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Introduction 
The City and County of Denver’s residents and visitors desire an easy, helpful, and transparent 

interaction with their local government through all digital channels. Our job is to deliver quality 

content to our residents across all platforms.  

This style guide will direct the City and County of Denver agencies to provide a more consistent 

and effective digital experience as a city. 

 

  



 

Logo 

 

 

The Denver D logo is available for use by city employees of the City and County of Denver for 

city department/agency purposes. The Denver logo may not be distributed to external entities 

without a licensing agreement. 

The Denver D logo may be distributed to entities with which the City and County of Denver has 

executed a contract that includes, at a minimum, the following terms and conditions: required 

usage guidelines to include duration of use; purpose of use; and the corresponding collateral or 

samples of where the Denver D logo will be placed.  

 

For any entity to be considered for a licensing agreement authorizing them to use the Denver D 

logo, the city must be playing an active role in an event or partnership or have a paid, 

documented sponsorship agreement. Any sponsorship package must include phrasing that 

defines the acknowledgment of city support. 

 

Denver D Logo 

 

The City and County of Denver logo consists of three main elements: The primary D icon, the 

DENVER logotype and tagline. Each of these elements has been custom-created and should 

never be recreated or re-typeset.  



 

 

To maintain consistency and create a strong visual identity, the Denver logo should only be 

used from existing digital files.  

 

Marketing services leads the city’s global marketing and branding efforts by building and 

enforcing the city’s brand identity, strategic marketing efforts, websites, video production 

services, Denver 8 TV, as well as cable franchise and public, educational, and government (PEG) 

access operations. Please contact us directly if you have any questions regarding use of the logo 

at marketing@denvergov.org. Use of the Denver D is not permitted unless approved by 

Marketing Services. 

Primary Logo 

 

The horizontal version of the Denver logo (D icon to the left of the logotype) is the preferred 

logo format. The logo utilizes the typeface Avenir Black for both DENVER and the tagline. Please 

refer to Typefaces (link to Typefaces page) when looking for complimentary fonts to use. The 

Avenir font is restricted to the parent logo and should not be used for programmatic logos or 

for city collateral. 

 

The distance to the right of the D icon and to left of the type should remain consistent. This 

distance is determined by the distance between the bottom of the tagline to the bottom of the 

DENVER logotype, represented by the letter X. The distance from the right edge of the D icon to 

the left edge of the logotype should be equal to X. The block of text in its entirety is centered 

vertically with the D icon. Each of these elements has been custom created by the Marketing 

Services and should never be recreated or re-typeset. 



 

Secondary Logo  

 

When the horizontal version of the Denver logo will not work with your space or design 

requirements, the secondary, stacked logo version can be used. Again, the distance between 

the bottom of the D icon and top of the DENVER logotype should be equal to X. The block of 

text in its entirety is centered horizontally with the D icon. Each of these elements has been 

custom created by the Marketing Services and should never be recreated or re-typeset. 

Clear Zone  

 

 

The Denver logo should always have an area of open space or “clear zone” around it. No other 

graphic elements should fall within this area around the logo. Where “X” is equal to the 

distance between the bottom of the tagline to the bottom of the DENVER logotype, leave at 

least X amount of clearance on all sides of the logo. 

Minimum Sizes  



 

 

The Denver logo should always be used at an appropriate size to make sure it is legible. When 

the primary signature is used, it should be no smaller than 7/8” wide at the widest point. The 

secondary signature should be used no smaller than 5/8” at its widest point. 

Logo Typefaces 

 

The primary typeface used to accompany the Denver logo is Franklin Gothic. There are two 

typefaces in this family that are commonly used for Denver branded materials: Franklin Gothic 

Book and Franklin Gothic Demi. Standard fonts such as Arial are permitted within documents 

created in programs where custom fonts are not available. 

 



 

For web fonts, see the Web section further down in this guide. 

Full-Color Reverse Usage  

 

A reverse version of the Denver logo has been developed for use when the logo appears on 

black or other dark colors. The D is not actually reversed but uses a white border to separate it 

from the background. The logotype and tagline are white instead of black to increase legibility. 

Use the regular signature on backgrounds with a color that has a tonal equivalency of 15% or 

less black and the reverse signature on backgrounds with a color that has a tonal equivalency of 



 

more than 15% black. 

One-Color Usage 

  

An alternate version of the Denver logo has been developed to be used when only one color is 

available. One-color logos should only be used as an alternative to the preferred full-color 

version. It should not be used in four-color process printing or in RGB formats, where you can 

use a full-color version instead. 

One-Color Reverse Usage 

 

When only one color is available and the logo appears on black or another dark color, a one-

color reverse usage should be used. In this version, the primary D icon is used with a white 

border with the colored elements reversed to the background color. 

  



 

Color Palette 

Logo Palette 

 

The Denver logo color palette is comprised of five colors that represent this vibrant city. Spot-

color printing is the preferred option and should be used whenever possible. However, four 

color process printing may be used when spot color printing is not available or cost effective. 

When the logo is used on the on screen, the RGB format should be used, and hex values should 

be used for the web. The Denver logo spot colors and their corresponding four-color process, 

RGB and hex formulas are listed below.  

The color samples in this guide are just a visual representation of the colors and should not be 

used as an accurate color match. Actual Pantone chips should be used to match colors when 

printing. 

  



 

Primary Pallete 

Color Name 4 Color Process RGB HEX Code Color 

Brick Red CMYK: 0, 100, 100, 20 RGB: 160, 0, 34 #C4161C  

Sky Blue CMYK: 75, 15, 0, 0 RGB: 0, 150, 214 #0096D6  

Sunshine Gold CMYK: 0, 25, 80, 0 RGB: 253, 185, 19 #FDB913  

Mountain Purple CMYK: 80, 100, 0, 25 RGB: 64, 15, 96 #491D74  

Process Black CMYK: 0, 0, 0, 80 RGB: 88, 89, 91 #58595B  

Note: Palette colors pertain to both coated and uncoated stocks 

Secondary Pallete 

Color Name 4 Color Process RGB HEX Code Color 

Navy Blue CMYK: 100, 46, 0, 70 RGB: 0, 45, 86 #002D56  

Bright Blue CMYK: 100, 58, 0, 21 RBG: 0, 85, 150 #005596  

Light Orange CMYK: 0, 51, 100, 1 RGB: 88, 89, 91 #58595B  

Red Orange CMYK: 0, 79, 100, 11 RGB: 217, 83, 30 #D9531E  

Bright Green CMYK: 40, 0, 100, 38   RGB: 109, 141, 36 #6D8D24  

Yellow Green CMYK: 18, 0, 100, 31 RGB: 159, 166, 23 #9FA617  

 

The secondary color palette should be used for accent colors only as shown throughout this 



 

style guide unless otherwise specified by Marketing Services. Please consult the section in this 

style guide on "Usability & Accessibility" in this style to ensure the use of color meets 

accessibility guidelines. 

Voice and Tone 
Brand Voice and Tone: “Voice” refers to the language you choose when you share content. 

“Tone” refers to the personality of the post (formal, informal, fun, serious). 

The standard voice of the city is:  

• Professional  

• Transparent and straightforward 

• Friendly and personal 

• Helpful and knowledgeable  

Voice 
The City and County of Denver’s voice should communicate a professional desire to help people 

and provide quality service. Our voice is present and clear in who is acting or the item that is 

being acted upon.  

Our voice is Our voice is not 

Clear and transparent Dumbed-down, misleading 

Confident and knowledgeable  Formal or stuffy 

Friendly and personal  Chummy or clever 

Purposeful and helpful Curt or sarcastic 

• Clear. Transparent.  

o Goal: make content easy to understand, simple and honest. 



 

o Write in plain language and use proper grammar and spelling. Assume target 

audiences are NOT familiar with government acronyms. Use syntax and jargon 

sparingly. Keep in mind that our target audiences are not necessarily all 

municipal government experts. 

• Confident. Knowledgeable.  

o Goal: demonstrate clear thinking that considers the Denver community as a 

whole 

o You represent the City and County of Denver. Your content should help establish 

your department as a professional, trusted, leading voice of authority on its 

subject matter. 

• Friendly. Personal.  

o Goal: keep the reader engaged and interested 

• Valuable. Helpful.  

o Goal: provide clear, valuable information and answers that gives confidence to 

the reader. 

o Guidelines: 

▪ Understand the real question and answer directly, without complications 

▪ Don’t overwhelm the user with a variety of options 

▪ Avoid talking about the agency / department / staff 

▪ Use step by step (numbered) instructions when appropriate 

Tone 
Your tone may change, depending on the purpose of your communication. Being official 

doesn’t mean you must always sound formal. Match your tone to the personality of your 

department and the situation. Establish the personality of your department in advance, 

especially when multiple representatives manage social channels. 

  



 

Grammar 
The City and County of Denver recognizes the importance of grammatical consistency and 

accuracy throughout its web presence and in print publications. The city uses Associate Press 

(AP) Style.  

Dates and Times 
All dates and times must be in the day of the week, day of the month, year, time and location 

format. Use the day of the week at the beginning of the date, spell out the month and include 

the year. Days and months should not be abbreviated. Commas should be used between each 

of item in the date and time list. If a location is available, list it at the end of the list after the 

time. Avoid subscripts for numbers (st, nd, rd or th), unless they are used in an address or for 

floor numbers. 

