

Record in 23.98p whenever possible

Frame rates of 29.97p and 30p are also 

acceptable (when necessary)

AUDIO ENCODING/EXPORT

BIT RATE

Stereo: 320 kbps

VIDEO ENCODING/EXPORT

FILE TYPE (CONTAINER)

MPEG-4 (.mp4)

CODEC

H.264

Progressive scan (no interlacing)

High Profile

2 consecutive B frames

Closed GOP. GOP of half the frame rate

CABAC

Variable bitrate

Chroma subsampling: 4:2:0

FRAME RATE

Content should be encoded in the 

same frame rate it was recorded

FRAME SIZE

Maximum: 1920 × 1080

Minimum: 720 × 1280

BITRATE

1080p: 10 Mbps – 15 Mbps

720p: 6.5 Mbps – 9.5 Mbps

ASPECT RATIO

16:9

VI DEO
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Shooting With a Mobile Device

The following are best practices for when a professional photographer/videographer are not available 

and/or additional phone imagery is captured.

MINIMIZE SHAKE

Due to the (light) weight of a phone, it is easy 

to shoot video or photos with significant 

shake. We recommend stabilizing the phone 

by supporting it with a solid surface or tripod, 

or by using two hands.

BE CONSCIOUS OF 
AVAILABLE LIGHT

Utilize available daylight whenever possible 

and supplement additional lighting sources 

as needed. Please note that shooting video 

on a phone typically requires more light than 

when capturing a still image. This tends to 

become more obvious when shooting 

inside or at dusk. We recommend simply 

being aware of this when engaging with 

mobile video.

AVOID ZOOMING IN

Zooming in on a photo or video will 

compromise the quality of the image 

and/or produce a grainy picture. We 

recommend leaving the phone in its 

native state while shooting.

BE CONSCIOUS OF COMPOSITION

The native lens a phone utilizes is typically 

considered wider than what may be available 

with professional cameras or lenses. Because 

of this (and our recommendation NOT to 

utilize the zoom feature), there will be a 

need for the photographer/videographer 

to move closer to the subject in order to 

maximize the composition and increase 

detail. We recommend moving as close to 

the subject as appropriate and as needed 

without distraction.

SHOOT HORIZONTAL

Although we often utilize our phones in the 

vertical format, it is important to capture 

video footage in the horizontal format (16:9) 

as this will be the format in which the videos 

will be experienced. Photos can be captured 

in vertical format when the subject or scene 

calls for it, but this will most likely be in a 

limited state.

VI DEO
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DESIGN ELEMENTS
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Our Visual Assets

When it comes to our brand beyond the logo, consider the following pages 

a source for additional assets that can be utilized to succinctly tell the story 

of Team RWB. Visuals typically help amplify the impact of written words, so 

don’t hesitate to use the following elements to supplement what you are 

trying to communicate.
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Icon Library

Icons are symbols that represent some real, 

imaginary or abstract motive, entity, or action. 

Our use of icons is to help visually illustrate what 

we are trying to communicate to our audience. 

This catalogue of icons is the definitive visual 

representation of key components of our brand. 

Don’t try to recreate your own. If there's an icon 

that doesn't exist, please submit a request to the 

National Office. They are designed to be clean and 

simple, and can be used in either full-color positive 

or reversed out white on a colored background.

ETHOS ICONS

These icons are the main pillars of the icon 

library that represent the Team RWB Ethos. 

These icons should carry the most weight 

when used with other icons in the secondary 

or tertiary groupings.

PASSION PEOPLE

POSITIVITY COMMITMENT

CAMARADERIE COMMUNITY

DES I G N EL EMENTS
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Icon Library

SECONDARY LEVEL ICONS

The secondary level icons are used to illustrate 

our main event categories for the organization. 

These icons represent the main categories of 

events that Team RWB members participate in 

nationally, regionally and within their chapters.

