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Astronaut Scholarship 
Foundation Brand Standards  
 
The Astronaut Scholarship Foundation 
(ASF) brand is a strategic asset that builds 
recognition in the marketplace. Consistent use 
of the logo will strengthen our brand identity, 
thus it is critical that we use it correctly in  
all situations. 

Use this handbook as a reference whenever 
you produce a piece of communications for 
any company material, for both internal and 
external purposes. 

All ASF staff should have a strong 
understanding of the main principles  
described in each section.
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LOGO OVERVIEW

The Astronaut Scholarship Foundation (ASF) brand is the visual representation 
of the organization. The ASF brand has been given 2 primary logos which are 
interchangable based on best size and usage by application. 

 The Astronaut Scholarship Foundation logo consists of these core elements:  

•	 Collegiate emblem showcasing a collegiate feel
•	 Upward shooting star which symbolizes the upward movement of our 

programs and Astronaut Scholars. This symbol also ties to the look of the 
original space shuttle pin.

•	 The seven stars showcase the Mercury 7 Astronauts 
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SIZE RESTRICTIONS / SURROUNDING SPACING

It is important to keep a clear area 
around the Astronaut Scholarship 
Foundation logo to ensure it can be 
clearly seen. The logo must be clearly 
separated from all other text, graphics 
or design elements. 

Magenta indicates type and element 
alignment and boundaries. 

Grey indicates clear space. No other 
design elements should be present in 
this area. The minimum required clear 
space on all sides is defined by the 
measurement “X” which represents 1/2 
the diameter of the icon. 

It is advisable to leave more room 
around the logo if space permits. Clarity 
enhances the crisp presentation of 

communications. Open space imparts 
a clean, inviting and contemporary 
visual quality to our print and digital 
applications.
 
Logos may be resized proportionately, 
but must never be stretched, condensed 
or otherwise distorted. Use good 
taste as to size and placement. Don’t 
overwhelm the page or make the logo 
so small that it is lost and out of scale 
with the balance of the page. 

Generally, 3 inches in width is the 
minimum size required for use of the 
full emblem of the logo. Applications 
in which width are less than 3 inches 
should always utilize the logo with 
the full wordmark to ensure name 
readability.

THE LOGO SHOULD NEVER BE ALTERED OR RE-CREATED. USE ONLY THE OFFICIAL FILES PROVIDED TO YOU. 

X
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COLOR VARIATIONS

OTHER COLOR VARIATIONS

Use On Light / White Backgrounds
The full color version will be used on all light 
and white backgrounds. This logo version is to 
be used on all external printed collateral and 
digital material.  
 
Use On Dark Backgrounds
The full color version should be used with 
limitation on all dark color backgrounds. 
The white versions may be used on dark 
background colors. 

Other Applications
The white and black logo versions are 
recommended to be used in extenuating 
circumstances in which color variations are 
not applicable. For example, sponsorship and 
promotional items where only one or  
two-color formats are available.

CMYK or 4-colored process is used on any  
in-house or digital printing application. 

RGB color combinations can be inserted into 
Microsoft programs (Word-PowerPoint-Outlook-
Publisher) to ensure correct color consistency. 
 
Pantone colors can be used as needed based on 
coated (C) or uncoated (U) paper. Spot colors can 
be used on offset printed items to ensure correct 
color consistency as warranted on larger printed 
products.
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ICON GRAPHIC USAGE

The icon element from within the logo can be used in multiple facets as an 
additional design element. Use of the icon should be intentional and not distract 
or hinder other imagery or messaging of material. 

The entire icon must remain intact as one unit; breaking apart or using only one 
or more parts of this icon is restricted. The icon may remain in full color process 
or be used as a screened watermark in white. When using only the icon, the full 
logo must remain in close proximity to the icon at all times. 

Examples of the use of icon elements:

Social Profile Images: 
LinkedIn, X, Facebook, Flickr, etc.

Icon Used As Background Element:
A transparent watermark version of the icon can be used as an additional 
graphic element in limited use cases. 
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•	 Do not use both logo variations together in 
close proximity nor combine logo variation. 
 

•	 Do not distort the logo by stretching, scaling 
unproportionally, altering, tilting or rotating. 

•	 Do not place a frame of lines or other 
framing effects around the logo or add  
any stylized filters such as drop shadows  
to the logo.  

•	 Do not use unauthorized colors, tints  
or transparencies on the logo. 

•	 Do not place text or visual elements in  
clear space of the logo.   

•	 Do not place the logo in illegible areas  
(e.g., layered over images).  

•	 Do not use a white logo on a light 
background or a black logo on a dark 
background.

UNACCEPTABLE LOGO USAGE
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WHICH LOGO FILE SHOULD I USE?

Signage or Promotional Items
Use a vector logo (made of lines, not dots) which can be scaled up to any size. These logo files 
end with .ai or .eps. In limited cases spot color logo may apply (solid color inks, sometimes called 
Pantone or PMS colors) or process logo (a mix of cyan, magenta, yellow and black inks, often 
abbreviated as CMYK). All white or black may be applicable versions used for production methods 
and costs.

Printed Collateral
Either a vector logo (.ai or .eps) or a 300 dpi (dots per inch) pixelated logo may be used as long as 
the pixelated logo does not need to be enlarged from its original size. A CMYK logo  
is needed for printed pieces.

Digital Usage
Ask your Web programmer if a vector logo is needed. A 72 dpi logo (usually ending with .png) 
works for the Web. Since screen logos are made of light, not ink, they are set up in RGB (red, green 
and blue). Do not use a Web logo (RGB 72 dpi) for print.

