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The Logo 

The NRO rogo is the key visual element of tbe NRO 

Brand. Certain standards should be considered whel" 

using the logo and are outlined In this sw1e guide 

Misuse of the NRO Logo will reduce Its e:ffectlveness 

as the NRO's Identity in the Intelligence Cornmunity 

and the public at large 

The NRO Logo consists of se\ierall/lsual ~Iements 
that reflect the work of the National Reconnaissance 

Office. To provide visual consistency. the elements of 

the logo must always appear in a f;xed relationship to 

each other 

The NRO Logo IS constructed as a seal. With the 

strong outer ring of contrastmg blue and gold colors 

the NRO Logo IS clearly Visible on almost aflright or 

dark backgrounds In addition. the logo works well with 

color gradients, photo-realistic imagery. and digital 

artwork, The full color logo can be used on almost all 
media applications, therefore a reverse style logo in 

not needed, 

1.0 The NRO Logo 
NatIonal Pecor iab·~ rc~ 'thee Ira j Style Gu idr 

Full Color 

r pll InJt'lr;<'I1 '':' 3(l '!naN-
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Full Color Use on Multiple Backgrounds 

The Fu!l Color logo win pr e ~=",nt ~Iearl'i on [liinosl :mv bi'J( : K~ro(Jl\d 
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Clear Space 

To ensure visibility, the NRO Logo Sl10uld always be 

placed within a zone of clear space that is equal to 

or greater than X. where X is one quarter the height 

of the logo. No other text or graphic elements st'lould 

appear within this space unless otherwise specified in 

t hiS gUid e 

The Curve (See 2.3 Graphic Elements) will be paired 

with the logo In some Instanoes, and is therefore an 
exception to the clear space requirement. 

In addition, t he clear space requirement applies to 

the distance from the edge of a page. web browser 

wmdow, or screen. Edge spacing should be equal to or 

greater than D, where 0 is one half the height of the 

logo. For video. always keep the NRO Logo Within the 

title safe area 

Minimum Size 

To ensure legibility, the NRO Logo should never be 

reproduced at a size smaller than 0.5 Inches (for 

hi~res print ), 95 pixels (for web), and 115 pixels (for 

video) 

1.1 Clear Space & Minimum Size 
National Re~onnals!:>Jn(" Offil;t;. E 'all S1 j Ie ,Ulde 

Logo Clear Space 

x = 'i~ logo Height 

@ 

Minimum Print Size 

'1_ '5 I IlL 

L-NC AS:: IFH :::" 

x 

> 

Full HeIght 
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What to Avoid 

Consistent presentatlcn of the NRO Logo ,$ essentIal 

for recognition and brand integrIty Therefore, it 

IS very IInportant that the official NRO Logo IS not 

altered or misused Never attempt to use the NRC 

Logo in a way that makes It seem insignificant 

or diminishes lts impact The examples here 

demonstrate uses of ti1e logo that should always be 

avoided 

White Space 

The "white space ~ within the NRO Logo Is an 

essential part of the fogo's appearance. The white 

space should never be treated as a transparent 

background that ta kes on the cofor or imagery 

behind the logo. Nor should the white spaGe be 

substituted for black or another cofor for any reason . 

Glows & Shadows 

It is acceptable to apply glows and shadows to the 

NRO Logo as long as they are applied only to the logo 

as a whole (the glow/shadow only appears outs ide 

the outermost gold edge of the logo) Glows and 

shadows should never appear inside the logo See 

the examples to the right for how not to apply glows/ 

shadows 

1.2 Logo Misuse 
"4atlonal Recorma,ssance Offl"e Brand Style GUide 

DO NOT 

'I: ~f 

·:!U~~:·· , ' 
! ' \ ~ 

~. 'J 
. "~ 

DO NOT 

t,l€'\.'el or emboss ttle logo 
or apply g!OWS,'Silaaows to 
a'omen!s within of tile logo 

.... NCLASSIj:"IE I 

DO NOT 

)tatl. the ,go 

00 NOT 

alter ttlP. ~Wliitl 

Sl..o~e· :.Itn :n 
the loge 
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The NRO Na me 

To alleviate Issues on small or thin applications, where 

the legibility of the NRO Logo rnay be compromised 

lhe NRO Name slyle has been crealed. The NRO Name 

can be used on signage, covers, video lower thirds 

web banners etc 

The NRO Name consis ts of t he written vlords. 