 

Locations and Addresses 
For numbered addresses, always use figures. Abbreviate Ave, Blvd., Rd. and St. and directional 

Correct Incorrect 

Monday, November 27, 2017, 1:00 p.m.-

3:00 p.m. 

Monday, Nov. 27th, 2017, 1pm-3pm. 

  

Monday, November 27, 2017, 1:00 p.m.-

3:00 p.m., Webb Building Atrium 

Webb Building Atrium, Monday, November 

27th, 2017, 1:00 pm – 3:00 pm. 

Monday, June 30-Friday, July 3, 2020 Monday June 3-Friday July 3 



 

cues (N., S., E., W.) when used with a numbered address. States may also be abbreviated with 

the appropriate two-letter abbreviation (i.e., CO, NM, UT, VA) and followed by a zip code. 

However, when referring to a location in Denver, the city, state, and zip code do not need to be 

indicated. In addition, there are some cities that do not require the state to be indicated (see 

list below). 

If an event is in a specific place at a location, such as a room, the building location should be 

followed by a comma, “Room” and the room number. However, if an event is in a specific part 

of the building, such as an atrium or hall, the location does not need to be separated from the 

building by a comma (i.e., Webb Building Atrium).  

Phone Numbers 
All phone numbers should include the area code. Below are the correct ways for US numbers 

and international phone numbers. 

Correct Incorrect 

Correct Incorrect 

555 5th St., Durango, CO 81301 555 Twentieth Street, Durango 

555 N. 15th St. Seven North 5th Rd. Colorado 

555 N.W. 20th Terr., Chicago Seven N. Fifth rd. Denver 

Correct Incorrect 

Webb Building Atrium Webb Building, atrium 

Webb Building, Room 4.H.7 Webb Building room 4.H.7 



 

 (303) 555-5555, +1 415 555 0132 303.555.5555 

Numerals 
Numbers less than 10 should be spelled out. Numbers 10 and up should be represented with a 

digit. Example: one, two, three, four, five, six, seven, eight, nine, 10, 11, 12, 13, 14 and 15. 

Use numerals when referring to money. Money should be signified with a dollar sign ($) before 

the number. Do not include a decimal unless a significant digit follows the decimal. 

 

Numbers greater than 999 should use a comma to separate digits. 

 

Never begin a sentence with a number figure, except for sentences that begin with a year. 

Correct Incorrect 

Two hundred employees attended dinner. 200 employees attended dinner. 

Five people had dinner. 5 people had dinner. 

Correct Incorrect 

$12; $12.50 $12.00 

Correct Incorrect 

1,000; 7,000,000 1000; 7000000 



 

1776 was an important year. Seventeen-seventy-six was an important 

year. 

Abbreviations and Acronyms  
Use abbreviations and acronyms in moderation. If the abbreviation or acronym is not used after 

the first mention, do not abbreviate it. 

Periods 
Periods should be followed by one, not two, spaces. 

Commas 
Do not use commas before a conjunction (a.k.a. the oxford comma) in a simple series. 

Correct Incorrect 

She brought a salad, apple and chips for 

lunch. 

She brought a salad, apple, and chips for 

lunch. 

Bob, Mary and Susan went to the meeting. Bob, Mary, and Susan went to the meeting. 

 

However, a comma should be used before the terminal conjunction in a complex series to 

separate items and prevent confusion. 

Correct Incorrect 



 

The City and County of Denver has many 

departments/agencies including the 

Denver International Airport, Community 

Planning and Development, the Mayor’s 

Office of Special Events, the Office of 

Emergency Management & Homeland 

Security, and Human Rights and 

Community Partnerships. 

The City and County of Denver has many 

departments/agencies including the 

Denver International Airport, Community 

Planning and Development, the Mayor’s 

Office of Special Events, the Office of 

Emergency Management & Homeland 

Security and Human Rights and Community 

Partnerships. 

 

Use commas before a coordinating conjunction (a conjunction that links two independent 

clauses). 

Correct Incorrect 

They went to the department meeting, and 

it was boring. 

They went to the department meeting and 

it was boring. 

He likes to go fishing on the weekends, and 

he also enjoys hiking. 

He likes to go fishing on the weekends and 

he also enjoys hiking. 

 

Quotation Marks 
All punctuation marks go inside of quotation marks. 

Correct Incorrect 

“Let’s go to the meeting,” he said. She said, “Let’s go to the meeting”, he said. She said, 



 

“okay, let’s go.” “okay, let’s go”. 

 

Semicolons 
Semicolons are used to combine two related, independent clauses when a coordinating 

conjunction is not used. 

Correct Incorrect 

They went to the department meeting; it 

was boring. 

They went to the department meeting, it 

was boring. 

Complex lists should use semicolons to separate the listed content. 

Correct Incorrect 

Jane Doe, Office of Human Resources; John 

Smith, Denver Human Services; Bob White, 

Denver Parks & Recreation; and Sam Doe, 

Denver Public Library all submitted sweaty 

selfies this week. 

Jane Doe, Office of Human Resources, John 

Smith, Denver Human Services, Bob White, 

Denver Parks & Recreation, and Sam Doe, 

Denver Public Library all submitted sweaty 

selfies this week. 

City Specific Capitalization 
All proper nouns (names, places, titles, etc.) should be capitalized. Remember, not all nouns 

need to be capitalized. 

Correct Incorrect 



 

The City and County of Denver’s goals 

include a focus on sustainability. 

The city and county of Denver’s goals include 

a focus on sustainability. 

We love our city employees! We love our City employees! 

 

• City and County of Denver: Capitalize the City and County of Denver when it is used as a 

complete phrase. When the word “city” is used alone, do not capitalize it. 

• Mayor: Government official titles should only be capitalized when they are directly 

associated with the person’s name. Do not capitalize the civil title if it is used instead of 

the name. 

Correct Incorrect 

The city employees thank Mayor Michael B. 

Hancock for his support of public 

transportation. 

The city employees thank mayor Michael B. 

Hancock for his support of public 

transportation. 

The mayor gave a speech at the event. The Mayor gave a speech at the event. 

 

• COVID-19: When referring to the Novel Coronavirus in communications, the 

abbreviation COVID-19 should be used with a hyphen. 

Correct Incorrect 



 

Stay current on COVID-19 with the latest 

information on DenverHub. 

 

Stay current on COVID with the latest 

information on DenverHub. 

Stay current on coronavirus with the latest 

information on DenverHub. 

Writing For the Web 
1. Focus on a single topic per page: If there are other topics related to your topic, write 

about them somewhere else. 

2. Write a clear page title: The title should reveal exactly what the page is about. 

3. Lead with your best material: Get straight to the point—readers should know the most 

important information after reading the first two sentences. 

4. Break up and organize content into digestible sections: Try to limit paragraphs to 70 

words; use (short) lists whenever possible and (simple) tables where appropriate. 

5. Write simple sentences: Your writing should be easy for a middle schooler to 

understand (7th-8th grade reading level). 

6. Focus relentlessly on your audience: Always think the user and if this is for them. 

7. Cut unnecessary words: If it’s possible to cut a word out, always cut it. 

8. Address people directly: Use “you” to keep your writing conversational and help people 

figure out what applies to them. 

9. Tell people what to do: Use verbs and imperatives (“download,” “send,” “get”) and use 

lists for instructions (numbered when order matters).  

10. Connect cause and effect: Links and buttons should say what they’ll do and do what 

they say so that people know they got where they thought they were going – example: 

“Download the annual report”. Avoid using generic terms such as “click here”. This does 

not give enough guidance to the reader and can be considered “spammy”.  



 

Web 

Color Palette 
The web palette includes a primary and secondary color, text color for body and header text, 

and two accent colors. These colors are best used for web accessibility and best contrast for 

digital experiences. Be sure to use colors consistently throughout website and application 

experiences. Please consult the section in the style guide on "Accessibility" to ensure the use of 

color meets accessibility guidelines. 

Color Name Usage RGB HEX Code Color 

Navy Blue Primary, all headers, 

table headers, 

buttons, accent 

color 

RGB: 0, 45, 86 #002D56  

Bright Blue Secondary, large 

headers, table 

headers, buttons, 

accent color 

RBG: 0, 85, 150 #005596  

Process Black Body text, headers, 

table borders 

RGB: 88, 89, 91 #58595B  

Red Orange Accent color, 

emphasis, alerts, 

button accent, link 

hover accent 

RGB: 217, 83, 30 #D9531E  

Bright Green Accent color 

(limited to 

decorative only), 

RGB: 109, 141, 36 #6D8D24  



 

alerts 

Fonts 
For the DenverGov.org website and related applications, Proxima Nova is the official web font. 

The CSS will dictate the look and feel of this font based on the style and heading selected. 

Body 

o Font Family: "proxima-nova",sans-serif; 

o Font-size: 1em; 

o Font-weight: normal; 

o Color: #121212; 

o Font-style: normal; 

Headings 

Uses the same font family, font style and color as body. 