Microsoft Programs
For Microsoft programs such as PowerPoint, Word and Outlook the use of a RGB .png is preferred. 
Using a .png file will ensure your logo will have no background.
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COLOR STANDARDS

Be sure to use the logo color formulas throughout this document for color 
consistency. Color consistency is a key component to strengthening the  
ASF visual appearance.
 

Do not use accent colors that clash with the logo’s standard colors. Choose 
colors that coordinate well with the sophistication of the logo. Some examples of 
acceptable colors are shown below.

Keep use of accent colors to a minimum to ensure the primary ASF blue and gold 
are always the main color focus. Use neutrals for large areas, side-bars or similar 
applications where a color break is needed on the page.

PMS 287 CP
C100 / M81 / Y0 / K23
R32 / G66 / B133
#204285

PMS 282 CP
C100 / M72 / Y0 / K73
R22 / G39 / B74
#16274A

PMS 137 CP
C0 / M36 / Y100 / K0
R234 / G154 / B0
#EA9A00

PMS 3547 CP
C0 / M34 / Y100 / K18
R196 / G139 / B43
#C48B2B

PMS 4002 CP
C9 / M14 / Y51 / K1
R220 / G196 / B131
#DCC483
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The font family should follow corporate standards on all materials. All 
associated fonts within the Roboto family, which will include Roboto Slab and 
Roboto Mono. These should be used throughout the majority of all collateral 
materials/documents.

Bolder Roboto fonts (e.g., Bold or Heavy) are good to use for headlines and 
subheadings. In addition to the limited allowance of Bebas Neue in digital 
applications. 

Roboto Regular or Light is used for body copy. Do not use a point size smaller 
than 10 pt. for body copy in brochures or ads. Use a consistent point size for 
body copy throughout the brochure or ad, except for accent copy, which may be 
larger, or disclaimer copy, which may be 8 pt. 

Additionally, Caslon or similar can be supplemented in special cases when 
cursive typography is warranted (e.g., holiday cards, testimonial quotes).

Keep in mind that communication is your priority; make sure your audience can 
see the copy to read it. For this reason, do not use small copy or very fine fonts 
over photographs. Keep all line leading at a 3 point differential to the point size 
of the copy (10 pt font = 13 or greater leading).

Use the ASF blue for all headlines and important body copy. Limit use of white 
text on brightest or lightest gold tones to ensure readability. White text should 
only be utilized on dark background colors. 

TYPOGRAPHY STANDARDS
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ABCDE FGH I J K LMNOPQRSTUVWXYZ

1234567890 !@£$%^&* ( )

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghi jk lmnopqrstuvwxyz
1234567890!@£$%^&*()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghi jk lmnopqrstuvwxyz
1234567890!@£$%^&*()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefgh i jk lmnopqrstuvwxyz
1234567890!@£$%^&*( )

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@£$%^&*()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghi jklmnopqrstuvwxyz
1234567890!@£$%^&*()

Roboto 
This font is used in  
all weights and extends  
through the expanded  
font family. 

Roboto Mono 
 

Note: Not every option in these font families is showcased here.

Roboto Slab 
 

Bebas Neue
This font in heavy or 
bold should be used for 
headlines and items of 
specific attention.

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghi jk lmnopqrstuvwxyz

1234567890!@£$%^&*()

Caslon Pro 
This font should be used 
sparingly to increase 
design elements like 
quotes. 
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PHOTOGRAPHY OVERVIEW

People & Legacy. Captured Moments vs. Contrived Poses. Real moments evoke real 
emotions. Within marketing materials the use of showcased historical imagery is 
recommended to highlight the ASF legacy. It is recommended to ensure a balance of 
visual imagery to represent Astronaut Scholars, current programming and events. 

Shooting Angles & Orientation. The photographer should use a variety of shooting 
orientations both horizontal and vertical in each selected scene or pose. This 
includes a mix of both standard straight-on camera positions, as well as sharp 
dynamic angles and/or tightly cropped viewpoints.  

Colors & Tones. Photos that enhance the ASF brand should be captured through 
employees’ apparel, location signage and backgrounds. 

Uniqueness. ASF is a strong brand with a unique bold look. This look needs to carry 
through all photography. Key words to focus on: bold, unique, and dynamic.  

Background. Shots should have emphasis on people and experiences. The use of 
out of focus backgrounds should be utilized if the elements in background distract 
from the main subject focus of the image. It is recommended at large events such as 
Innovators Symposium and Gala, full Astronaut Scholar classes are shot with both 
event background and on a green screen. 



LOGO OVERVIEW
12

Astronaut Scholarship Foundation uses images for all forms of communication (advertisements, 
brochures, data sheets, trade show graphics, the Web and other marketing collateral), which must 
be fully cleared for use. 

It is recommended that image release forms should be included with event registrations. Images 
featuring minors, including virtual event screen captures, should be used cautiously and only with 
confirmed consent via image release forms signed by legal guardians. 

All images used for production purposes must be high-resolution (300 dpi) at full size. When 
purchasing stock photography always purchase the largest size available if it is within the budget.

All photography for marketing materials should be bold, dramatic and dynamic. This is 
accomplished through close-ups and unique angles, the use of human elements and bold colors 
that complement the color palette. Images should also reflect the forward thinking, powerful 
and impactful identity of the mission of the brand. This is achieved through the use of high-tech 
imagery that evokes an emotional reaction. All photography and graphic elements should align 
with the language and tone used within the marketing piece, adhering to established messaging. 



THANK YOU FOR  
YOUR ASSISTANCE  
IN CREATING ONE  
ASF BRAND.
 

All needs and questions regarding the 
Astronaut Scholarship Foundation brand 
standards, logo usage and graphic file 
assistance should be directed to:

Courtney Cannon -  
ccannon@astronautscholarship.org