"National Reconnaissance Office" in the core typeface 

IAvanle Garde. 2.2 Typography) patred with the Beam 

element (2.4 Graphic Elements). This allows the Brand 

style to be conveyed even in a small, thin space The 

NRO logo should be present with the NRO Name 

whenever possible (30 External Style) 

Do not recreate the NRO Name type treatmen t. The 
text has been specifically styled (tracking/kerning) for 
impact and recognizability. 

Name Spacing 

The NRO Name's two elements, the type and the 

Beam. are spaced in a particular relationship, The 

height of the type is the distance between the baseline 
of the type and the Beam. This spacial re lationsh ip 

may be changed where necessary on environmental 

graphics or very small applications. 

C lear Spa c e 

To ensure ViSIbility, the NRO Name should always be 

placed within a lone of clear space that is equal to or 

greater than X, where X IS the height of the type and 

the 8eam at proper spacing No other text or graphic 

elements should appear wIthin th iS space unless 

otherv,nse specified In thiS gUide 

1.3 The NRO Nome 
~Iatlonal PeGOnnalSsanci Office Bran fie ,u lde 
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NATIONAL RECONNA ISSANCE OFF I CE 

Full Color 

Type ;"I NRO Blue and the BC<1'11 Element 10 Or!)lt GOld 
tF.:·r 'J'lfIt :natcrta l web anirnatlon ,:'!nd video prvJuction.l 

". ,A : l~; 'J i· L i.·' .! : I 

NATIONAL QECONNAISSANCE OFFICF 

White Type 

Alternale Slyl for dar~: bac~.groundS 
withlll ttl~ 6'~"" Color Systi?n 

Black and White 

Ited usc f,}1 enx'::hlng~ e:nb\ ... s~ ~g a"d 
small scale apvl . ..:ati .... '.s 

NAT IONAL RECONNAISSANCE OFFlCEI x 

2X X 'rleight of Type and Beam 2X 
Soace t.!lween Type and Beam· Height of Type 

NA TI O N A L REC ONNAIS SA NC E O FFICE 

, 

x 
X Hr-ight I}I T\.t)1 

Il~ Seam 
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Brand Colors 

The Brand Color Sy'stefllls used to create CrJlor 

consistency and reflect the m1ssion of the NRO Many 

of the colors can be seen In the !\IRQ Logo . . t'te Brand 

Colors are broken mto three categOries primary. 

secondary. and tertiary Each of these categories 

demonstrate how often the colors should be used. 

Primary Colors 

The Primary Colors NRO Blue, Orbit GOld. and Pure 

WhIte, are the strongest colors and the most clear 

expression of the Brand Primary Brand Colors are 

to be used on all branded communication products. 

These colors arc bold and work ",,'ell for large areas of 

color titles, and graphic elements (22-25) 

Secondary Colors 

The Secondary Colors: Mendian. light Gold, and 

Steel Grey, are fo r use as subtle accents. tit les, and 

graphics on branded matenals. 

Tertiary Colors 

The TertlafY Colors: Vapor, Nimbus Green, and Red, 

are to be used spanngly for smaller accents and 

background graphics (Far example see the Vapor ' 

colored brackets In the diagrams to the right). 

See Color Combination (2.1J for how to use colors 

together. 

2.0 Color System 
r· 191 )nal -?el '"'I lal I~e ,"", .. 0 Blanr Style GUide 

"mary BfarH: 
:;Olors 

Se(:onclary Brand 

Colors 

Tertiary B.rand 

Colors 

NRO Blue 

, '~.n, l(,r '7'" 15 
RGB 0;61/113 

'-<0.003071 '>MS /)55 '-' 

Meridian 

CM't1' ?9/33/0/20 
RGb _9/ 19/173 

HEX 1377AD >lM$ 30E, l' 

Vapor 

CM"K 1 "J/ )/'} 
~ r,8 W5 '2:: 1. " 4~~ 

~!.A '~EGF3 

r'MS 28:'" 

• . -., ASSI JEJ 
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Orbit Gold 

:'" 
RGB .!31; 1"0'8/34 

~EX j8·.. FMS 124 C 

light Gold 

CMYK 5;5/20/0 
P.GB 24..,'233i 20i 

HEx' ;~:']CI PM" 1499 C 

Nimbus Green 

CM"K 3/ r:./:, I:"';:' C"" ~",(4 :: '':Jr"'. 
1GB 161/lM 19;0 Rr:B _4 ; ... .'0/ 9: 

t JEX &133BF H!-.: 31 A(l.5 £! 