Heading Level  CSS 

 

font-size: 2.111em; 

font-weight: 900; 

margin: 0px 0px 20px 0px; 

 

font-size: 1.778em; 

font-weight: 800; 

margin: 0px 0px 20px 0px; 



 

 

font-size: 1.444em; 

font-weight: bold; 

margin: 0px 0px 10px 0px; 

 

font-size: 1.333em; 

font-weight: bold; 

margin: 0px 0px 20px 0px; 

 

font-size: 1.222em; 

font-weight: bold; 

margin: 0px 0px 20px 0px; 

 

font-size: 1em; 

font-weight: bold; 

margin: 0px 0px 10px 0px; 

Lists 

Ordered List 

1. Do this 

2. Then this 

a. Also this 

b. And this 

i. And then this 

3. And then this 



 

Unordered List 

• I’m a bullet 

• I’m also a bullet 

o I’m a sub-bullet 

o And so am I 

▪ I’m a sub-sub-bullet 

• And I’m a first level bullet again 

Navigation 

Primary Navigation (Denvergov global header) 

 

Global Footer 

The website global footer currently includes two sections of informational links. Web 

applications need to at least include the sub footer links in the navy area which include City 

Jobs, Accessibility, Privacy & Security, Terms of Use, Open Records, and our copyright. 

https://denvergov.org/Government/Agencies-Departments-Offices/Agencies-Departments-Offices-Directory/Job-Center
https://denvergov.org/Government/Agencies-Departments-Offices/Agencies-Departments-Offices-Directory/Job-Center
https://denvergov.org/Accessibility
https://denvergov.org/Privacy-Security
https://denvergov.org/Terms-of-Use
https://denvergov.org/Open-Records-CORA


 

 

Secondary Navigation 

Navigation Tiles (Denvergov) 

Navigation tiles are used on Denvergov for landing page navigation. Tiles images assist in 

conveying meaning beyond the title and description and can use either high-quality, 

appropriate photography or icon tiles. Be sure to only choose one style and do not mix photo 

with icon styles. 

Icon Tiles 

We currently have an illustrator (AI) template for creating icon tiles. This includes the fractal 

background and a library of icons. Use only white, solid icons for these tiles to provide 

maximum contrast and maintain accessibility requirements. 



 

 

Photo Tiles 

Photo should be high-quality, meaningful, diverse where possible, and represent the values of 

the city and community. Be respectful and thoughtful when choosing photos and keep the 

same style and format for all tiles used on a web page.  



 

 

Graphics & Imagery 

Images 

Use high-quality images and reduce the size for web. Make sure the quality and subject matter 

are clear and easy to read. Be consistent with photos styles and do not mix black and white 

with color photos for image-based navigation. You can mix photo styles if it is part of telling a 

story.  

Tips for web images: 

1. Do not mix icons with photos. 

2. Do not use pixelated or fuzzy images. Fuzziness can only be used stylistically to obscure 



 

a background and bring focus to an object. 

3. Be sure to include image descriptions (alt text). See accessibility guidelines for tips on 

how to add descriptions. 

4. Images for web must be under 1 MB. Using photoshop or other editing tools will allow 

you to save for web easily without losing quality. 

 

Iconography 

Icons are graphic elements that may be used on official city websites to enhance the meaning 

of content. Icons should aid users with accomplishing key tasks and should be used sparingly 

and for specific purposes such as navigation. The overuse of icons, or what the Web UX/UI 

team likes to call "icon mania", can hurt usability, as can a mixture of iconographic styles. We 

generally use solid color glyph styles due to their high level of readability. 

To avoid confusion and create consistency, we have icons and icon libraries approved for use on 

city sites. Contact Denver's Web Team if you need customized iconography for special user 

scenarios. 

Icon Styles 

Navy on White 

 

Process Black on White 



 

 

White on Navy 

 

White on Fractal Background 

Breadcrumbs 

Breadcrumbs provide a helpful way finder within applications websites with a complex 

information architecture (a site with loads of content, like Denvergov). Breadcrumbs also help 

increase SEO and reduce bounce rate by giving users one-click access to higher site levels. 

 

Buttons 

Buttons should be clean and consistent. Be sure to use text on your button or link that informs 

the user of what they will be doing when they click the button or link. Will they learn, register, 

subscribe to something? What will they learn, register, or subscribe to? 

Additionally, do not to mix button styles for the same functions. Stick with one style and use 

the buttons as they are described below. 



 

Standard Button 

Used for standard information such as “Learn More About Our Government Services”. 

 

Call to Action Button 

Used to direct users to an action such as registering, paying, submitting feedback, etc. It is 

designed to capture the viewers’ attention, not only by the style of the button, but by the “call 

to action” of the text. Make sure that your button text is clear in telling the user what action 

they are taking and what they will get when they take that action such as, “Register for an 

Upcoming Class”.  

 

PDF Styled Button 

PDF indicator and file size should display for all documents that are linked as either a standard 

link or as a button. This is required for accessibility. 

 

Featured Buttons 

Feature buttons are generally used to show an array of resources or services related to other 

content on the page. They are often used on Denvergov agency landing pages as a secondary 

navigation to feature things that are secondary to the navigation tile buttons. 



 

You can configure these buttons in Denvergov to these 4 layouts and these layouts can be 

replicated for applications, as needed: 

Option 1 - 1 column: 

 

Option 2 – 1 column continuous: 

 

Option 3 – 3 columns: 

 

Option 4 - 4 columns: 

 



 

Tabs 
Use tabs to alternate between views within the same context (not to navigate to different 

sections of a site). Logically label and group content behind tabs so users can easily predict 

what they'll find when they select a given tab. Always make sure the currently selected tab is 

highlighted with the {.active} class. 

Consider converting tabs to accordions in a mobile context to prevent wrapping tabs to two 

lines. Note that this functionality is something that already happens by default in Denvergov. 

 

Accordions  
Accordion menus are an established method of reducing the visible content on a page, only 

revealing the content a user is interested in when an accordion tab is activated. That said, 

accordions should be used sparingly. It's much easier to scroll a page than to have to 

open/close content on the page. Users like to scan, not hunt-and-peck. Preferably, accordions 

should be reserved for secondary content or long sections of content that is easier to break up 

than to scroll such as “Frequently Asked Questions”. 

Be sure to apply the .active class to the selected accordion panel. The state of panels should be 

preserved as users navigate the rest of a web page. Accordions should never be nested inside 

of accordions. 



 

 

Tables 
Our table style is simple, easy to read, and scales to different devices (responsive). Make sure to 

always indicate the header row and do not merge cells. Each cell should be distinct and provide 

information for users to tab through and read. 

 

Pagination 
Used for long lists of content such as pages in a search or news archives, and data in multi-page 

tables. 

 

Forms 
There's an extensive body of research on form usability. We aren't the industry's leading 

experts, but we draw from expert research on the topic. We suggest you sink your chops into 

the topic by reading Smashing Magazine's article An Extensive Guide To Web Form Usability. 

http://www.smashingmagazine.com/2011/11/08/extensive-guide-web-form-usability/


 

Having said that, we've captured a few of Denver's most important form design standards with 

links to additional scholarly studies on best practices for creating an online form: 

• Avoid use of multi-column form layouts. 

• Labels should be bolded and top aligned above inputs to create uniformity and aid with 

scanning. Labels should never be substituted for placeholder text and placed inside 

fields. 

• Clearly indicate mandatory fields by denoting them with a *symbol. Keep the number of 

mandatory fields to a minimum. 

• Group related fields into field sets. 

• Provide hints and tooltips for questions that may require additional explanation (such as 

why we're asking for personal information). 

• Provide inline form validation to prevents users from incorrectly entering data and 

getting errors at the end of an interaction (see our section on form validation for more 

details.) 

• Set a tab index on each form field. 

• Password fields should include "good, bad, or excellent" indicators and clearly state 

password selection criteria in the field helper text. 

• Avoid making the person filling out your form do the hard work of putting data into the 

right format when you can process and format that data on the server side. 

• Make sure you're choosing the right field for the right task. See Sensible Forms: A 

Usability Checklist. 

Search 
Be sure that the search box is labeled and includes related ARIA labels for the button and icon. 

 

http://baymard.com/blog/avoid-multi-column-forms
https://denvergov.org/denverstyleguide/formValidation.aspx
http://alistapart.com/article/sensibleforms
http://alistapart.com/article/sensibleforms


 

Indicators 
Indicators are an important part of helping users through an online interaction. They should 

warn users before making a final, permanent choice such as deleting a record, erasing, or 

clearing input fields, or submitting a payment. 

• Alerts: Alert box wording is critical to helping users complete tasks successfully. Alerts 

are even more helpful in guiding them away from mistakes. For error messaging, avoid 

using error codes like. "Cannot do such-and-such properly error : 321." Users don't care 

about error codes, nor do they convey anything meaningful or useful to the average 

person. So, to put it frankly, be precise and brief about the error or alert in your 

message. The alert title should immediately convey the nature of the problem and the 

body of the message should properly explain it.  

• Emphasis: Emphasis blocks are similar to alerts but used more for notifications to relay 

important or related information to the viewer 

 

• Labels: Indicator labels are great for dashboards, administrative screens, and user 

profile pages where users may need to be alerted to the state of a particular record, or 

some action they need to take.  

• Badges: Badges also make for great indicators on dashboards, administrative screens, 

and user profile pages where the number of records or changes may be of interest to 

users.  

Progress bars 
Progress bars help keep users from abandoning their session while data loads in the 

background of an app. Progress bars should be combined with a dialog that indicates 

approximately how much longer a user will have to wait for a given event to be completed.  



 

Metadata for SEO  
(Search Engine Optimization) 

Metadata 
Metadata applies to web-based sites and applications. It consists of page title and the meta 

description which is usually included on the backend or part of a content management system 

field. The metadata is what helps search engines find and tag your content, so making this 

information as relevant and succinct as possible will help boost your SEO. 

