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Fencing is tradition, style, technique, athleticism and ambition. 
From the first touch to the fifteenth, from neighborhood clubs to 
international tournaments, USA Fencing celebrates and empowers 
the sport that inspires passion, brings people together and rewards 
true effort.

As a dynamic, broad-reaching brand, USA Fencing helps connect 
us all to the sport we love. This manual helps guide how we 
communicate and reach people, ensuring that every expression 
of our organization is consistent with the brand, safeguarding its 
integrity and strengthening its impact.

If you have any questions regarding these guidelines, please see 
the contact page at the end of this book. 

 

INTRODUCTION
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We love this sport. We’re all in.  
And everyone is welcome.

When we communicate with our diverse audience,  
we keep things conversational, real and consistent.

Passionate, yet thoughtful.

Authentic, yet refined.

Confident, yet modest.

Proud, yet inviting.

Forward-looking, yet rooted.

WE ARE:

 

BRAND VOICE AND TONE
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Engage is a multidimensional tagline that evokes the energy, 

determination and humanity of fencing, the spirit it moves within 

us, and our shared commitment to broaden the sport’s impact.

This tagline should be used whenever possible in USA Fencing 

communications, including advertising, promotional merchandise, 

event signage and materials, websites, posters, video slates, and 

all other instances in which it can help us make true connections 

with people and propel the brand.
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ENGAGE
We love this sport.  

We’re all in.  

And everyone is welcome.

Engage.

If used with initial caps or in body copy context, 
use a period at the end of the word Engage.

If used as a design element  in all caps, no period:
ENGAGE

TAGLINE TREATMENT
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Logos, Colors, Typography and Photography

 

BRAND IDENTITY
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LOGO CONFIGURATION

Clear Space 

The area surrounding  

the signature is called 

clear space. It must be 

free of logos, text and 

other graphic elements. 

The minimum required 

clear space for the vertical 

logo is defined by the 

measurement “1/3X” (as 

shown). This measurement 

is equal to one-third  

the height of the USA 

Fencing shield. 

For the horizontal version 

of the logo, the clear space 

measurement is reduced 

to “1/4X” to allow for 

compact design.

1/3 x

1/3 x

1/4 x

1/4 x 1/4 x

1/4 x

1/3 x

Y
x

X

*Both horizontal and vertical iterations of the logo are available for use.
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Two-Color (preferred) Two-Color ReversedFour-Color

MetallicSingle Color Blue / White / RedBlack and White

LOGO TREATMENT
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Full-color logo should not be on a color 
background other than white, if there is 

a need for a color background use  
one-color version of logo.

Logotype should not be black if  
using colored version of logo.

Banners and logotype should not  
be rearranged.

Logo should not be placed on 
top of another shape in  
graphic design layouts.

Logo should not be stretched or
elongated in any direction.

Elements should never  
be flipped.

Colors in logo should not  
be switched.

Logo should not be rotated.

Alternative typefaces should 
never be used in place of  

the logotype.

LOGO DON’TS
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Do not place logo on busy patterns. Do not place logo on merchandise 
with clashing colors.

Do not change the proportions of
the wordmark.

Do not place full-color logo on  
merchandise with similar colors.

Do not use black and white logo
on merchandise.

MERCHANDISE DON’TS
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CMYK 100/91/38/45
RGB 19/32/72
#121f47
PMS 2768 C

Dark Silver 14/0/0/76
Dark Silver 9/0/0/44
White 0/0/0/0

CMYK 16/100/87/6
RGB 195/32/50
#c32032
PMS 200 C

CMYK 99/80/28/13
RGB 25/69/118
#174475

CMYK 36/28/27/0
RGB 168/170/173
#a7a9ac

CMYK 52/6/0/25
RGB 84/155/189
#569abd

USA BLUE USA RED MEDIUM BLUE LIGHT GREY BLUE GRADATIONSILVER GRADATION

 

BRAND COLORS
Our brand colors are patriotic. They reflect the heritage of the sport and the 
pride of our country. The red is to be used as an accent for emphasis.  
The gradations offer beautiful background elements.
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Silver Gradation

Blue Gradation

Blue Gradation

*When gradients are used 
on printed materials, work 
with printers to ensure 
gradient palcement for 
optimum legibility of text.

Light Grey DIN Full legible logo in  
combination with interesting crop

Red Accent ENGAGE tagline
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ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
0123456789*$!@# 

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
0123456789*$!@# 

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
0123456789*$!@# 

DIN LIGHT
DIN REGULAR

DIN BOLD

TYPOGRAPHY

DIN Family 

The DIN font is a clean, 

legible font that visually 

supports our values 

of being authentic, yet 

refined. It elevates our 

brand communications by 

creating a stylized visual 

elegance that is both proud 

and inviting.
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REINTRODUCING  
USA FENCING 

Our new logo, tagline and branding approach 
celebrate the excitement, optimism and 
inclusiveness of the sport.

Engage.

Headline
DIN Light

Body
DIN Regular

Tagline
DIN Regular

TYPOGRAPHY USAGE
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PHOTOGRAPHIC STYLE
Fencers are real people, from all walks of life. We use documentary-style 
photography to celebrate the person behind the mask, emphasizing the 
authentic experiences of our athletes. Pictures that capture the spirit and 
athleticism of our sport help bring energy to our creative work, and make  
our audience want to engage.
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Kris Ekeren  
Executive Director   

Direct: 719.866.3604  |  Fax: 719.325.8998 

k.ekeren@usafencing.org  

Nicole Jomantas  
Director of Communications 

Direct: 719.866.4548  |  Fax: 719.325.8998 

 n.jomantas@usafencing.org  

USA Fencing | 4065 Sinton Road, Suite 140 | Colorado Springs, CO 80907   

www.usafencing.org


