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We’re so pleased to present our proposal for the upcoming W3C redesign. The 

work that the W3C does is so important to so many, and it wouldn’t be an un-

derstatement to say that we owe our careers to the Web pioneers who defined 

and continue to shepherd the Web’s development. We began our careers in the 

early 2000s, and spent a lot of time trying to get CSS to bend to our will, and to 

work around the limitations inherent in the medium. We’ve spent an unfortunate 

amount of energy trying to convince our clients not to build Flash websites. But 

as time passes, and the Web continues to change and transform, it seems so 

quaint now to look back at the things that stymied us.

The Web is now a place of endless creativity, a fully-formed operating system that 

continues to improve every day and open up brand new possibilities (very excited 

for Web Assembly). With these new powers, it’s been more incumbent on design-

ers and engineers to exercise restraint and care in deciding what to build, and 

what not to build. At Upstatement, we’ve always been pragmatic about not fixing 

things that aren’t broken while still pushing the state of the art. In 2010 that led 

us to our first breakthrough project, when we joined Ethan Marcotte and Filament 

Group to design and build The Boston Globe’s responsive website. And since 

then, while the tech has changed, our sensibilities haven’t.

We believe in making smart, fast, and beautiful websites that people love to use. 

There’s no better showcase for what a well-built site can be than the W3C itself, 

and we’d love to help make this project a showpiece as you lead the Web to its 

full potential.

Read on to learn more about our approach to this project, our team, and our pro-

cess.

Overview

Mike Swartz 
Principal
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Our approach to the W3C.org

This project is a prime opportunity for the W3C to 

truly show the way forward and be a showcase of best 

practices and optimal web user experience. In order to 

succeed, the new W3C.org needs to:

• Communicate the W3C brand and story through 

visuals, voice, content, and user experience

• Organize and provide intuitive access to useful in-

formation for members, developers, executives, and 

contributors, not to mention the W3C’s employees

• Lay the groundwork for a more sustainable digital 

system and workflows that the W3C can continue to 

support in the future

• Transition to the new digital platform and go public 

with the new site

In the coming pages we’ll outline our approach to this 

project and ask ourselves how we might accomplish 

these goals. 
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Communicate the W3C brand and story through 

visuals, voice, content and user experience

As the W3C evolves over the next year, we’ll need 

to find a way to tell its story and explain its history, 

values, and benefits. Our work will start by digging 

into what makes the W3C tick, and thinking through 

the ways it serves its audiences. This could result 

in a content audit, content strategy advice and the 

ideas that help us organize the user interface and 

make good content management choices. 

We’ll then begin pulling together the visual identity 

and design system to support the content strategy, 

smoothing out the look and feel and findings ways 

to make it expressive and memorable. This will pow-

er a consistent user experience across the site and 

set the W3C up to sustain the system long term. 

A powerful and relevant content strategy combined 

with a robust and expressive design system will help 

us put together a user experience that’s on-brand 

and valuable over the long term. Part of being on-

brand for the W3C will be mean being fast, useful, 

and accessible, and we’ll build an aesthetic for the 

W3C around these pillars. 
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The Moms Demand Action palette is 
part of a the Everytown brand family. 
This ecosystem of colors works 
together to distinguish the organizations 
and campaigns that exist under the 
Everytown umbrella. 

Notice that each campaign or 
organization has its own distinct leading 
color. As you add new initiatives, take 
into account what already exists and 
build on this foundation.

Moms Demand Action

Wear Orange Campaign

Be Smart Campaign

Everytown Research

Everytown

Domestic Violence Awareness
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Red
#ff352e

Blue
#001c60

Bright Blue
#0136c3

Slate
#ccd3e7

Pink Wash
#fff4f4

Red is our most identifiable 
brand color. Use it to draw 
attention to something, but 
be careful to balance it with 
other colors from our palette. 

Always use blue instead of 
black. Use this blue for text 
or other elements that you 
would normally make black.

Use for hover states, image 
overlays, or for something 
that needs to sit on top of 
our default darker blue.

Color Ratios: Use white and red as dominant colors. The blues and lighter 
shades should be used more sparingly as accent colors.