Page Title 

This is what shows up as the H1 heading title of your created page/application, navigation name 

on the website where applicable, browser tab, and in search engine titles. Maximum of 70 

characters allowed. If you feel your titles or descriptions are too long, use the SERP generator 

to test and adjust your metadata. 

How it appears in search engines: 

 

a. Formatting Page Titles: When adding a page title, it should be relevant to the content of 

the page. When possible, use qualifiers for titles that would appear sitewide (i.e., Board 

of Ethics News, Board of Ethics Contact, etc.) to keep common page titles separated by 

agency/department. 

Meta Description 

Descriptions give a bit more detail about the content on your page and should include 

https://app.sistrix.com/en/serp-snippet-generator


 

keywords towards the front of the description. Search engine crawlers will often pull the 

description of your page from the first readable text in the body of the content. See description 

example above below the Page Title in the Search Engine Result screenshot. 

 

Meta Description Checklist 

• Keywords: Make sure your most important keywords for the web page show up in meta 

descriptions. Often, search engines will highlight in bold where it finds the searchers 

query in your snippet.  

• Length: Meta descriptions (the first readable sentence on your page) should be no 

longer than 160 characters in length. Any longer and search engines will chop the end 

off. So, make sure any important keywords are near the front. 

• Write legible readable copy: Keyword stuffing your meta description is bad and doesn’t 

help the searcher as they’ll assume your result leads to a spammy website. Make sure 

your description reads like a normal, human-written sentence. Also, consider writing 

your sentence using words that translate well into Spanish, as this is highly important in 

our region. 

• Treat the meta description as if it’s an advertisement for your web page: Make the 

description as compelling and relevant as possible. 

• Do not duplicate meta descriptions! As with title tags, the meta descriptions must be 

written differently for every page. Google may penalize you for mass duplicating your 

meta descriptions. 

• Don’t include double quotation marks: Any time quotation marks are used in the meta 

description, Google cuts off that description at the quotation mark when it appears on a 

SERP (search engine results page). To prevent this from happening, your best bet is to 

remove all non-alphanumeric characters from meta descriptions. If quotation marks are 

important in your meta description, you can use single quote marks (‘‘) rather than 

double quotes (““) to prevent truncation. 



 

• Heads up! Search engines won't always use your meta description: In some cases, 

search engines may overrule the meta description specified in the HTML of a page. It is 

somewhat unpredictable as to when this happens, but it often occurs when Google 

doesn't think the existing meta description adequately answers a user's query and 

identifies a snippet from the target page that better matches. 

Vanity URLs & Domains 
 

Why Request a Vanity URL or Domain Redirect?  

First and foremost, vanity URLs and domain redirects are intended for direct response tactics in 

the offline world to drive users online. This could be direct mail, traditional advertising, out of 

home, radio, and TV. You want to track which offline tactics are driving the most traffic, and 

different URLs can do that.  

Vanity URL 
A vanity URL is a unique web address that is branded for marketing purposes. Vanity URLs are a 

type of custom URL that exists to help users remember and find a specific page of your website. 

Therefore, your vanity URLs should be easy to remember, use, and share. A denvergov.org 

website vanity URL starts with our denvergov.org domain and appends a ‘/vanityhere’. A 

perfect example is http://www.denvergov.org/housingguide.  

Domain Redirect  
Domain redirects, also known as Web address forwarding, allows you to redirect one or more 

domain names to a single Web address. When a domain is set to forward visitors to another 

website, the domain's name does not stay in the web browser's URL bar. Example: 

www.denvervotes.org redirects to → https://www.denvergov.org/content/denvergov/en/denver-

https://www.denvergov.org/Community/Housing/Housing-Homelessness-Guide
https://www.denvergov.org/content/denvergov/en/denver-elections-divison.html


 

elections-divison.html.  

We prefer to manage all vanity and domain URLs through technology Services. This allows us to 

keep track of renewals and updates more easily. If you need a vanity URL or custom domain, 

please request this through Marketing Services. 

 

  

https://www.denvergov.org/content/denvergov/en/denver-elections-divison.html


 

Social Media and SMS 

Abbreviations and Acronyms  
An acronym is a word formed from the first letter or letters of a series of words: laser (light 

amplification by stimulated emission of radiation). An abbreviation is not an acronym.  

Tips for Abbreviations and Acronyms 

1. A few universally recognized abbreviations are required in some circumstances. Some 

others are acceptable, depending on the context. But in general, avoid alphabet soup. 

Do not use abbreviations or acronyms that the reader would not quickly recognize.  

2. Avoid abbreviations and most acronyms in headlines, except those that are widely 

recognizable (Example - FBI, EU, US, CIA, IRS, NASA, NATO, COVID).  

3.  Do not follow the full name of an organization or company with an abbreviation or 

acronym in parentheses or set off by dashes. If an abbreviation or acronym would not 

be clear on second reference without this arrangement, do not use it.  

4. Names not commonly before the public should not be reduced to acronyms solely to 

save a few words.  

5. Many abbreviations are desirable in tabulations and certain types of technical writing. 

See individual entries.  

Additional Examples from the AP Style Guide 

• Before a Name: Abbreviate titles when used before a full name: Dr., Gov., Lt. Gov., Rep., 

the Rev., Sen. and certain military designations listed in the military titles entry.  

• After a Name: Abbreviate junior or senior after an individual’s name. 

Abbreviate company, corporation, incorporated and limited when used after the name 

of a corporate entity. See entries under these words and company names. In some 

cases, an academic degree may be abbreviated after an individual’s name.  

• Dates or Numerals: Use the abbreviations A.D., B.C., a.m., p.m., No., and abbreviate 



 

certain months (Jan., Feb., Aug., Sept., Oct., Nov., Dec.) when used with the day of the 

month.  

o Right: In 450 B.C.; at 9:30 a.m.; in room No. 6; on Sept. 16.  

o Wrong: Early this a.m. he asked for the No. of your room. The 

abbreviations are correct only with figures.  

• Numbered Addresses: Abbreviate Avenue, boulevard, and street in numbered 

addresses: He lives on Pennsylvania Avenue. He lives at 1600 Pennsylvania Ave.  

• States: The names of certain states and the United States are abbreviated with periods 

in some circumstances.  

• Capitalization and Periods: Use capital letters and periods according to the listings in 

this book. For words not in this book, use the first-listed abbreviation in Webster’s New 

World College Dictionary. Generally, omit periods in acronyms unless the result would 

spell an unrelated word. But use periods in most two-letter abbreviations: U.S., U.N., 

U.K., B.A., B.C. (AP, a trademark, is an exception. Also, no periods in GI, ID and EU, 

among others.) In headlines, do not use periods in abbreviations, unless required for 

clarity.  

o Use all caps, but no periods, in longer abbreviations when the individual letters 

are pronounced: ABC, CIA, FBI.  

o Use only an initial cap and then lowercase for abbreviations and acronyms of 

more than five letters, unless listed otherwise in this Stylebook or Webster’s 

New World College Dictionary. 

Content guidelines 

• Mirroring voice guidelines: 

• Our city benefits when we use social media to do good work. Social media is fun, and we 

should have fun using it, but our mission to help people should always be evident. Post 

relevant and helpful content up to a few times a day; excessive or off-topic social media 

activity can create the appearance that someone is wasting time and tax dollars.  



 

• Your voice should communicate that the department is friendly and approachable. 

Write like a human. Don’t get sucked into using legalese. Use words you would use in a 

conversation. If your writing sounds robotic or overly formal, you may not be credible to 

your target audiences. But try to avoid slang, and never be sarcastic. Remember that 

you are communicating with other adults —use exclamation points sparingly. 

These social media style guidelines ensure consistent experiences across all city social media 

accounts. The guidelines outlined below distinguish Denver’s brand on social media and 

guarantees the tone and appearance of all social media content is consistent and aligned with 

the city’s brand personality.  

It’s essential that our followers recognize the city from one channel to the next, and that we 

build trust with followers by presenting consistent brand messaging across all channels. 

A detailed overview of the City of Denver’s brand guidelines can be found at 

denvergov.org/marketing. The city’s brand guidelines dictate how to use the Denver D logo and 

properly present the City and County of Denver’s visual identity. 

Social Media Profiles 

Naming Conventions  

“Denver” should always be included in the page name. Never use agency or department 

acronyms within the page name. Page @handles have more flexibility depending on their 

availability. @Handles should always include “Denver”.   

Global Accounts 

• Facebook | City and County of Denver Government | @CityandCountyofDenver 

• Twitter | City and County of Denver | @CityofDenver 

• Instagram | City and County of Denver | @therealcityofdenver 

• YouTube | City and County of Denver  



 

• NextDoor | City and County of Denver | Naming Convention for Content Creators: 

Name, Title, Department/Agency, “City and County of Denver” 

Agency/Department-Level Accounts 

Page Name - “Denver Agency/Department Name” 

@DenverAgencyName OR @DenverAgencyAcronym if handle is too long.  

Profile Image 

Global Accounts 

Stacked Full-Color Reversed “Denver D” logo on a navy (#002D56) background   

 

Agency-Level Accounts 

Stacked Full-Color Reversed Agency/Department-Level logo on white (#FFFFFF). 

         

Cover Image 

Should feature a high-resolution image or graphic that illustrates your city agency/department’s 

core functions as they relate to Denver residents, as well as the City of Denver brand. Featured 

photos should include contextual or seasonal imagery that is specifically relevant to your 

agency or department.  