EXERCISE 

EVENTS

COMMUNITY 

SERVICE EVENTS

EAGLE ENGAGEMENT 

EVENTS

RACE AND 

ATHLETIC EVENTS

SOCIAL 

EVENTS

DES I G N EL EMENTS
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Icon Library

TERTIARY LEVEL ICONS

These icons are the most specific of the groupings and should be used only when highlighting or illustrating specific types of activities. 

These should be the furtherest down the line in terms of visual hierarchy when used with the other icon groupings.

COFFEE SOCIAL

KAYAKING/ROWING

(TRAIL) RUNNING

TRIATHLON

FUNCTIONAL FITNESS

KICKBALL/SOCCER

SKIING

VOLLEYBALL

CYCLING

MOUNTAIN BIKING

STORYTELLING

WEIGHTLIFTING

DODGEBALL/SOFTBALL

CLIMBING

SUP

YOGA

HIKING/WALKING

RUCKING

SWIMMING

DES I G N EL EMENTS
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Icon Library

DIFFERENT COLOR BACKGROUNDS

The Ethos icons have been designed with a 

white fill inside of the hexagon so that the icon 

can be viewed, with shading, on different color 

backgrounds. The only situation where the 

Ethos icon colors can change is when it is on a 

red background. In this case, the outline should 

be changed to the primary blue. The secondary 

icons should remain full color, unless they are 

on colored backgrounds, in which they should 

be used fully reversed out. The tertiary level 

icons should default to the primary red. They are 

flexible, though, and can have the other primary 

as well as the secondary color palette applied.

DES I G N EL EMENTS
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Additional Elements

To add visual interest to a document, video or ad, 

it is possible to add star, line, and flag elements. 

The full flag should appear as one color. On static, 

web or print materials the flag should always 

appear with the stars on the left and stripes on 

the right. Having this orientation flipped is only 

appropriate when the flag is appearing on the 

right side of apparel or moving vehicles/objects so 

to appear as if the flag is always charging forward.

Another element that can be incorporated is big 

stars. These can be cut out of a background or 

image, and appear in a row. These stars should 

only be cut off using the vertical center. When 

used in multiples, these stars should appear in a 

row, uniform in size, and never cut off horizontally. 

The star, paired with the dotted lines, should be 

centered and uniform in color.

Gradient lines and boxes are great ways to frame 

different content and highlight imagery. These 

graphics should only use gradients made of brand 

colors and never run through important focal 

points. It is also important to keep in mind proper 

spacing to avoid visual tension and tight areas.

DES I G N EL EMENTS
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Digital Asset 
Manager

Throughout 2017, Team RWB has been working 

on a brand refresh along with numerous 

updates to our marketing collateral. As part 

of this initiative we are implementing a Digital 

Asset Management (DAM) solution that will 

make it easier for our team to store, share, and 

manage our brand identity assets, stock photos, 

marketing collateral and much more while 

allowing all of you to easily access the content 

you need. This solution will replace the content 

that currently resides on the Resources page 

of our website, check it out at this link.

DES I G N EL EMENTS
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MESSAGING: 
LANGUAGE AND COPY
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Intro

OUR BRAND IS BUILT ON POWERFUL STORYTELLING, MAKING 
EMOTIONAL CONNECTIONS THAT HELP US FORGE STRONG 
RELATIONSHIPS WITHIN OUR CHAPTERS AND ACROSS THE NATION. 
TO CONSISTENTLY ACHIEVE THIS, IT’S IMPORTANT THAT OUR 
STORIES CONVEY THE RIGHT MESSAGES – USING A VOICE AND TONE 
THAT SHOW THE IMPACT, INCLUSION AND INSPIRATION THAT ARE 
CENTRAL TO OUR MISSION.

The following guide will help you understand how to best spread the word about the Team 

RWB and accurately communicate the things that make our organization unique.

MESSAG I NG:  L ANG UAG E  AND COP Y
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Messaging Pillars

INCLUSIVE

As an organization, we welcome all to join 

in our mission – veterans and civilians of all 

backgrounds and all skill levels.

IMPACT

We believe in the immediate nature of our 

mission and the importance of what we do. We 

communicate this significance so that others feel 

compelled to accompany us on the journey.