When we make grids of 
color blocks, slate functions 
as the partner to blue.

When we make grids of 
color blocks, pink functions 
as the partner to red. We 
also use a pink wash to 
create background shapes 
and subtle UI elements.

Our color palette is a balanced mix 
of red and blue. Spacious white 
backgrounds help keep these strong 
colors feeling inviting and modern.

Pink
#ffe5e4
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Buttons

Color Blocks

Action Cards

Brush Strokes

We primarily use pill-shaped buttons, filled our 
outlined. The hover color is usually bright blue, 
but is flexible depending on background color. We 
occasionally use a circular button to draw special 
attention to something.

We use a very limited palette of hand-drawn 
elements. This includes 3 stacked brush strokes, 
text underlines, and hand-lettering for some of 
our common phrases. The hand-lettering is meant 
to evoke the look of Vinyl, but feels more human 
and grassroots-y.

We use gridded color blocks (sometimes 
interspersed with photography) to create page 
layouts and break up content into smaller snack-
able pieces. 

On the website, actions are always shown on a 
white card with rounded edges and a subtle pink 
drop shadow. These style elements should be 
reserved for action cards only (use drop shadows 
with a very light touch).

Button Button START
HERE

NEW?

Donate to Moms 
Demand Action.

Donate to Moms 
Demand Action.
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There are two ways we will edit photos, if necessary. If the photo is 
already warm, well-photographed, and has hits of bright red - great! 
There is no need to edit it. If a photo is cooler in tone or lower in 
quality there are two specific things you can do:

We will sometimes add a red or 
blue gradient map to a photo 
if the image is supposed to 
act more like a background 
texture than a focal point. This 
treatment helps hide lower 
quality images or less-than-
ideal coloring.

We will sometimes use VSCO filters to 
warm up an image. The exact filter you 
use depends on the original image, but 
you’re aiming to dial up warm red tones, 
especially for images that are taken 
outdoors. There are Photoshop actions 
that can help automate these treatments, 
or give VSCO a try: https://vsco.co/vsco/
journal/introducing-vsco-film-07

Original VSCO filter: AGFA Ultra 50 Warm

Add a gradient map Use a photo filter
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Full Color One color Icon

Our logo is an extension of the 
Everytown brand. We prefer to use 
the Everytown and Moms Demand 
Action logos separately. The icon is 
only used when space is extremely 
limited, such as in a favicon.
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Digital Brand Guide
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Our Logo 5

Brand Guide

This document serves as guide for 
creating digital assets for Moms 
Demand Action. Please send 
questions, comments, or suggestions 
to creative@everytown.org.

Color

Typography

Photography

6

8

10

Other Design Elements 9

Our Goals 4

Who We Are 3

 3

Moms Demand Action is the activist branch 
of Everytown. We are the volunteers who 
show up in red shirts and get things done. 
With a chapter in every state, we are the 
largest grassroots organization of concerned 
citizens working to end gun violence.

Who We Are

Everytown for Gun Safety is a 
movement of Americans working 
together to end gun violence 
and build safer communities.  At 
the core of Everytown are Moms 
Demand Action, along with 
Mayors Against Illegal Guns, The 
Everytown Survivor Network, and 
Students Demand Action. 
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Goal 1

Goal 3

Goal 2

Goal 4

Close deadly loopholes 
in our background 
check system

Promote gun safety so that 
America’s children are not 
exposed to unacceptable 
levels of risk 

Mobilize popular support for 
policies that respect Second 
Amendment rights and 
protect people

Support reasonable limits on 
where, when, and how loaded 
guns are carried in public 

Our Goals
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Use warm, action-oriented photos of diverse volunteers. Eye contact, 
good lighting, and bright colors make for a powerful photo. Avoid 
black and white photography, violent imagery, and photos of guns. 
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Headlines
Headlines

OCCASIONAL HEADLINES

           orem ipsum dolor sit amet, consectetur adipiscing elit.  

           Mauris quis metus mattis, efficitur sem quis, posuere  

           enim. Sed ullamcorper tempor euismod. Donec ultrices 

facilisis elit, nec mattis massa. In dui lorem, sagittis maximus 

libero ac, consequat ultrices ante. Aenean nec aliquet massa. 