 

Bio/About 

Social media profiles should be consistent across all channels. This consistency helps improve 

our brand recognition and builds followers’ trust. The social media bio/about section should 

include these core elements: 

• Brief description of mission statement, and overview of services provided.  

• Contact information relevant to that department  

• denvergov.org or department’s short URL 

• For quick access to city services, visit pocketgov.com or dial 311. 

• “This page is not monitored 24/7” or “Account monitored M-F, 8-5.” 

• Link to the city’s current Privacy & Security Policy 

All city agency/department social media pages must reference the City and County of Denver’s 

global page (specific to that channel) via tagging the account.  

The messaging length may vary from platform to platform but should always include these core 

elements as the primary message.  

Disclaimers 

When possible, prominently display the following statement on all social media platforms that 

accept comments from the public: 

“The City and County of Denver encourages the use of its social media sites as a forum for 

discussion. However, all official city social media sites are moderated for appropriate content. 

While comments will not be edited by city personnel, the following types of comments may be 

hidden or deleted: 

• Obscene, threatening, or harassing language 

• Personal attacks or threats of any kind 

• Offensive comments that target or disparage any ethnic, racial, age, or religious group, 

https://www.denvergov.org/content/denvergov/en/city-of-denver-home/privacy-policy.html


 

gender, sexual orientation, disability status, genetics, and economic status 

• Spam or promotion of services, products, or political organizations 

• Comments advocating illegal activity or including the posting of material that violates 

copyrights or trademarks of others 

• Defamatory, libelous, or malicious speech 

• Release of confidential information that may compromise the safety, security, or 

proceedings of public systems or any criminal or civil investigations 

• Comments engaging in political activity including advocating for the election or defeat of 

any individual to elected public office or promoting the passage or defeat of any ballot 

question or measure  

Keep in mind that all your posted comments are public records and subject to disclosure. 

The City and County of Denver’s use of external social media is provided as a public service. The 

City and County of Denver disclaims liability for ads, videos, promoted content or comments 

accessible from any external web page. The responsibility for external content or comments 

rests with the organizations or individuals providing them. Any inclusion of external content or 

comments on social media sites does not imply endorsement by the City and County of Denver. 

Read the City of Denver’s Privacy and Security Policy at Denvergov.org/privacy.” 

Verification 

All approved City of Denver social media accounts should strive to secure verified status across 

all channels to avoid confusion during a critical emergency management incident and improve 

the overall resident experience on social media. Impersonation and parody accounts are 

common in the government space and can cause much confusion and frustration among the 

community.  

Hashtags 

The City of Denver strategically uses appropriate hashtags whenever possible to improve the 



 

reach of our posts and to drive engagement for a specific topic, initiative, or event. Hashtags 

are used as search terms for specific topics, allowing users to access posts from accounts they 

don’t already follow.  

DMMS recommends using hashtags campaigns served up through the city’s existing and most 

prominent/highly followed accounts rather than creating new accounts. The results of hashtag 

campaigns can be tracked and monitored through social media management software.  

Branding 

Visual content rules in the quick-scroll world of social media. Consistency across all social media 

platforms and accounts is crucial to the city’s brand. When sharing content on social media, 

always incorporate Denver’s branding (font, colors, logos) when possible and use professional, 

high-quality images and graphics relevant to Denver. Remember to optimize all content 

(photos, graphics, video) specific to each social platform.  

Images & Photography 

Don’t skip on visual aesthetic and place high value on visual composition and consistency when 

developing content. Before posting a photograph on social media consider the follow: 

• The city must own the copyright or have a license or written/electronic consent to use 

the photograph and should always credit the photographer.  

• Photos featuring an identifiable individual require the completion of a photo consent 

form for this individual. Photo consent forms must be retained and stored. 

• Stock images should be used sparingly on social media. Select stock photography that 

doesn’t look like stock photography. The less staged the image the better.  

• When in doubt, contact DMMS with questions or assistance finding the right image.  

Visit Sprout Social’s (Always Up-To-Date) Image Sizes Cheat Sheet for recommended images 

dimensions for optimization across each platform.  

https://docs.google.com/spreadsheets/d/1IpTYTTMJLcSXcPDtW9zSbPBHQyRdrLfKERohGIIkE_Q/edit#gid=1990145635


 

Video 

Video is one of the most powerful forms of content on social media. Not only do people find 

videos more engaging and memorable than text and image, but social posts with video see, on 

average, 48 percent more views and generate significantly more shares than other types of 

content. Before you start shooting, here are some important things to consider: 

• What is the goal of your video? What do you want your viewers to walk away with? 

• What is the story you are telling? Video without a story falls flat. You will need to think 

about how you will shoot your story and how much editing will need to be involved. 

• Is the video something you would want to watch? If you think your video is boring, 

unattractive, or unengaging, your audience will feel the same way. 

• Consider your location. What is in the background? Is the location too noisy? 

• Is it necessary to collect releases from your subjects or people passing through in the 

background? A location release will suffice for most of your videos. DMMS can provide 

location releases that can be posted in public locations. 

• Lighting can be very important, especially for interviews and testimonials. This tutorial 

from Video School Online covers Three-Point Lighting in detail. 

• Eighty-five percent of videos on social media are consumed without sound, so it is 

equally important to consider how your video translates to people watching your video 

on mute. 

Visit Sprout Social’s (Always Up-To-Date) Video Specs Cheat Sheet for recommended video 

specs for optimization across each platform. 

Submitting Video for YouTube 

Our preferred video format for web is YouTube embed. If you have a video that you would like 

to add to our YouTube account for your web page, or to promote on social, please include the 

below information in your request: 

https://www.videoschoolonline.com/three-point-lighting/
https://docs.google.com/spreadsheets/d/1xeGxDu54R-Pn4f5CHuaYE1slsfO29-om89lkUkU0VOg/edit#gid=0


 

For each video upload, we will need the video files, and all elements listed below. You can 

provide the video files via our SharePoint platform, or Proofpoint FTP – whatever you are 

comfortable with, if I have download permissions.  

For each video upload to YouTube, we will need: 

1. A unique and interesting video thumbnail in 16:9 format for each video (1280 x 720px 

with a size limit of no larger than 2MB). The best thumbnails are eye catching, and give 

viewers an understanding “at a glance” about the context of the video. 

2. A video title that is unique to each video. 

3. A thorough video description for each video that includes any links back to related 

denvergov.org pages for more information. This provides the audience an idea of the 

content covered in the video and can be delivered directly from YouTube.  

a. We ask people to look at this Short Term Rental Advisory Committee upload for 

an example of what a good meeting or training video description looks like. 

4. A comma separated list of keywords that will help the audience search for your videos; 

Keywords such as events, permits, permitting, park, booze, alcohol, vendor, sales, etc.  

a. Note that there is a limit to the number of keyword tags that can be applied to a 

video, but it is a high limit (around 5,000 characters) so feel free to include 

tangential search terms. These keyword tags are not visible, but they 

dramatically increase your SEO (search engine optimization. 

We will either upload individual videos for you or will organize your videos into a playlist if you 

have reason to upload more than one as part of a series. Please let us know if the video(s) will 

be part of a new or existing playlist, or just a standalone video upload. 

In the case of wanting a playlist we will also need you to also provide: 

1. Playlist title 

2. Playlist description – this is more high-level than the video descriptions 

https://www.canva.com/create/youtube-thumbnails/
https://youtu.be/Xski4P3NM1U


 

 

For an example of best practices for videoes and a video playlist, please view our “I Am Denver” 

playlist as an example. Our Chicanas of Denver playlist also has a good playlist description.  

https://www.youtube.com/playlist?list=PLRNWh80X1hANe9ALXYpJf5J7wWm-20QuM
https://www.youtube.com/playlist?list=PLRNWh80X1hANe9ALXYpJf5J7wWm-20QuM
https://www.youtube.com/playlist?list=PLRNWh80X1hANFG97iU8uKP5MBdvl0Cz4p


 

E-Marketing (Email) 
The following guidelines should be followed as you customize your messages.  

Content 
• Focus your message: Some of the most effective emails have one clear message. If you have 

multiple messages to send, try breaking them up into a series of emails. 

• Be concise: Reduce the length of your email until you can simplify no more. 

• Create a hierarchy: Put the most important information first for people who are short on time. 

• Break it up: Use headings and bulleted lists to divide content into sections that are easy to 

understand. This helps scanners and skimmers. 

• Link out: If you have a lot of information to convey, link to a page on your website (or someone 

else's website) where subscribers can learn more. 

• Utilize your preheader 

Layout 
• Organize for quick reading: Most people spend less than 15 seconds reading marketing emails, 

so keep it short and sweet, prioritizing your content from top to bottom. 

• Make room: Use plenty of white space to give your content some breathing room and make 

your design more approachable. 

• Define your sections: If your email features different types of content, clearly define sections by 

using dividers or borders. 

• Let your content dictate your layout 

Headers and Footers  
During the onboarding phase, the Marketing Cloud team will create a custom header and footer for your 

department or agency using the approved, brand compliant logo already created. Be sure to request 

your footer during the onboarding process. Footers will differ when sending internal versus external. 



