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 UNITED STATES VETERANS INITIATIVE 

STYLE GUIDE 

 

 

INTRODUCTION 

As U.S.VETS increases our brand visibility, we increase our capacity to better serve veterans. It is 

extremely important that we demonstrate to the public, and especially our stakeholders and potential 

donors, that we are a well-organized and united organization with a singular goal – helping veterans 

adjust to civilian life. 

This style guide is designed to help ensure professionalism and consistency across all written and/or 

printed materials used for development, marketing and public relations purposes, including: 

• Letters, emails and other correspondence 

• Website and social media content 

• Newsletters and appeals 

• Marketing brochures 

• Presentation materials 

• Promotional items and signage 
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1 – ORGANIZATION NAMES 

1.1 - How to Refer to the Organization 

The official name of the organization is United States Veterans Initiative. The organization name should 

not be preceded by the word “the”. The most commonly-used name is U.S.VETS (all capital letters, with 

no spaces). 

Because “U.S. vets” is a fairly ubiquitous phrase used to refer to the general veteran population, it is 

vital that the short-form version of the organization name be formatted correctly to strengthen and 

reinforce our brand. 

Do not use the following phrases or acronyms when referring to the organization: 

The U.S. Veterans Initiative 
U.S. Vets 
U.S. Vets Initiative 
USVI 

 
In certain documents it is necessary to use first the organization’s full name, followed by the short-form 

name in parentheses. Subsequent references should use the short-form name only. For example: 

“United States Veterans Initiative (U.S.VETS) provides services to thousands of veterans every 

day. With 12 sites across the country, U.S.VETS offers specialized care…” 

This format is most appropriate for grant proposals, appeals, and other documents, but it is not 

necessary for brochures, flyers, and invitations, when the short-form name will suffice. If you have any 

questions about which format to use, please contact the Public Relations Coordinator at the National 

office. 

1.2 - How to Refer to Specific Sites  

Use the term “site” or “sites” when referring to one of the 12 U.S.VETS locations across the country. 

Please note that the National office is not referred to as a site. 

Be sure to use “U.S.VETS” followed by a dash and then the specific site location name, with spaces 

before and after the dash. The correct formatting for each site name is as follows:  

U.S.VETS – Phoenix 

U.S.VETS – Inglewood  

U.S.VETS – Long Beach 

U.S.VETS – Waianae 

U.S.VETS – Las Vegas 

U.S.VETS – Washington D.C. 

U.S.VETS – Patriotic Hall 

U.S.VETS – Prescott 

U.S.VETS – Inland Empire 

U.S.VETS – Barber’s Point 

U.S.VETS – St. Louis 

U.S.VETS – Houston 

[U.S.VETS – National Office]  
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While several U.S.VETS sites have multiple offices, buildings or service centers with unique names, the 

name of the parent site should still be used by default. A satellite location name is not interchangeable 

with the site name. 

For example, permanent housing at U.S.VETS – Phoenix is available at Grand Veterans Village. While 

“Grand Veterans Village” may be used to clarify specific events or activities at that address, it should not 

be used as a substitution for the organization name. It would be incorrect to say: 

Grand Veterans Village offers veterans affordable housing with supportive services… 

Instead, it should say: 

U.S.VETS – Phoenix offers veterans affordable housing at Grand Veterans Village, with 

supportive services… 

 

Generally, it is permissible for a site to refer to themselves as simply U.S.VETS in their specific 

community. When it is not necessary to differentiate between the organization at large and local 

operations, or between multiple sites, the simplified name is acceptable. 

For example, invitations to an open house at U.S.VETS – Houston could read “U.S.VETS invites you to an 

open house”, as their local community is unlikely to confuse them with another U.S.VETS site. This 

simplification is completely optional and at the discretion of the Executive Director and Development 

and Activities Coordinator.
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2 - OFFICIAL LOGO 

2.1 – Guidelines for Use 

 

The U.S.VETS logo should appear on a white background, generally. However, a version of the logo with 

a transparent background may be placed over a lightly-colored background when necessary. For bright 

or dark-colored backgrounds, a monochromatic version of the logo should be used (see below). 

2.2 - Logo Colors 

Print vendors occasionally require exact PMS or Pantone color codes to ensure accuracy.  The official 

colors for the U.S.VETS logo are as follows: 

 

 

 

 

  

 

2.3 - Simplified Logo 

In certain instances, dependent on the required size and materials used, it may be more appropriate to 

use a version of the logo with the bottom line of text removed, as shown here: 
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For example, if the logo were being embroidered onto shirts for employees, and the bottom line of text 

would be illegible or appear sloppy, it may be appropriate to use the simplified logo. This version of the 

logo may also be considered for very small printed items, such as pens or other promotional materials. 