Fusce facilisis feugiat odio, eu hendrerit ipsum ullamcorper sed.

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Mauris quis metus 

mattis, efficitur sem quis, posuere enim. Sed ullamcorper tempor euismod. 

Donec ultrices facilisis elit, nec mattis massa. In dui lorem, sagittis maximus 

libero ac, consequat ultrices ante. 

L

Vinyl Oblique
10 degree angle, underlined
Adobe Fonts

Vinyl Regular
Adobe Fonts

National 2
Regular, Regular Italic
Bold, Bold Italic
Klim Type Foundry

National 2
Regular, Regular Italic
Bold, Bold Italic
Klim Type Foundry

Circular Std
Bold, Medium
Lineto Type Foundry

TILTED HEADLINES
We use stylized tilted headlines as accents for 
larger headlines that are set in Circular. Keep these 
headlines very short and don’t over-use them.

We occasionally use Vinyl to add conrast to a 
layout that already has a lot of headlines set in 
Circular. We always set Vinyl in all caps.

We set body text in National 2, which is our sans 
serif counterpart to Circular. Where Circular is 
friendly and inviting, National 2 gets down to 
business. It’s a little more serious and is more 
legible as body text than Circular. In some cases, 
we use a dropcap set in Vinyl.

We also use National 2 for small body text. 
This style comes in handy when creating image 
captions, or secondary text that needs to be 
quieter than the main message.

Most headlines are set in Circular. Circular scales 
well, which is why we use it for very large and 
very small headlines. We use it for navigation 
and buttons on the website, and for setting any 
text that doesn’t qualify as body text. Tighten the 
leading just a touch.
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The components of the Moms 
Demand Action brand can come 
together in many different ways. 
We’re excited to see what you 
make with these elements.

 7Color

These color on the previous page were 
optimized for use on screen. Their printed 
equivalents require a little adjusting. Here 
are the Pantone swatches that most closely 
match our hex colors.

Red Blue Bright Blue Slate Pink Pink Wash

Note: It’s very hard to 
replicate our bright 
hyper-saturated blue in 
print. It sometimes ends 
up looking a little too 
periwinkle, so keep an 
eye on it.

Digital Brand Book – Moms Demand Action

How might we?
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How might we?

Organize and provide intuitive access to useful 

information for members, developers, exec-

utives, and contributors, not to mention the 

W3C’s employees

The W3C is a wonderful resource for web develop-

ers and those interested in the fundamental mate-

rial of the Web. We’ll look for ways to make this a 

best-in-class resource that pulls people into its orbit 

by being complete, accurate, and easy-to-use. The 

knowledge base is deep, and it’s easy to get lost in 

its depths. Our team has a lot of experience provid-

ing simple interfaces to complex systems, such as 

in our work for MIT around their site-wide search, or 

for SIFMA.org and their knowledge base. 

Beyond the information design and architecture, 

we’ll also want to provide a guide to the organization 

at a meta level, what it does, and how to contribute 

or get involved. 

Building smart information tools and providing fast 

and intuitive access to all the value the W3C can 

provide will not only serve your audience and mis-

sion, but also build your brand. Being useful, fast, 

and direct are aesthetic choices that people will 

remember and connect to the W3C. 

Projects for clients like SIFMA.org (as well as MIT.edu) have focused on making a gigantic pile of data 

accessible and easy to step through.
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Lay the groundwork for a more sustainable 

digital system and workflows that the W3C can 

continue to support in the future

A large part of this project lies in the planning and 

transition to a new content management system. 

During the research phase, we’ll take a close look at 

the technical context of the project. To better under-

stand the W3C, we’d likely conduct interviews and/

or workshops with key engingeering stakeholders 

to understand what problems you’re trying to solve 

and what’s not working with your current setup. The 

engineering output of the vision phase is a Technical 

Assumptions and Constraints (TAC) document deliv-

ered alongside or shortly after our Creative Brief. 

The TAC serves to earmark assumed responsibilities 

and impediments that may influence Upstatement’s 

technology effort for the project. In support of the 

Upstatement agile process, it is meant to be a living 

document that will grow and change as the project 

progresses and new information comes to light.