 

 Standard Header Example   

 

 Standard Footer Example   

 

 Colors for content blocks 

RGB HEX Code Color 

RGB: 255, 255, 255 #FFFFFF  

RBG: 237, 237, 237 #EDEDED  

RGB: 224, 224, 224 #E0E0E0  

RGB: 153, 153, 153 #999999  

RGB: 88, 89, 91 #58595B  

 



 

RGB HEX Code Color 

RGB: 0, 150, 214 #0096D6  

RBG: 0, 115, 201 #0073C9  

RGB: 0, 85, 150 #005596  

RGB: 0, 45, 86 #002D56  

Font Size, Line Height, and Color 

• H1 header 

o Family: Arial (700) 

o Size: 32px 

o Line height: 40px 

• H2 header 

o Family: Arial (700) 

o Size: 20px 

o Line height: 24px 

• H3 header 

o Family: Arial (700) 

o Size: 16px 

o Line height: 20px 

• H4 header 

o Family: Arial (700) 

o Size: 14px 

o Line height: 18px 

• Body large 

o Family: Arial (700) 

o Size: 16px 

o Line height: 24px 

• Body medium 



 

o Family: Arial (700) 

o Size: 14px 

o Line height: 20px 

• Body small 

o Family: Arial (700) 

o Size: 12px 

o Line height: 17px 

• Text link 

• Family: Arial (700) 

o Size: 12px 

o Line height: 15px 

o Underlined 

o Color: #005596 

  



 

Video Production Guide 
Video can be an effective and powerful way to share a message. When executed well, the visual 

style of a video can help evoke emotions and create connections with an audience. To maintain 

the City and County of Denver’s identity and branding, certain standardized aspects of video 

production should be implemented when creating content. 

Standards & Technical Requirements 
Video content is an essential part of communication as the public’s need for content continues 

to grow. When producing content, either as an individual or a department, it’s important to 

keep a consistent message that reflects, and properly represent the values and position of the 

City and County of Denver. The same care given to a press release, should be applied to video 

content when directly speaking to the general public. 

 



 

Video Production (Best Practices) 

Planning 

Begin by generating a creative brief and layout your idea. Creative briefs are documents used 

by designers, writers, artists, and agencies of all kinds in the production of everything from 

graphic design and copy to websites and commercials.  

Project Background and Objectives 

Start by describing why you’re producing the video in the first place. Try to avoid ‘fuzzy’ words 

here, like “to educate”, “to inform”, or even to “increase awareness”. Instead, focus on changes 

in behavior which can be measured. What would happen because of “increased awareness”? 

Target Audience 

If everyone is our audience, then nobody is! It’s best to focus on one primary audience per 

video. 

Key Messaging 

Your key message(s) should be stated from the perspective of those you’re trying to influence. 

The goal should be to define one key message per audience. If you’ve more than one key 

message, it again might be a sign that you need to produce more than one video. 

How and Where the Video will be Distributed 

Videos should be contextual and platform-specific, whenever possible.  

The call-to-action should be relevant.  

Scripting several slight variations of the same video for each intended platform can be a very 

cost-effective way to maximize the results of your video. 



 

Tone of Voice 

It can be difficult to put this into words, which is why we’ll often ask for examples of any similar 

videos you’ve seen that you like – or don’t like – to use as a reference for a video’s the style and 

tone, along with any branding guidelines that might exist. 

Any Mandatory Elements 

Any non-negotiables should be included here, like the department’s logo, tagline – anything 

that absolutely needs to be in the video. You could also describe anything that should be 

avoided, like terms that might be off-putting for your audience. 

Timeline 

How soon would you like to get started? Is there a specific deadline? How many rounds of 

revisions and approvals will be necessary? 

Budget 

At this stage, a specific budget should have been allocated for the project. If you’re still in the 

budgeting phase, it might be helpful to work with a video production partner or consultant you 

trust to help establish a realistic budget for the project. The creative team will need to be aware 

of any financial constraints in determining an approach for the project. 

Approval Process 
It’s important for a video producer to know what the approval process will be so that a realistic 

timeline can be created. The more people involved – you guessed it – the longer things can 

take, and you should avoid design by committee at all costs. You’d also want to consider any 

planned vacations of any key stakeholders which could hold up the process. 

It tends to work best when working with a video production agency to have one central point 

of contact to represent the client. Their job will be to collect feedback, ensuring that none of it 

is conflicting while managing expectations from their entire team. 

http://videoforbusiness.ca/


 

Plan out what you want to see. If you have the ability, storyboard out the shoot, it’s a terrific 

way to map out the ideal visuals for each scene.  

Interview Transcription 
Once an interview has been recorded, get it transcribed. Transcription is used to highlight key 

speaking points, while reviewing the full context of the interview.  Isolating an interview “bite” 

can reinforce script messaging. Cost is incurred to have it sent out for transcribing. 

Example:  

Voice Over: “Denver’s parks provide the best outdoor recreational space in the city.”  

Park Attendee: “I love Denver parks. It’s the best outdoor escape, while in the city.” 

Perform Quality Testing 
Always check video quality before distributing it to the public. “Fresh eyes” can detect, bad 

edits, misspellings on graphics, or highlight errors with the material, or content.  

Is the text correct, and easy to read?  Are the interviewees easy to hear and understand? Is the 

video quality acceptable when uploaded to social media platforms? Does the video look good 

across all platforms, especially mobile devices? 

Ensure Copyright 
Videos must be free of any copyrighted material unless permission is granted and documented. 

This includes popular music, clips from movies, TV, streaming programs, licensed photos, and 

artwork. Should another company claim the rights to any piece of content you want to use, a 

license, or release, is required by the City and County of Denver.  

Essential Requirements 

Videos must have “right of use” (RTU). Make sure all rights to video content, including talent, 



 

interviewee, music, and pictures are cleared for use.  

Be aware of copyright on any multimedia (audio or video) used in any video you may wish to 

pull content from. Presenters often use slides of copyrighted images, or maps that are fine for 

educational use, but may not be used for promotional purposes.  

Consent must be given by interviewees, either in written form, or on camera. An interviewee 

must give permission to use said interview, and their likeness, in perpetuity across all platforms, 

for all time. 

(Link to printable video release) 

Video Accessibility 
As a public institution, the City and County of Denver is legally required to make all our digital 

resources accessible. This includes ensuring that our videos work for those with visual and 

hearing impairments. 

Descriptive Transcripts 

Providing descriptive transcripts is an industry best practice and should include visual 

information that is needed to understand the content for people who are both deaf and blind. 

Closed Captioning 

Also called “subtitling” is an on-screen/visual transcription of the audio portion of the video. 

Many video platforms, such as YouTube, offer automatic captioning, but it’s important to 

review and address any errors in the automatic captioning before going public. You can also 

create an srt. file, and upload it with the video asset on most platforms to ensure captioning is 

completed without any errors. 

Be sure to: 

1. Accessible captions: Include accessible captions that are equivalent to the spoken words 



 

and other audio information. Review and edit captions so that they are accurate. 

2. Speaking roles: Include speaking roles for videos with multiple speakers such as 

“Speaker 1”, “Narrator”, or the speaker’s actual name 

3. Experiential sounds: Identify relevant sounds in your captioning that have an impact on 

the story or meaning of the onscreen content (e.g.- large explosion, audience clapping, 

etc.) 

4. Music and songs: Include the words to any song and/or description of a song playing in 

your captions. You can indicate the song and singer/band as well. 

5. Don’t include the kitchen sink: Captions should not include every word or sound effect 

where the pace of a video sometimes makes it impractical or the information is already 

displayed on screen (e.g., text in a PowerPoint slide). 

Readability 

Any copy must be easy to read while on screen. Keep these factors in mind when producing 

content. 

• Font Size: Must be legible. Many consume video on mobile devices, so always test your 

videos on a smartphone to ensure copy can be read on a small screen. 

• Contrast: Make sure there’s proper contrast between the text and the background.  



 

 
 

Technical Standards 

• Aspect Ratio: Recommended aspect ratio = 16:9 

• Video Format: 

o Preferred file types to upload to YouTube:  

▪ Quicktime (.mov)  

▪ MPEG (.mp4) 

• Resolution: High Definition (HD) video at either 1920x1080 or 1280x720 

• Video Codec: H.264 

• Frame Rates:  

o Broadcast - 29.97fps 

o Online - 24fps / 25fps 

 



 

 

Video Specifications: Across Platform 

Visit Sprout Social’s (Always Up-To-Date) Video Specs Cheat Sheet for recommended video 

specs for optimization across each platform. 

Social Media Video Specifications 

Facebook Video Specs 

• Recommended video dimensions 1280 x 720 for Landscape and Portrait. 

• Minimum width is 1200 pixels (length depends on aspect ratio) for Landscape and 

Portrait. 

• Landscape aspect ratio is 16:9. 

• Portrait aspect ratio is 9:16 (if video includes link, aspect ratio is 16:9). 

• Mobile renders both video types to aspect ratio 2:3. 

• Max file size is 4GB 

https://docs.google.com/spreadsheets/d/1xeGxDu54R-Pn4f5CHuaYE1slsfO29-om89lkUkU0VOg/edit#gid=0


 

• Recommended video formats are .MP4 and .MOV. 

• Video length max is 240 minutes (45 minutes if uploading in Sprout). 

• Video max frames 30fps. 

Facebook’s 360 Video 

• The resolution and aspect ratio depends on the type of content: 

o Monoscopic: 5120 x 2560 maximum, aspect ratio 2:1 

o Stereoscopic: 5120 x 5120 maximum, aspect ratio 1:1 

• Recommended max file size is 10GB. 