INSPIRATION

We should take care to always showcase the 

inspirational quality of all that we do together.

MESSAG I NG:  L ANG UAG E  AND COP Y

INCLUSIVE

IMPACT

INSPIRATION
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What We Are Not

When communicating about Team RWB, it is important to be aware of language and tropes 

that compromise the vision of our organization. Thus, it's important to be aware of what we 

are not, to help us reinforce us of what we are:

• We are not just for post-9/11 veterans: we are supportive of all generations

• We are not just for ‘veterans returning from war’

• We are not just an organization for veterans

• We are not just a running club

• We are not just an organization for single people – families, singles, couples, 

are all welcome

• We are not competitive – we push each other to be the best individuals we can be, 

no matter what that looks like – success is not measured as a new ‘PR’

MESSAG I NG:  L ANG UAG E  AND COP Y
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Creating Your Own Message

IDENTIFYING TEAM RWB AUDIENCES

When writing, it’s important to identify your target audience – otherwise the message may 

not be as impactful. Outlined below are some of the audiences that interact with Team RWB 

and the key questions we aim to answer for them.

KEY QUESTIONS WE MUST ANSWER:

VETERANS & CIVILIANS

What is the experience of Team RWB? What do I have to do to experience Team RWB? 

Why do I need Team RWB? Where do I fit in the organization?

DONORS & SPONSORS

Why should I choose you? What do you do differently? What “cause” do you serve and 

how do you serve it? How will this add value to me or my organization?

VOLUNTEERS (EAGLE LEADERS)

Why do you need me? Why do I need you? How can I be a part of what you’re doing? 

What is required of me?

MESSAG I NG:  L ANG UAG E  AND COP Y
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BEST PRACTICES FOR CONTENT WRITING

SIMPLIFY

Write out what you want to say in its entirety, and then simplify. Choose your words carefully. 

Cut out anything that doesn’t get you to your point. Revise, revise, revise.

KNOW YOUR AUDIENCE

Is this content intended for donors? For chapters? For someone unfamiliar with Team RWB? 

Make sure that your language is directed in a way that invites that particular audience in.

WE VS. YOU

When talking to Team RWB leaders & members, it’s fine to use “us” and “we.” But when it 

comes to donors or those unfamiliar with Team RWB, it is beneficial to switch from “we” to 

“you.” This places your audience directly into your story and helps them imagine being a 

part of the story.

USE ACTIVE VOICE

Don’t distance your reader from the action. Make sure your messaging is direct, clear and 

powerful. For example, “Rob has been training to run a half marathon” should instead be, “Rob 

is training for a half marathon.” Passive voice sentences often use more words, can be vague 

and can lead to a tangle of prepositional phrases.

MESSAG I NG:  L ANG UAG E  AND COP Y
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Boilerplate Language

Team Red, White & Blue (Team RWB) is a 501(c)(3) nonprofit organization founded in 2010 

with the mission of enriching the lives of America’s veterans by connecting them to their 

communities through physical and social activity. As of August 2017, Team RWB has over 

130K members spread across 213 chapters and communities located throughout the world. 

To learn more about Team RWB and how you can help, visit www.teamrwb.org.

MESSAG I NG:  L ANG UAG E  AND COP Y
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VISUAL/DIGITAL 
IDENTITY
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Social Media Guidelines 
and Tips

Chapters are not permitted to host public Twitter and Facebook pages. 

However, social media still serves as a great way to spread the word about 

your chapter and we encourage chapters to host Instagram accounts and 

utilize Facebook Groups. Below are some guidelines and tips for your 

Instagram Accounts and Facebook Groups that you can use when you post 

about Team RWB.
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Instagram Guidelines

Use the following naming convention (Team RWB Chapter) so your handle would appear, @teamrwbchapter. If possible, we typically 

recommend 1–2 posts per day on Instagram. Posts should serve a direct purpose that complements Team RWB, your chapter’s 

unique style, and our shared mission. Like Facebook, your chapter’s Instagram should look professional, crisp, and clean.  

Always tag @TeamRWB so we don’t miss your post! 