Delivering the Creative Brief and Technical Assump-

tions and Constraints document as artifacts at the 

beginning of a project helps bring stakeholders 

together around a shared strategy and chart a clear 

path forward for the Production phase.  

In our work for Emergence Capital we proposed a headless CMS to keep it simple and fast. Read more 

about that project from Beatrice here: https://medium.com/stories-from-upstatement/is-a-jamstack-

right-for-your-site-3108bcb186bf

How might we?
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How might we?

Transition to the new digital platform and go 

public with the new site

One of the benefits of the agile process is that we 

work together to build the site, so training for the 

W3C starts during the project. By having the W3C 

core group on our small team and delivering quickly, 

we’ll spend a lot of time using the site side by side, 

adding content, looking for improvements, and find-

ing ways to optimize the back-end user experience 

as well as the front. By the time the site launches, 

you know it like the back of your hand. 

We’re also looking to complete a mindful transition 

from the old to the new. We’ll look for elegant ways 

to handle archives, URL redirects, and onboarding 

for users that were accustomed to the previous 

design.  

Our overarching goal is to set the W3C up to launch 

the site smoothly and ensure its sustainability in the 

long run. Combined with post-launch help from us, 

we’ll make sure transition is handled responsibly 

and the site gets better over time. 
Some of our work in progress for the Philadelphia Inquirer. We’re used to launching large-scale platforms 

that affect millions of users, so we take the transition seriously. 



Upstatement is a diverse design and engineer-

ing studio that builds brands, software, and user 

experiences for the postdigital age. Our studio was 

born in the newsrooms of The New York Times and 

The Boston Globe and is a product of the fusion 

between storytelling, design, and engineering.  

We build brands from scratch, helping visionaries 

find their voice and break new ground. We create 

strategies that point our clients in the right direc-

tion, questioning assumptions to make their orga-

nizations more valuable. We design award-winning 

experiences that people love. And we ship software 

that millions of users interact with every day to do 

everything from read the news, apply to college, or 

get out the vote. 

Our process is flexible, and no two projects are 

alike. We have a playbook of problem-solving tools 

designed to help our clients tackle tricky puzzles, 

prototype ideas, test and validate these solutions, 

and deploy them to their users. 

One of our mantras is that launch day is just the 

beginning; all of our work is focused on helping our 

clients make big transformations in a sustainable 

way. We produce tools and frameworks that grow 

over time and empower our clients to continue the 

work of the project long after we’re done. 

We do all this with a small team of experts and lots 

of time to focus, so your project is the only thing on 

our minds. 

Read on to find out how we do it. 

Vitals

• Founded in 2008

• 40 full-time staff

• Boston, MA

About us

We believe in small teams doing great work 
for visionary clients that make a difference 

2017, 2018, 

2019
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Our process
Orientation

Before we ever design or build anything, we start by 

understanding the big picture. Why are you investing 

in this project? What’s the ideal outcome? How does 

this work help you succeed in the long run? How can 

we make this sustainable? We get to the bottom of 

these questions and more through research, observa-

tion, user testing, and a series of strategic activities 

designed to understand your goals.

During the orientation phase, we get to know each 

other, get the project set up, collect materials and pre-

vious research, and generally prepare for the focused 

work ahead through planning and scheduling. 

Deliverables

• Project starter questions

• Project roles matrix

• Project dashboard 

• Analysis of existing data

• Workshops
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Our process
Strategy and Vision

With a good understanding of the problem at hand, we 

begin to build a solution. We establish a strategy to 

guide us and help us stay focused on the big oppor-

tunity for this project (and for you to use post-rollout). 

This includes the big goals, the unique opportunities, 

and the expected results. It’s our roadmap, helping the 

project stay focused now, and helping to guide your 

team in the future. 

Our vision is the strategy in action: What does it look 

like? What does it sound like? How does it work? How 

will people receive it? During this phase, we tackle 

high-level brand attributes like mission, vision, po-

sitioning and voice. We also start to establish the 

character of the solution and deliver the big ideas in 

a tangible way. This helps to build momentum around 

the project, involve a wider group of stakeholders, and 

stress-test the strategy before we begin the process 

of building.