• Recommended video formats are .MP4 and .MOV. 

• Video length maximum is 30 minutes. 

• Recommended framerate is 30 fps. 

Instagram Video Specs 

• Minimum resolution for all formats is 1080 x 1080 

• Allowed horizontal pixel resolution is 1920 

• Multiple aspect ratios are supported: Landscape aspect ratio is 16:9, square aspect ratio 

is 1:1, vertical aspect ratio is 4:5. 

• Max file size for all formats is 4GB 

• Allowed video formats are .MP4 and .MOV. 

• Allowed frame rate is 23 to 60 FPS. 

• Video length is 3 to 60 seconds. 

• Maximum data rate/bitrate for posting through Sprout: 5 Mbps (Megabytes per second) 

• Character Limits 

o Primary text recommendation: 125 characters. 

o Maximum number of hashtags: 30 

https://facebook360.fb.com/?ref=fbb_ads_guide_video


 

TikTok Video Specs 

• Recommended resolution: 1080×1920 

• Aspect ratio: 9:16 recommended to fill a standard mobile phone screen (1:1 with 

letterboxing) 

• Length: 15 seconds recorded in-app, 60 seconds in-app (4 sections of 15 seconds), or 

over 60 seconds when uploaded from another source 

• Maximum file size: 287.6MB 

• Video formats: MP4 or MOV recommended 

Twitter Video Specs 

• Recommended resolutions are 1280×720 (landscape), 720×1280 (portrait), 720×720 

(square). 

• Aspect ratios recommended at 16:9 (landscape or portrait), 1:1 (square). 1:1 is 

recommended as the best route for rendering across devices with the best output. 

• Max file size is 512MB. 

• Recommended video formats are .MP4 for web and .MOV for mobile. 

• Video length max is 140 seconds. 

• Recommended frame rates are 30 or 60 fps. 

• Character Limits 

o Maximum count: 280 characters. 

Snapchat Video Specs 

• Recommended dimension is 1080 x 1920. 

• Aspect ratio is 9:16. 

• Max file size is 32MB. 

• Accept video formats are .MP4 and .MOV. 

• Video length is between 3 and 10 seconds. 

• Long-Form Video 



 

• Recommended dimension is 1080 x 1920. 

• Aspect ratio is 9:16 or 16:9. 

• Max file size is 1GB. 

• Accept video formats are .MP4 and .MOV. 

• Video length is 3 to 180 seconds. 

YouTube Video Specs 

• Recommended dimensions:  

o 426 x 240 (240p) 

o 640 x 360 (360p) 

o 854 x 480 (480p) 

o 1280 x 720 (720p) 

o 1920 x 1080 (1080p) 

o 2560 x 1440 (1440p) 

o 3840 x 2160 (2160p). 

• Aspect ratio is 16:9 (auto adds pillar boxing if 4:3). 

• Max file size is 128GB or 12 hours, whichever is less. 

• Accepted video formats include: .MOV, .MPEG4, MP4, .AVI, .WMV, .MPEGPS, .FLV, 

3GPP, and WebM. 

• Video length max is 12 hours. 

YouTube Shorts 

• Recommended dimensions:  

o 240×426 (240p) 

o 360×640 (360p) 

o 480×854 (480p) 

o 720×1280 (720p) 

o 1080×1920 (1080p) 



 

o 1440×2560 (1440p) 

o  2160×3840 (2160p) 

• Aspect ratio is 9:16. 

• Video length is 60 seconds max. 

• Accepted video formats include: .MOV, .MPEG4, MP4, .AVI, .WMV, .MPEGPS, .FLV, 

3GPP, and WebM. 

• Music from the YouTube music library is limited to 15 seconds. 

• Title character limit: 100 characters max. 

To learn more about submitting videos to be uploaded to YouTube, see our video section under 

the Social Media guidelines. 

 

Pinterest Promoted Video Specs 

• Standard video recommended aspect ratio: 1:1 (square) or 2:3, 4:5 or 9:16 (vertical) 

• Max width video required aspect ratio: 1:1 (square) or 16.9 (widescreen) 

• Max file size is 2GB. 

• Acceptable video formats are .MP4 and .MOV. 

• Video duration is 4 seconds to 15 minutes (for ads, the platform notes that 6-15 seconds 

are optimal). 

• Character Limits 

o Title: Up to 100 characters. 

o Description: Up to 500 characters. 

Videography  
There is a lot to consider when shooting video. From equipment, to lighting, dressing the 

background, and recording audio. Many standards have relaxed with the introduction of the 

cell phone, but there are essential steps to consider when producing a video for the City and 



 

County of Denver. 

Frame Rates 

Whether shooting on an iPhone, DSLR Camera or top of the line equipment, frame rate is the 

speed in which video is recorded. (fsp = Frames Per Second) Movies are shot at 24fsp, while 

most broadcast TV uses 29.97fsp as a standard, and online content can range from 18fsp to the 

highest rates available. It’s important to establish frame rate and keep it consistent throughout 

your project.  

For the City and County of Denver, 29.97fsp, or higher, should be the standard for any video 

project.  

Consistency in frame rates is essential. Mixing lower frame rates with higher frame rates, within 

a single project will create unexpected playback issues.  

Shot Framing 

1. To ensure your video looks professional, requires good framing.  

2. The interviewee, or subject framing should adhere to the rule of thirds, meaning that 

the subject’s eyes should be placed 1/3rd of the way down the frame, and 1/3rd of the 

way to the left or the right of the frame.   

3. Lock the camera on a level tripod, to provide a stable shot, and to avoid an uneven 

frame.  

4. Make sure the subject is in focus, do a “white balance,” and that exposure is correct.  



 

 

Example: 1/3rd rule 

On-Camera Interviews 

Content produced should have engaging people wherever possible, answering in a confident, 

clear, and positive manner. Encourage your subject to relax, let them know they can start and 

stop again anytime they feel they have lost focus in their answer. Ask open questions to avoid 

“Yes” or “No” answers. It is recommended, that either a pre-interview be conducted to “Fact 

check” questions, or that a subject expert be consulted to verify topic and verbiage required.   

 

In addition, prompt interviewee to give an answer with the question in it. Example: If the 

question is, “What is your name?” the answer would be, “My name is…”. This helps make an 

edit easier. 



 

Clothing 

Anyone on camera should have suitable clothing and avoid wearing designs with distracting or 

potentially offensive slogans. Certain fabric patterns, or fine weaving, can create a moiré 
pattern in camera.  

 

Figure 1 Samples of visually distorting clothing materials 

• Moiré pattern creates visual distortion and false color in camera. 

• Branding on clothing should be kept to a minimum. 

Background 

Ensure the setting for the interview makes sense for the subject being discussed. City planner 

discussing future projects, should be in his office with a drafting table in the background. The 

background should be dressed to keep the shot clean of clutter, discard jackets, or coffee cup, 

and avoid any objects in background protruding out of the head of the subject. 



 

 

Figure 2 Samples of a neutral lighting effect and a blurred location background that creates a 
compelling background option 

 

Figure 3 Sample of a distracting background effect 

Lighting 

Make sure that any subject is properly lit. Use natural light to your advantage. Avoid shooting 

into windows or the sun except for stylistic reasons. 

There probably is no more important aspect to looking good on camera than lighting. 

If you need a little help with your lighting, there are plenty of tools around the house to help 

with the all-important “fill Light” placed off camera and in front of subject. A fill light will do just 



 

that, fill your face with light and give the public a nice look at you. Careful not to have the light 

to intense, or “Hot,” or you will be Overblown.  

 

Figure 4 Professional Lighting Setup 

 

5 Combo: Natural and Artificial Light. 



 

 

6 Natural Light 

Shot Types 

To help tell your story additional video may be required. Make sure to include a variety of shots: 

establishing shots, close-up shots, medium shots, wide shots. Try and avoid shaky footage. All 

these shots should be relevant to what the interviewee is talking about and should be used to 

help convey information about the topic being covered.  

 

7 Establishing Shot 



 

 

8 Close Up Shot 

 

9 Medium Shot 

 

10 Wide Shot 



 

Audio: Gathering and Mixing 

• Interviews/ voiceovers: To ensure a high quality of sound, use lavalier or a 

unidirectional microphone. Sometimes ambient noise cannot be helped, especially 

when outdoors or at large events or gatherings, but avoid using an omnidirectional 

microphone unless you’re in a quiet space.  

• Decibel range: Do not have audio peaking at 0db. Audio peaks should be between -3 

and -8db, or down to -12db if needed. 

• Music: Background music should never overpower spoken words or distract from the 

subject. Avoid music with lyrics. Music must be copyright free or within the guidelines of 

fair use.   

Editing 

Some of the most popular video editing tools for beginners are After Effects, Adobe Premiere 

Pro, Avid Media Composer, Final Cut Pro, and DaVinci Resolve, which offers a free and 

comprehensive Lite version. You may also want to try Lightworks, Autodesk Smoke, and Sony 

Vegas, if you’re looking to try other less popular yet highly capable alternatives.  Some free 

video editing tools exist, like Apple iMovie, but they’re often less robust than paid options, offer 

only a few file formats, or have limited functionality. 

Video Learning & Tutorials 
YouTube, blogs, and educational websites are full of useful tutorials for creating great video 

content. Most of the tutorials you’ll find out there are free, which makes them even more 

accessible. Websites like Video Copilot, Skillshare, and Red Giant Tutorials offer lots of very 

specific tutorials to help you improve your video content.  