TEXT GUIDELINES: 

Similar to Facebook, text that accompanies 

posts should be kept to a minimum. The 

shorter the better. Posts should be kept 

to around 3–4 sentences.   

Hashtags on should also be integrated into 

the post as much as possible. However, it 

is acceptable to include hashtags at the 

end of the text. Try not to use more than 

three meaningful targeted hashtags. When 

applicable, please utilize national campaign 

hashtags (e.g., #RunAsOne, #EagleCharge, 

#OldGloryRelay). 

Attribute quotes where applicable.

PHOTO GUIDELINES: 

Avoid posting pixelated or very small 

photos. The larger and clearer the photo, 

the more shareable it is for our audiences. 

Remember that now on Instagram, larger 

size photos fit, they don’t have to be kept 

in the 612 x 612 box. This feature allows 

you to show more of the photo and we 

think it’s great.  

Try not to use photos that don’t fill up 

the entire 612 x 612 px space. 

REGRAMMING/REPOSTING:

If regramming from another organization or 

individual, try to post relevant photos. 

Only repost graphics from others if they 

appear to be professionally made. 

Regrams should be reserved for Instagram. 

We do not recommend sharing regrams on 

Facebook or Twitter. 

Don’t forget to tag relevant people, 

partners, and organizations in the photos! 

While there is a time and place for 

PicStitches (collage photos), it’s better to 

find one impactful photo that tells the 

story, if possible.

VIS UAL/D I G ITAL  I DENTIT Y
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Chapter Facebook Group Tip

The tips below are important for all Eagle Leaders. Please share them 

with your leadership team and put them to good use!

1. Your Facebook group is a great place for members to connect online, 

your chapter to share events, and key Team RWB messages. But in 

order to provide a safe place for members online, please see pages 

6–8 of the Chapter Communications Playbook.

2. If your chapter group is very active, remember to repeat posts about 

your events. This way, they will not get lost.

3. Remember to use the pinned post option to ensure members see your 

most important content. We recommend pinning your weekly and 

monthly newsletters, or information about major upcoming events.  

4. Your chapter Facebook group is a great place to reiterate key 

messages about Team Red, White & Blue on a regular basis. 

If you’re looking for some places to find great content, check 

out the following resources: Teamrwb.org  Annual Report

As the chapter leaders, we enable you to chose whether your Facebook group 

should be closed or open. Some large chapters have decided to utilize closed 

groups to prevent spam or non-members flooding the page. For smaller 

chapters, an open group may be more efficient because it can serve 

as a gateway to new members. The decision is ultimately up to your 

leadership team.  

VIS UAL/D I G ITAL  I DENTIT Y

SAMPLE FACEBOOK PAGE
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APPLIED BRAND
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Intro

When the Team RWB brand meets real life, it is powerful. That's why it's so 

important that we remain consistent and uphold our brand standards. In 

the following pages, you will find various pieces that comprise our brand 

identity. Consider these pages as definitive guidelines; we encourage you  

to remain aligned with these standards and not to deviate.
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Letterhead

Overall Specs: 8.5" × 11" trim size, 

0.5" margins,

5 columns with 0.25" gutters.

Team RWB logo: 0.75" tall. Aligned to top right 

of outer margin.

Prints Pantone 282 U and Pantone 193 U

All text to be typeset as Open Sans Regular 

9pt/12pt.

Tagline: Should be used 0.0625" tall. 

Aligned to bottom left margin.

Website: Should be used 0.0625" tall. 

Aligned to bottom right margin.

Note: Type of contact and information may vary.

FRONT

B R AND  I N AC TI ON

May 22, 2017

John Smith 
Eagle Leader 
Team RWB 
T 999.999.9999 
johnsmith@teamrwb.com

Mrs. Jane Smith 
Chief Executive Officer 
The Corporation 
123 Pleasant Lane 
City, State 60656

Dear Jane,

Dolenducia consequae nonsenis auditia nonemporum ni il eati aut recte iditis maios repelique 
coribusanto in nam laut quuntem quid quatusa sita nimus evendem simpore ratur? Quia dolupti 
te lab ipsantio. Met ipsa dolentur assim que ma cus experum, senemodis dolo quiam, sinvendam 
fugit arum, quassumquo bearibus et qui nonsend istius imagnis nita quia volupta voluptae poreici 
magnate velentum lam, niscidi psunt.