Deliverables

• Creative Brief

• Technical Assumptions 
and Constraints

• Brand platform

• High-level concepts 
and prototypes
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Our process 
Build and Deploy

During the build phase, our teams work to develop 

and deploy the solutions described in the Strategy 

and Vision phase. For a brand, this could be contin-

ued application of brand voice and identity across the 

entire organization. For a website or app, it could be 

the ongoing development and deployment of content, 

tools and user experiences. 

We build and test in an agile manner, organizing our 

work into sprints that group and prioritize items by 

importance. Our client product owner is in the driver’s 

seat, prioritizing each work item and reviewing it at 

each sprint review. 

In this way, we continuously develop and deploy our 

work so that there are no unpleasant surprises at the 

end of the process. It has the added benefit of expos-

ing important work for testing, review, and use along 

the way, giving you the ability to make changes and 

set priorities as needs emerge. 

Deliverables

• Brand style guides 
and assets

• Website builds

• Training and 
documentation

• QA testing

• Launch support
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Our beliefs 

We build to think. We make things real, rapidly putting 

ideas into action at low fidelity to discover strengths 

and gaps in concepts. Making things tangible quickly 

allows us to learn from experience and real user inter-

actions, and not rely on abstract theories. 

We’re constantly iterating our own process as well. 

Learning is a big part of our culture, and we have 

frequent knowledge shares and group sessions to find 

new solutions to our clients’ problems and stay up to 

date with best practices.

We believe good ideas become 
great experiences by prototyping.
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Our beliefs 

To us, all clients are partners. We form tight bonds 

with our clients, and feel like a part of the team. For 

us, each project is a relationship and the product of 

our work together is something we can stand behind 

and continue to be proud of. Launch day isn’t the end 

— it’s really just the beginning. We give our clients the 

tools they need to continue updating and improving 

their projects long after our work is finished. Our de-

sign process produces complete style guides, thor-

ough documentation, and intuitive code frameworks — 

everything a partner needs to maintain and grow their 

website or application.

We believe we are most successful 
when we work with our clients, not 
just for them.
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Our beliefs 

Great design and development doesn’t live in a 

vacuum. We zoom out to consider the whole picture. 

Needs, wants, and perceptions are affected by many 

facets of the entire system, and impactful design 

comes from a broader understanding and a holistic 

perspective. One of our core values is to interrogate 

the premise. That means we think critically about 

what you need. Before doing any design we have to 

understand: What are your goals? Why are you making 

this site? Who is the audience? What are their needs? 

We’ll help you articulate your problem, then synthesize 

design and technology to find the best solution.

We believe solving single  
variables seldom leads to  
elegant solutions.
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Our beliefs 

We believe in building systems, 
not screens.

All our designs are built from the component level out. 

Think of it as object-oriented design. By focusing on 

the atomic pieces of the design, we create systems 

that our clients can extend and update over time. This 

results in powerful designs that are flexible, extensi-

ble, reusable, and easy to maintain. We’re as serious 

about creating a design strategy that stands the test 

of time (and helping you own it) as we are about being 

human-centered. And from a rock-solid strategy 

comes everything else–brand personality, tone, site 

flow and architecture–even new digital service innova-

tions we haven’t considered yet.
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Selected work

MIT.edu

We helped MIT re-introduce its digital presence 

through redesigns of their major properties. Over 

the course of several months, we immersed our-

selves in MIT’s culture to understand the unique 

stories and ideas that represent the institution — 

and come up with the right ways to showcase them.

The new homepage takes advantage of MIT’s 

diverse audience. The daily Spotlight section gives 

visitors a peek into some of the most interesting 

news and stories the communications office wants 

to highlight — they have a variety of formats and de-

sign tools to easily make each fresh and interesting. 

The work gets a second life in the daily newsletter 

sent to over 100,000 addresses each day.

Students, staff and others who need to get to a 

particular page can use a customized Elasticsearch 

integration to search across MIT’s many sites in 

seconds (and without trying to navigate a giant site 

tree).
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Harvard University 
Graduate School of Design

We helped the Harvard Graduate School of Design 

conduct a major web and digital infrastructure up-

grade over the course of a year. 