PMS ,12<) 1 ~ M:" ~B4 

Pure White 

c:· i\ i) 

RCB 25:" .!55/h~ 
I ' EX FFFcFF 

Steel Grey 

";MYK.s6/14;5;47 
PSE. !.o18! 120/137 

H[~ f;27889 PMS 7545 C 

Red 

eM" ~ n lOU/!-~C; .20 

(;:,61:16 .. : ; ::.' 
1 : XCo! 1.]5 

PM·"" . , c 
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Brand Calor Combinations 

Shown here are example! strong and subtle color 

combmations lISlIlg the Bland Colors. 

For cover designs, posters, " Ideo graphi:s and other 

communications meant to be eye-catching, a strong 

color combination is preferred. These combinations 

suggest uSing the bold pnmary colors with some 

secondarY'!3.ccents. 

For letterhead web, layout. and other text-heavy 

or informatIve communications, a subtle color 

combmation is preferred. These combinatIOns 

use the Pure White y..ith an abundant use of the 

secondary colors and accents of pnmary and tertiary 

colors. 

What to Avoid 

Though most colors in the NRO Brand Color System 

work well together, there are some combinations that 

should be avoided because they do not embody the 

look of the Brand. 

Avoid using the secondary and tertiary colors In large 

areas of color. Avoid plaCing the lighter colors such 

as Ught Gold, Vapor, Nimbus and Orbit Gold on top 

of each other. AVOId using color combinations that 
incorporate only one of the pnmary colors. Secondary 

and tertIary colOf.s are not 'strong enou~h to con\:e~ 

the Brand look alone. 

Green and Red should only be used as small accents 

such as a text highlight Avoid usmg them for large 

areas of color. 

2.1 Color Combination 
Natlon,11 9con l laisS8t1i,;e "" D;al ,1 Style Guide 

S:rol1g ':;Oior 
:ornt!lllatioflS 

Subtle COlor 
ComOinatJon:i 

C(I nbmatlons 
to AvOid 

,"I. L 

u NC! A};; IFIF" 

Text Title Color 
o 

Text Title Color 
Tex t Sub Colot 
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Print Fonts 

Avante Garde is the pnmary typeface used for the 

National Reconnaissance Office Name and IS alSD the 

pflmar~ title typeface for NRO Brand Communications. 

This typeface is available on the NMIS system and 

Includes a variety of weights and styles including book 

medium, and ItaliC versions 

Franklin Gothic IS the primary sans serrf typeface 

intended for body copy and subtltlmg. This typeface IS 

available of the NM1S system and includes a wide variety 

of weight and styles Including: book, medium, bold, 

heavy, condensed, and italic versions 

Book Antlqua is a serif typeface Intended for bod.." copy. 

It js important to limit the use of Avante Garde when 

designing. Avante Garde is a strong. recogni7able 

typeface and should be used for short, impactfuf 

sections of text. such as titles and headlines. For copy 

use Franklin Gothic or Book Antiqua as an arternative. 

Web & Video Fonts 

The Brand fonts are Important to maintaining the visual 

integnty of the NRO Brand but they will not be universally 

available to the non-NMIS audience. When deSignIng for 

web. use a basic sans serif set beginning with Arial and 

Helvetica for body text 

For vid~o , aVOid usmg the ligi)ter versions of the 
typefaces as there could be issues Witt' text visibility due 

to scanntng. 

Both Ariaf and Helvetica are also acceptable choices 
when the Brand fonts are not available for usc. 

2.2 Typography 
Nationa Reean , Jalssa~ce '11 '" Brand Style Guide 

PnmiH~1 TiU~ & 
Subtitle Fonts 

PrlmafY Subtitle & 
B(1dy Copy Fonts 

A!terna\',ve Bndy 
0:':)1' Font 
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Avante Garde Book 
ABCDEFGHIJKlMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 &!? 

I\VGrl te Garr -:: /ro L gh' 
,:\D ..... l;f r ~r'l! :.(1 ,," 1" ']: . c..: ~T V'/" 

r:- or-,!, 'i ,klrr'tCf 1rt.!, ,'itV7 
2 'j~f~;·_ ~. n?'.i. ' L 

Franklin Gothic Book 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghljklmnopqrstuvwxyz 
1234567890 &'? 

Book Antiqua Regular 

AllCDEFGHlJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyx 
12:14567890 &'? 

Avonte Garde Medium 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 &!? 