Gent. Nemquiae. Ficiis molorisi nes ea deliquidel et porum es moditatia nis dolut ut qui conemposae 
es eiunt facitae sequam, iniet quo quamet venistint aut acepe vellabo rrovit es et aut ut eostori 
comnimusciis a nus, id ex eatem aliquia nes ereptatque persperunto dolenissit, autat in nim re cores 
rersperum rem denitio voloribus, venem aute pa duscid quia simuscid et, unt.

Um nusda aut et quae velessit lautempore et quibus es explita nusani optatem posam, imusam del 
endit est magnit facestrum esto doluptius ilit lit offictiat volum nos si coreres discia qui ut rera quodis 
maximpo rpores quunt, ium alis es re pa comnim etur, conseque et etur aspelessedio eicatiam 
latus, inctem sintorro cus est harciendam, ommoloriam rem des ut plabor ab id quiam aut qui cum 
dolorum, qui cor aspere poratus ea sequam, eostemp eribusdam autectin.

Sincerely,

John Smith
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Envelope/ 
Mailing Labels

Overall Specs: 9.5" × 4.125" trim size, 

0.375" margins,

Team RWB logo with tagline lockup: 1.25" wide. 

Aligned to top left of outer margin.

Prints Pantone 282 U and Pantone 193 U

Alternate Tagline: Should be used 1.25" wide. 

Aligned to bottom left margin.

Website: Should be used 1.25" wide. 

Aligned to bottom left margin.

Note: Type of contact and information may vary.

ENVELOPE FRONT

ENVELOPE BACK

B R AND  I N AC TI ON
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PowerPoint 
Templates

When presenting for Team RWB, only the 

approved PowerPoint templates should be used. 

A 16:9 widescreen ratio is preferred, however, 

a standard 4:3 template is also available.

The following guidelines outline various styles 

found within this template.

Headline: Changa One Regular, 44pt, single 

spaced in Team RWB Red. Center aligned to 

top margin.

Subheading: Open Sans Bold, 18pt, single spaced 

in Team RWB Blue. 12pt of space should be left 

after each paragraph.

Body Copy: Open Sans Regular, 18pt, single 

spaced in Team RWB Gray. 6pt of space should be 

left after each paragraph.

Bullet/Numbered Lists: Indented 0.25" with 

Team RWB Red bullet/number. 6pt of space 

should be left after each paragraph.

SAMPLE 4:3 INTERIOR SLIDES

SAMPLE 4:3 SECTION HEADING SLIDE

SAMPLE 4:3 TITLE SLIDE

B R AND  I N AC TI ON

Enriching The Lives 
of America’s Veterans 

TEAM RED, WHITE & BLUE 
At-a-Glance 

August 2, 2017 

OUR STRATEGY 

E N G A G E M E N T  L E A D E R S H I P   
D E V E L O P M E N T  

Our research and experience informs 
us that our best path to increased 
enrichment is increased 
engagement. Existing Veteran 
resources are underutilized due to 
lack of deliberate and intentional 
engagement (both personal and 
organizational). Team RWB’s model is 
designed to be engaging and 
attractive, yet non-invasive. 

The only way to build and sustain 
local, consistent, and valuable 
programs is through significant 
investment in leadership. 
   
Strong Leaders = Strong Organization =  

Strong Communities = Stronger Nation. 

8 TeamRWB.org 

OUR MISSION 

To enrich the lives of America’s veterans by 
connecting them to their community through 

physical and social activity. 

2 TeamRWB.org 

Sample Headline 
This is a Sample Sub-Headline 

–  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Curabitur 
molestie blandit libero sit amet mattis. 

–  Nullam quis urna non quam commodo commodo. Donec id nibh mi. 
Pellentesque placerat sagittis mi, sit amet pulvinar lectus feugiat. 
–  Sit amet. Donec consectetur mi sem, ac cursus felis lobortis ut. 