Like any major architectural project, there’s much 

more than meets the eye. Before beginning work 

on the user interface or anything the public would 

see, our engineering team worked with Harvard to 

modernize their approach to content systems. We 

built an API and management layer for the GSD 

that combines their many back-end systems, from 

courses to people, events, projects, media and 

resources. This data layer powers the site and other 

data applications across the school.

The design sits back and acts as a canvas for the 

GSD’s incredibly diverse set of visuals. Each can 

tell a separate story while still remaining in harmony 

with other imagery on the same page.
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Tito’s Vodka

When Tito’s Handmade Vodka reached out to us, 

our creative director and principal, Tito Bottitta, 

replied immediately: “This is the email I’ve been 

waiting for!” It turned out we had a lot more in 

common with Tito’s Handmade Vodka than just an 

in-house Tito, and before we knew it we were on a 

plane to Austin, Texas.

Our challenge was to design and build a new digital 

home for Tito’s Handmade Vodka, and push the 

brand forward through type, color and art direction. 

The Tito’s brand is legendary, and its handmade 

aesthetic is instantly recognizable. But the brand 

assets were feeling homely, not homemade. So we 

updated nearly every piece of the brand toolkit but 

the bottle itself (which is sacred ground, for good 

reason). By the end, a new palette of type, colors 

and interactions helped the brand be its best self. 

It needed to be a place for the Tito’s team to share 

all of their amazing stories, and it needed to stay 

true to the fun, quirky, warm brand that is distinctly 

Tito’s.

https://www.upstatement.com/work/titos-handmade-vodka/
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Emergence Capital

Emergence is warm, personal, and laser-focused 

on its mission: to find and support visionary people 

who are going to change the way we work. With 

Salesforce, Box, and Zoom among their portfolio 

companies, they’ve got the track record to prove it 

too. 

We worked closely with their team to build a site 

that better reflects who they are today, culminat-

ing in a refreshed identity that emphasizes Emer-

gence’s core values, human touch, and unique ap-

proach. You’ll see it reflected in everything from the 

beautiful illustrations to the fast, friendly, modern 

tech stack. We also wrote new positioning state-

ments, designed a destination for their big ideas, 

and answered the question: What makes a website 

feel friendly?

It’s the VC that really does care about people, so 

we centered the design on striking illustrations 

of the iconic CEOs they back. Leading with their 

CEOs reinforces their founder-focused culture and 

affirms their ability to identify visionaries. Organic 

patterns complementing the illustrations allude to 

Emergence’s personalized approach.

https://www.upstatement.com/work/emergence/
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Penguin Random House

For each of the 15,000 titles that PRH publishes 

each year, there’s an author who wants to build a 

site that promotes their book and connects with 

their fans. In the past, each website was built from 

scratch using a mishmash of tools and freelancers 

— making maintenance and upkeep nearly impos-

sible.

Random House’s marketing team challenged us to 

create a new WYSIWYG system for them to easily 

spin-up new WordPress sites, customized to meet 

every author’s needs.

After their team makes key stylistic choices, pages 

are generated automatically using data from their 

internal API.

The result is a complete site in minutes: full of 

relevant information, an author’s bio, photos, a 

complete listing of titles with samples, reviews, 

purchase options and more.

Each site gives an author tons of options to make 

it their own. They can customize book pages with 

new info, add events to promote their book tour and 

blog to keep in touch with readers.
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This estimate is a conversation starter. If the contours 

of this project framework align with your thinking, we 

can move on to a more detailed project plan. In the 

coming phases, we work closely with your team to 

hammer out the exact activities, deliverables, timeline, 

and price that fits your project. 

The next step could be a studio visit or meeting with 

your team. This gives us the opportunity for a more 

detailed share and discussion of similar work and your 

project in particular. We’ve done a lot of exceptional 

projects, but none of them are exactly like yours. We’d 

love to get into the details with you to make something 

great.

What happens next?

Questions? 

Mike Swartz, Principal
mike.swartz@upstatement.com

Vanessa Scopino, Director of Client Strategy
vanessa.scopino@upstatement.com
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Thank you!