Franklin Gothic Medium 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 &!? 
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The Curve 

The Curve IS the secondary brand element (after the 

NRO Logol The Curve represents several aspects of the 

miSSIon of the N RO (without being a literal depiction) 

including satell ite orbits and the curvature of the earth 

Curve Use 

The Curve shape should not be distorted or alter~d 

Only use the specified colors for the Curve element In a 

design Orbit Gold, NRO Blue Pure White, and light Gold 

This will ensure recognizability and Visual H':tegnty 

Gradients can be used with the Curve Element Be 

careful when using a gradient that Includes transparency 

as background co lors will show through and change 

the Curve's appearance Only two colors (typically an 

approved color and pure white or a transparency) should 
be used when applying a gradient 

It Is important to limit the use of the Curve Element to 

only one use per page, webpage, or video desIgn. The 

Curve should never have text or other graphIcs placed 

over top with the exception of the NRO Logo. See below, 

Logo Inte raction 

If the Curve falis within the NRO Logo's clear space there 

. is a certain relationship that must be used The NRO Logo 

should never be obstructed by the Curve The NRO-Iogo 

can be placed to the left. center. or right of the Curve 

No other logos other than the offlola I NRO Logo should be 

placed on the Curve. 

2.3 Graphic Elements - Curve 
Na'iona' Rec ,nal5sanl " Off ce Brand St, Ie GUide 
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The Curve 

Acceptable Colors 

OJ 'It .j·jRO ~ , t- ure ,;'l lte. 'In,i . I~I '.~C'i l ;j 
(Orbit Guld should he ,Jsed whenever poSSible) 

Gradients 

GrarJlE'flts should not Il1corporate morBhan ty,O COlors 

-- : ~...=-j\ . -@. . : -' -
...... ~ -' .,' 

.-- '-"' ... 

: 

' .. _. 

Acceptable logo locations on the Curve 

I")~ lione '60 ;;hi,)uld D,;; U$d ':n the Cur.'a le~t erW~r , gt~ 
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The Beam 

The B~am I:.k·ment IS a simple element to pair with 

text as a hOrizontal diVider It is used In the NRO 
Name Element (1.4) and IS simple enough to he used 

mOle than once In a design. 

Beam Use 

Use only approved colors for the Beam Including: 

Orbit Gold, NRO Blue, Pure White and light Gold 

00 not distort or alter the shape of the Beam 

vertically, however the 8eam can be extended 

horizontally to fit mto designs Do not rotate the 
Beam so that It appears at any (lngle other than 

horizontal. 

Gradients should not be used with the Beam as It 

already appears to fade at the edges, 

The Beam is built to be more versaUle than the Curve 

and can be used more freely with graphiCS and text 

Whenever possible, keep at least two line heights (of 
the particular line spacing you are using} above and 

below the Beam when usmg the Beam as a dIvIder 

for body text 

Text should not sit directly on the Beam or 

overlap it. 

2.4 Graphic Elements - Beam 
National ReCOn!lalciSance Office Brand Style GUld" 

.... '> < "J, 

• o. 
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The Beam 

Acceptable Colors 

'rQ Gold,mO Blu( Puf;_ "'., i~~ gt" G:)ld .J'1d SkaJ u~e) 
;OrM Go:!! ':5hou!d be useJ whcf,e';er posSible) 

Thb is s.:unplc text for demon<;tratioH onlv, Th is is sdmplc 
text for dt'lTIonstration only, Ihis is sample te'\t for 
d emonstraqon (~nlv, This is sa mp le tE?'\t tor dt,"'mO)l~Jrdtilm Qnly, 

2 line heights ai)o',e 

2 lille he,gnts below 

r his b a nt'!,.\.' set of sample text for demOn'itl'cltion onl\', 

..2 Jllie 

NCL>\:-Cj,IF1En 

Beam Clear Space with Text 

I j:lJ !ati'll at nd bell-\\! ti Bear'1 
vl''::rT ... ,,1'\.,;" t"" .1' 
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Curve M isuse 

Do net alter or distort the shape of the Curve. 

Do not crop the CUrve unevenly 

Do not use unapproved colors or gradients. 

Do not add strokes to the Curve. 

Do not rotate the Curve to any orientation thafl 
hori,wntal or verticaL 

Do not fli p the Curve 

Do not place logos or other graphics on the Cunie. 

Beam Misuse 

Do not distort the Beam vertically. 

Do not place text over or flush with the Beam 

Do not use unapproved colors or gradients. 

Do 1101 add strohcs to the Beam. 

Do not rotale the Beam to any orientation other than 
horizontal 

2.5 Graphic Elements - Misuse 
National Reconnaissance Office Br3nd Style GUld, 
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Official External Grid Layout 

The Curve element IS recommended to be used on 

all officIal external communications It functIons as 

<'l divider between areas ('If content but IS also the 

main visual of the brand style To provIde flexibility, 

there are many vanatlons for placernent of tho Curve 

Samples of standard External layout with gnd are 

shown (desIgns are not restricted to these layouts 

though they are recommended), The NRO logo 

should be In a prominent locatIon and follow the logo 

placernenVclear space & minimum sile guidelines 

(secttons 1.1. & 2.3 (logo interaction))_ Imagery area 

is shown in grey 

The Curve should not fall across the horizontal center 

of the document. It should not divide (he document 

into equal halves. 