–  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Curabitur 
molestie blandit libero sit amet mattis. 

–  Nullam quis urna non quam commodo commodo. Donec id nibh mi. 
Pellentesque placerat sagittis mi, sit amet pulvinar lectus feugiat. 

–  Sit amet. Donec consectetur mi sem, ac cursus felis lobortis ut. 

11 TeamRWB.org 
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Promotional 
Materials

For printed materials, such as posters or 

brochures, a strong focal point (either a photo 

or typography) is recommended to make the 

biggest visual impact. This allows information 

(such as our logo) to be easily recognized. This 

can be supplemented by strong typography using 

brand-approved typefaces and brand-centric 

graphic elements such as the icon library.

SAMPLE POSTER

SAMPLE BROCHURE

B R AND  I N AC TI ON

More than 1,800 veterans surveyed in 2014 and 2,500 surveyed in 2015 self-reported 
increases in creating authentic relationships with others, increasing their sense of purpose, 
and improving their health, by participating in Team RWB.

Become a member of the team. 

Join at: TeamRWB.org/get-involved/join-the-team 

GET 
ENGAGED

TEAM RWB’S MISSION IS TO ENRICH THE  
LIVES OF AMERICA’S VETERANS BY  
CONNECTING THEM TO THEIR COMMUNITY  
THROUGH PHYSICAL & SOCIAL ACTIVITY.

PASSION PEOPLE POSITIVITY COMMITMENT CAMARADERIE COMMUNITY

EAGLE 
ETHOS
Team RWB operates 
around the globe, 
and the Eagle Ethos 
is the set of guiding 
beliefs that binds 
our organization. 
Our ethos was crafted using six words 
that uniquely characterize Team RWB 
and distinguish our organization, and is 
internalized by each team member who puts 
on our red shirt. The Eagle Ethos is passion, 
people, positivity, commitment, camaraderie, 
and community–traits that Team RWB 
members live in action every day.

PASSION

We care more, we 
work harder, and  
we share our story

PEOPLE

Veterans and 
community drive 
everything we do

POSITIVITY

We don’t ignore  
the challenges, we 
just stay positive  
and attack 

COMMITMENT

We are dedicated 
to each other, our 
mission, and our 
communities

CAMARADERIE

We improve 
lives through 
genuine, personal 
relationships

COMMUNITY

This is what we  
are building… 
at every level

OUR 
APPROACH & 
PROGRAMS
Enriching the lives of our members is the goal of our 
organization. We believe a rich life consists of three 
core components: health, people, and purpose. 

Team RWB focuses on engagement and leadership 
through our two core programs to accomplish  
our mission.

Chapters and Community 
Program (Engagement)
Our chapters deliver local, consistent, and inclusive 
opportunities for veterans and the community to 
connect through physical and social activity. They host 
regular fitness activities, social gatherings, community 
service events, and facilitate building connections  
in the community. Our chapters are the heart of  
our organization.

Eagle Leadership 
Development Program 
(Leadership)
Our Eagle Leadership Development Program is focused 
on building genuine relationships in our organization. 
Through a combination of training, education, and 
experiences, we develop Eagle Leaders who are 
empathetic, authentic, and loyal to both effectively carry 
out Team RWB’s mission, and improve our communities. 

EAGLE 
ETHOS
Team RWB operates 
around the globe, 
and the Eagle Ethos 
is the set of guiding 
beliefs that binds 
our organization. 
Our ethos was crafted using six words 
that uniquely characterize Team RWB 
and distinguish our organization, and is 
internalized by each team member who puts 
on our red shirt. The Eagle Ethos is passion, 
people, positivity, commitment, camaraderie, 
and community–traits that Team RWB 
members live in action every day.