Any substitution of the standard logo on any printed or promotional materials must be approved by the 

National office. 

 

2.4 - Monochromatic Logo 

A monochromatic (black or white) logo can be used when color printing is unavailable or impractical. 
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3 - TERMINOLOGY AND LANGUAGE 

U.S.VETS uses specific terms and carefully-crafted statements to accurately and succinctly describe the 

organization and the work we do. For consistency across the entire organization, these statements 

should be used as a guideline for presentations, letters, press releases, and other documents that 

provide an overview of U.S.VETS. 

 

3.1 – Mission Statement 

Our mission is: 
The successful transition of military veterans and their families through the provision of housing, 

counseling, career development and comprehensive support. 

 

3.2 – Key Statements 

• U.S.VETS is the nation’s largest nonprofit provider of comprehensive services to homeless and 
at-risk veterans. 

• With 21 residential sites and 9 service centers in 14 cities across 6 states, the District of 
Columbia and the territory of Guam, U.S.VETS serves more than 3,000 veterans each day. In a 
year, U.S.VETS will help 3,000 veterans find homes and over 1,000 veterans obtain full-time 
employment. Since 1993, U.S.VETS has engaged over 135,000 veterans, helped more than 
50,000 veterans have a place to call home and placed 13,000 veterans into employment. 

• A nationally-recognized leader in program development and innovative service delivery, 
U.S.VETS provides transitional/bridge housing, permanent supportive housing, counseling, 
employment assistance and job placement to enable homeless and at-risk veterans to achieve 
self-sufficiency. 

• Our job is not done until every veteran is served. 

• U.S.VETS is committed to serving those who served. 
 

3.3 – Core Values 

Every Veteran Should Have a Home 

• Veteran Success – The success of our agency is based on the success of the veterans and their 
families whom we serve. 

• Excellence – We are committed to increasing our expertise to better serve veterans and their 
families. 

• Loyalty – We are loyal to our veterans and to our mission. 

• Dignity – We treat every veteran with dignity. 

• Hope – We instill hope in the veterans we serve and guide them to self-sufficiency. 

• Community Inclusion – We are committed to increasing our ability to serve veterans by 
developing quality external partnerships. 

• Service – Our job is not done until every veteran is served. 
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3.4 – Common Terms 

Do… 
 
Refer to U.S.VETS as a nonprofit organization 
 
 
 
 
Refer to veterans and their family members 
who receive our services as clients 
 
Use the terms veterans and vets 
 
 
 
Use the term sobriety support 
 
 
 
Use the term transitional/bridge housing 
 
 

Don’t… 
 
Refer to U.S.VETS as a: 

• not-for-profit 

• charity 

• shelter 
 
Refer to them as patients 
 
 

Capitalize “veteran(s)” unless referring to the 
name of a specific organization or group, i.e. 
Department of Veteran Affairs. 
 
Use the term “substance abuse treatment” 
(Unless the site specifically has a substance 
abuse treatment license) 
 
Use the term “temporary housing”

3.5 – U.S.VETS Programs 

Several U.S.VETS programs are commonly referred to by their acronyms. When writing about these 

programs, use the full name followed by the acronym in parentheses for the first use, and the acronym 

only for subsequent uses. 

Other programs with acronyms include: 

Veterans In Progress (VIP) 
Veterans Re-entry Project (VRP) 
Outside the Wire (OTW) 
Career Development Initiative (CDI) 
Transition in Place (TIP) 
Supportive Services for Veteran Families (SSVF) 
Chronically Homeless Aspiring for Maintenance Program (CHAMPs) 
Social Independent Living Skills (SILS) 
ADVANCE or ADVANCE Women’s Program - please note, while this is an acronym (Advancement, 
Direct job referrals, Vocational assistance, Needs assessment, Competence, Empowerment), any 
reference to this program should simply include the name in all caps. 
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4 – VISUAL STYLES 

4.1 – Printed and Digital Materials 

U.S.VETS utilizes a variety of printed materials in development activities, including brochures, rack cards, 

event invitations, flyers, and presentation packets. We also use digital materials, such as email blasts, 

electronic invitations and newsletters. 

While some materials have established templates, such as rack cards, others are created from scratch 

for specific events or promotions and are therefore unique. The following guidelines should be observed 

when designing these materials: 

• Keep it clean. The “look” of U.S.VETS printed materials should be simple and uncluttered. Busy 

backgrounds should be avoided. Don’t use decorative or hard-to-read fonts. 

• Keep it professional. Avoid cartoonish, silly or controversial images. Always use correct 

grammar, punctuation and capitalization. 

• Keep it relevant. Language and images should be related to U.S.VETS, our mission or the event. 