For very th in horizontal applications, where the 
Curve would divide the design in equal halves or 
lose its impact, the Curve may noed to be presented 
ve rt ically. Use of the vcrtical presentation of the Curve 
should be very limited. Shown in example below. 

Bleeds 

Whenever possible a pnnted document featurlllg 

the Brand should -bleed- off the page ithe pr nt 

runs nght"to the page edge with no margin present' 

Print marginS are acceptable If tl1erc IS no access to 

pnnters capable of achieving full bleed. Print margins 

must be an even width around the entire document 

(such as l/S" margin on all sIdes). 

St<1mlard 
Portrait PW'll 

G'ld ·..,itlJ VcUIt)u~ 
p,ncer1;ents 

Standan,1 
LJn1scape Prlf1t, 

Tr.-f,'w". & Video 
Gnd 

LII1"lIted U~e: 

En\lll'onment~! Pn of 

Clnne ~ r.'Td I~ft <lna 
fight Orlpntati: .1S 

L.", J 

,Back and Inside of Tf!fcl~ 

3.1 Official External Style Grid & Bleeds 
t-Jatlonal Reeor 'lar:;sar'r.e Offl( .. ..t:' Sr j't-.'I. GUIdI ,0 
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Internal Style 

Though internal NRO products are not meant 

for oLltside use many products stili reach other 

organtzatlons inside and outside the Intelligence 

Community. The NRO Internal Style was created to 

convey a clear. recognizable message that a product 

was created by the NRO. 

The Curve Element. NRO Logo and Brand Colors 

(Pure WhIte) are used in a specIfiC relationship on 

Internal NRO products When used together, these 

elernents form a stylized header that IS distinctly 

recognIzable and more lmpactful than the use of 

the NRO Logo alone The flyer example on the right 

demonstrates the use of the Internal Style as it 

should appear on Internal products 

The NRO Logo is placed along the Curve In the upper 

right on the .dest~ and follOWing logo clear space 

gUidelines 1~1) 

The Interna1 Style Header is meant for use on printed 
documents. publications, and signage. 

For Video and multimedia, an NRO branded slate 

should be applred usmg the External Style design 

gUidelines (3.0 External Style) and shown proceeding 

the content Internal websites, sharepornt pages, and 

web banners should not include an Internal Style 

Header 

4.0 Internol Style 
National P"CI lals"a.:e OffiCe Brand Style GUide 
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Internal Style Header 

!'1:~rna! Sf\'ie He;:i'Jer 

("::!i:J r ':':Isstfc!Jtton f"i,J(i :r:g3 P l i -jJ t· '0 • .,. to',,,, 
Intl;'lrn31.;:,;:yle "1a~.;!r i ,. je epp : :.nate c-I,;r~~n J"ilS: 
use approved Brard Colors whene\'E:-r POSSible) 

M311l Product Design 

c ~ 3! ::;'~ssihcat 0n Marl<.lngs 

@ 

T',,! CUl'l~ ~ ' F\ .~ ,g') ~nd PI.! e W'lr :e ,;o~_, r bl . ;:K ~(',~m "-Ie 1 ,1 '~rni'll Style H~d00r 
"'he grt;y block rep~e$ents the n!l!n product C' 'lent. 
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Standard Internal Grid Layout 

Unlike the flexIbIlity of the OffIcIal External Style. the 

Internal Style is blUlt on consistency. The Internal 

Style Header must al\\'a~s be placed al the top of 

printed documents. Samples of standard Internal 

layout WIth gnd are sho"",l. Tne mClin document area 
IS shown In grey. 

Words or imagery should not appear above the 

Curve element, including Classification marks. 

Classification marks should be p laced directly 

beneath the cen ter apex of the Curve. 

Bleeds 

Be mindful when uSing the Internal Style Header 
on a document \\llthoul full page bleed iwith pnnt 

margins). The NRO Logo should follow the clear 

space requirement from the edge of the print margin 

as if It were the page edge (1.1 Logo Clear Space). 

Standarrl 
lnFOld Print 

Standard 
Landsc.ape Pr:"t 

4.1 Internol Style - Grid & Bleeds 
National Reconnaissance Off,c. tsrand Style GUide 

Back and Inside of Tnfolcl 

UN LA3~1 lEO 
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Front Cover of Trifold 

Standard Portlnlt 
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