PASSION

We care more, we 
work harder, and  
we share our story

PEOPLE

Veterans and 
community drive 
everything we do

POSITIVITY

We don’t ignore  
the challenges, we 
just stay positive  
and attack 

COMMITMENT

We are dedicated 
to each other, our 
mission, and our 
communities

CAMARADERIE

We improve 
lives through 
genuine, personal 
relationships

COMMUNITY

This is what we  
are building… 
at every level

OUR 
APPROACH & 
PROGRAMS
Enriching the lives of our members is the goal of our 
organization. We believe a rich life consists of three 
core components: health, people, and purpose. 

Team RWB focuses on engagement and leadership 
through our two core programs to accomplish  
our mission.

Chapters and Community 
Program (Engagement)
Our chapters deliver local, consistent, and inclusive 
opportunities for veterans and the community to 
connect through physical and social activity. They host 
regular fitness activities, social gatherings, community 
service events, and facilitate building connections  
in the community. Our chapters are the heart of  
our organization.

Eagle Leadership 
Development Program 
(Leadership)
Our Eagle Leadership Development Program is focused 
on building genuine relationships in our organization. 
Through a combination of training, education, and 
experiences, we develop Eagle Leaders who are 
empathetic, authentic, and loyal to both effectively carry 
out Team RWB’s mission, and improve our communities. 

GET INVOLVED 
AND JOIN 
THE TEAM
At Team RWB, we  
believe in the power 
of community. 
You can be engaged with Team RWB in many  
ways. But to get started, you simply need to  
join and show up to your first event.

Whether it is a yoga class, fun run, cycling 
ride, BBQ, or community service project – 
our chapters create a positive, welcoming 
environment for veterans to meet each other 
as well as members of their local community.

Team Red, White & Blue is a registered 501(c)(3) nonprofit organization with headquarters in Tampa, FL.   
Team RWB’s federal ID number for donations is 27-2196347.

BECOME A MEMBER OF THE TEAM. JOIN AT:

TeamRWB.org/get-involved/join-the-team

FIND A CHAPTER NEAR YOU AND COME TO YOUR 
FIRST EVENT – IT COULD CHANGE YOUR LIFE!

TeamRWB.org/chapter-locations

Team Red, White & 
Blue’s mission is to 
enrich the lives of 
America’s veterans 
by connecting them 
to their community 
through physical and 
social activity. 

WELCOME TO 
TEAM RED, 
WHITE & BLUE
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Merchandise/Apparel

Note that there is an Official Team RWB shirt, that 

features the Eagle in red, white and blue, but on 

a red background. This instance is an officially 

sanctioned usage of the logo and can only be 

used and replicated through Team RWB National. 

For all other apparel, please adhere to the usage 

rules outlined here. 

Please note that any use of the Team RWB logo 

to produce apparel in a quantity larger than 

one item needs to be approved by Team RWB.

When using the logo on apparel, select color 

clothing that best matches the brand colors 

whenever possible. Reference the color background 

guide for logos on page 29 for choosing the correct 

logo. When placing the logo on different color items 

outside of the brand, Use either the all black or 

reversed out logos depending on which one creates 

enough contrast to be fully legible. It is important 

to keep any brand elements and messaging legible 

and integrity-intact whenever using them on 

various merchandise. Apparel is also available 

for purchase via GORUCK and Nike.

SAMPLE T-SHIRTS

OFFICIAL T-SHIRT SAMPLE HOODIE

B R AND  I N AC TI ON
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Social Media

The Team RWB logo should be used as the social 

avatar on a white background. This should be 

consistent across all social media. Covers and 

sharing images may feature different photos and 

messaging. The photos can either be full-color or 

treated with a gradient overlay using two colors 

from the brand color palette highlighted 

in "Colors" section of the brand book. 

SAMPLE SOCIAL MEDIA POSTS

SAMPLE SOCIAL MEDIA AVATAR/COVER IMAGE

B R AND  I N AC TI ON
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B R AND  I N AC TI ON

In the Field

We love the passion and pride our members have when sporting the Team 

RWB brand. It's important, though, that its visual integrity is held so that 

a consistent visual language and story is told. This applies to creating local 

flyers, signage, creating custom art, even tattoos.

TE A M R W B B R A N D B O O K // V1 82



SUB-MARKS 
& BRANDING 
CAMPAIGNS
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Branded 
Program Logos

In order to continue building strong culture within 

Team RWB, it is imperative to continue building 

up its members. Our chapters host regular fitness 

activities, social gatherings and community 

service events, and facilitate building strong local 

connections with members and organizations 

within the community. With these resources, such 

as the Leadership Developments Program and 

Eagle Research Center, come sub-branded logos. 

These logos should be used in conjunction with 

the main Team RWB logo. If a sub-branded logo 

is used on a piece of design collateral, the main 

logo should be present somewhere. There is also 

a general logo lockup that can be implemented. Be 

sure to account for visual hierarchy and clear space 

guidelines. Visual principles for clear space and 

legibility should be applied when using the 

national event logos as well.

Only the logos provided by the national office 

are to be used.

EAGLE LEADER LOGO

MAIN LOGO LOCKUP EXAMPLE

SUB - MAR KS & B R AND I NG C AMPAI G NS
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National Events

There are several flagship events throughout 

the course of the year that warrant their own 

logos. These logos are built using a similar style 

and aesthetic established by the overall brand. 

They are built using the primary brand colors of 

PANTONE 282 and PANTONE 193. They exude 

a sense of energy and patriotism that work 

well with the main Team RWB logo. When using 

these logos on promotional materials for their 

respective events, it is important to make sure 

that the correct, up-to-date logo is being using. 

Because many of these events are annual, it calls 

for these logos to be updated. Additionally, the 

event logos should never be altered from the 

original file state. Visual principles for clear space 

and legibility should be applied when using the 

national event logos as well.

Only the logos provided by the national office 

are to be used.

VARIOUS EVENT LOGOS

SUB - MAR KS & B R AND I NG C AMPAI G NS
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TEMPLATES
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Promotional Pieces

Individual chapters take great pride and 

responsibility in creating their own promotional 

assets for local and national events/activities. 

There are several creative templates available 

for use, located on the Digital Asset Manager, 

that ease the burden of fully fleshing out new 

promotional materials. These templates should 

be used whenever possible to ensure consistency 

with logo, brand elements, and typography. 

These templates are great starts to creating 

communications for that will be instantly 

recognizable in the community as part of 

the Team RWB brand.

GET ENGAGED POSTER NATIONAL EVENT POSTER

TEMP L ATES

More than 1,800 veterans surveyed in 2014 and 2,500 surveyed in 2015 self-reported 
increases in creating authentic relationships with others, increasing their sense of purpose, 
and improving their health, by participating in Team RWB.

Become a member of the team. 

Join at: TeamRWB.org/get-involved/join-the-team 

GET 
ENGAGED

TEAM RWB’S MISSION IS TO ENRICH THE  
LIVES OF AMERICA’S VETERANS BY  
CONNECTING THEM TO THEIR COMMUNITY  
THROUGH PHYSICAL & SOCIAL ACTIVITY.

PASSION PEOPLE POSITIVITY COMMITMENT CAMARADERIE COMMUNITY

Lorem ipsum dolor sit amet, consectetur adipiscing 
elit. Aliquam blandit dictum elit. Quisque in odio 
posuere, rhoncus felis sit amet, vulputate augue. 
Suspendisse sit amet nisi eget enim interdum 
rutrum id sed purus. Aenean euismod nisl ipsum, 
sed posuere urna lacinia at. Nam sit amet finibus 
ligula. Orci varius natoque penatibus et magnis dis 
parturient montes, nascetur ridiculus mus. Nulla et 
urna ac ex auctor dapibus. Vestibulum lobortis orci 
at commodo placerat.

LOREM IPSUM DOLOR SIT AMET, 
CONSECTETUR ADIPISCING ELIT. 
ALIQUAM BLANDIT DICTUM ELIT. 
QUISQUE IN ODIO POSUERE.

MONTH 00, 2017

0:00PM – 0:00PM

EVENT LOCATION

MORE INFORMATION
Contact Person’s Name 
000.000.0000 
name@teamrwb.org

www.sampleurl.com
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