When following along with a tutorial, many new video editors prefer to use the same project 

files as the instructors in the tutorial. This will help you learn the steps correctly, because your 

work will look the same as the sample from the demo. 

https://www.adorama.com/avmcsoftendu.html
https://www.adorama.com/bmdvrsd.html
https://www.videocopilot.net/
https://www.skillshare.com/search?query=video%20editing&clickid=0K9Wbry2HxyLTfbwUx0Mo372UkEQZdywNRUaXg0&irgwc=1&utm_content=4650&utm_term=Online%20Tracking%20Link&utm_campaign=355903&affiliateRef=6595003&utm_medium=affiliate-referral&utm_source=IR
https://www.redgiant.com/tutorials/


 

Tell a Story 

One of the most important creative goals: to tell a great story. Go beyond the basics—cutting 

away extraneous footage and correcting the order of your clips—and take the opportunity to 

make your film aesthetically-pleasing and dramatically compelling. You can simply follow the 

storyboard used during filming, but there may be times when you have to decide to make on-

the-spot changes to the predetermined flow, scene transitions, effects, and other editing 

elements for the sake of improving the story. 

Efficient Workflow 

One way to improve your workflow is to organize your projects and files in folders that you can 

use again and again. Create homes for your projects, footage, audio files, images, and graphics, 

in which you can also create more subsections and folders. 

Important Editing Terms 

The video editing industry will require you to communicate with other video editors or clients, 

which means you’ll have to learn a lot of lingo. To those who haven’t heard of them, some of 

the terms used in video editing can be impossible to figure out without any research, which is 

why you’ll want to learn them early on. Basic concepts include the following: 

• Jump Cuts – Cutting out portions to skip boring or predictable moments and preserve 

visual interest. 

• J Cut – Audio precedes the video. 

• L Cut – Video precedes the audio. 

• Montage – Sequence of clips showing the passage of time, usually for a transformation 

or character development. 

• Cutting on Action – Cutting when the subject is moving instead of after each movement 

to create a more interesting and fluid scene. 

• Match Cut/Match Action – Cutting together two visually similar shots or scenes 



 

• Cutaways – Adding transition pieces that don’t include the main subject or action to 

show the surrounding environment and set the mood, add meaning to the scene, or aid 

dramatic tension. 

• Broll – Any supplemental video utilized to highlight aspects of a story. The footage can 

consist of historical content, downloaded materials (purchased or royalty free), 

department produced slides, Photos, and footage shot to support the story narrative 

and cover edits made in an interview.  

Video Issues to Avoid 

• Flash Frames – A single frame. Either at the start or end of a clip, or left in a sequence by 

mistake, which “flashes” for a moment. 

• Lip Flap – A failure in audio-video synchronization, so that a subject’s lips move but no 

sound is heard.  

• Bad Transitions - Often, an editor will place a transition between two clips. One of the 

clips will either be too short or too long. This problem will either expose a “flash frame” 

or briefly show black on screen during the transition.  

These are just a few, as there are certainly many other cuts and terms to learn. All you need to 

do is take the time to read and do your own research. 

Basic Color Correct 

Most editors do two things: color correction, to make sure that the colors of your footage are 

consistent in each scene, and color grading, to give your film a different look. Both are essential 

when you want most of your scenes to look as realistic as possible, or to differentiate certain 

scenes from others, such as when you use presets like sepia and monochrome on “flashback” 

scenes. 

Music 

Before you even think of using just any music, remember that the safest option is to get music 



 

from a royalty free music provider. You may be able to find free music, but the best audio 

usually comes at a price. If you’re doing a professional project, music is usually included in the 

production budget. 

Focus on your edit first, then find music that fits your edit. 

Text and Graphics 

Projects may include more text aside from the open or closing titles. You’ll usually want to keep 

it simple, with a clean and white sans-serif font that doesn’t grab too much attention. Have 

them dissolve in and out and see how it works for your film. Adobe After Effects is a popular 

choice for creating some of the best motion graphics. Additional training and professional 

designer may be required for more complex needs. 

Select a font and stick with it. Use it throughout your video for lower thirds, title cards and 

more. Pick a color palette and stick with it. Change your creative where it fits. If you find 

yourself saying, “but it looks cute!” it probably needs to be changed. 

Lower Thirds 

A lower third is a graphic overlay that is used to introduce and identify a subject featured in a 

video. It includes the individual’s name and title in a title safe area of the screen. 

The Lower third should be included on the subject’s first speaking appearance.  

Exceptions include: 

1. If the first scene of the interviewee is less than 2 seconds, wait until next, longer clip to 

introduce the subject, to give the viewer enough time to read and process the name and 

title. 

2. If the first scene is a close-up, wait to place the lower third on a medium or wide shot. If 

there are only close-up shots of the interview, it is acceptable to use a floating title.  



 

 

11 Lower Third placement in relation to Closed Captioning 

 

12 Floating Lower Third –  
Careful copy does not cover subject and be sure color contrast is addressed  



 

Lower Third Design Specifications 

 

Background Color: 

• Bright Blue 

• RGB: 0, 85, 150 

• Hex Code: #005596 

• Opacity: 100% 

Typography: 

• Font Color: White; #FFFFFF 

• NAME - Font: 40pt/54px Franklin Gothic Demi 

• TITLE – Font: 26pt/35px Franklin Gothic Book 

• Alignment: Left Justified 

Typography 

All video content should have Franklin Gothic Demi or Franklin Gothic Book as the font.  

Font  

All video content should have Franklin Gothic Demi or Franklin Gothic Book as the font.  



 

Incorrect Usage of Lower Third 

 
Virtual Meetings (some best practices) 

As we move forward, virtual meetings are now a staple of how we conduct business and 

represent our department, and the City and County of Denver. Here are some production 

points to consider when working in the online space and positioning your computer/camera. 

Lighting  

Lighting is essential to create a non-distracting presentation of yourself.  



 

Avoid sitting in front of a bright window or light source. Being “backlit” can cause the camera 

on your device to underexpose you and will create a dark silhouette.  

If you need a little help with your lighting, there are plenty of tools around the house to help 

create a “Fill Light.” Place the light off camera and in front of yourself. A fill light fills the 

subject’s face, your face, with light and allows the public to get a nice look at you. Careful not to 

have the light to intense, or “Hot,” or you will be Overblown.  

 

Background  

When on a video meeting, be intentional about what people see behind you. Keep a space that 

is simple and not distracting. Not everyone has the luxury to “dress” or set up the background, 

you can enlist one of the built-in virtual backdrops, or blur the space behind you. For most 

recordings, please try and avoid any personalized backgrounds.  

Example: Clean background. Good lighting. 



 

 

Camera Positioning  

Place your device so the built-in camera is at a height that it can then be angled slightly down at 

you. Think about the camera as being right at your hairline, and have it pointed down at your 

eyes. Nothing too extreme, but enough to give you the most flattering angle of view.  

Keep your position filling the frame. Don’t leave a lot of head room in the frame. Avoid having 

the camera look up your nose. Avoid being too close to the camera.  

Check that your camera isn’t set to a wide angle, to avoid a distorted picture.  

Camera 

Built in cameras on most devices range from excellent to being pretty much junk. Following the 

earlier steps can help minimize any issues you may have with the camera. 

Audio 

How you sound is essential. Please be aware of background noise when recording, or meeting 

in a virtual space. The built-in microphone on most devices will suffice. Buying new equipment 

is not necessary, but if you know your device has bad audio, you may want to purchase a 

microphone that works.  

Brand Standards 

As stated throughout this style guide, logo usage, typography, layouts, brand colors, etc., all 

apply to internally produced videos for the City and County of Denver as well. 



 

Digital Accessibility 
The City and County of Denver is committed to providing access to our electronic and 

information technology, including our web pages, for individuals with disabilities in accordance 

with Section 508 of the Rehabilitation Act. Section 508 requires us to ensure that persons with 

disabilities seeking information or services from us, have access to and use of information and 

data that is comparable to the access and use by persons who are not individuals with 

disabilities, unless an undue burden would be imposed on us. 

To meet this requirement, we are committed to creating web pages that meet or exceed the 

Section 508 standards, utilizing WCAG 2.1 Level AA guidelines and the Citywide Web Standards 

and Guidelines.  

Web requirements issued by the United States Department of Justice, and in accordance with 

508 compliance, for all public-facing digital experiences for the City and County of Denver must: 

• ADA Website Compliance 

All City employees and vendors who create public-facing web content, websites, 

applications, and other digital products are required to be 100% WCAG 2.0 Level AA 

compliant in all public-facing digital experiences. The city is required to perform/obtain 

automated accessibility testing and manual accessibility testing prior to launch and 

subsequently each year using approved testing tools and manual testers.   

• Validation, Review and Remediation  

Manual testing will be performed by certified third party vendors that notify the City 

when its digital experience is ready for City review and validation. The City will then 

validate, prior to launch and each term year thereafter, to confirm that the digital 

experience is compliant with the Guidelines. Manual testing of the contractor’s digital 

experience will be verified by the city with approved vendors and individuals of varying 

disabilities which shall include individuals who are blind, deaf, or hard of hearing, and 

who have mobility or dexterity limitations. Upon completion of all testing, a review will 

https://www.section508.gov/index.php
http://www.w3.org/TR/WCAG/


 

be performed by the city’s digital accessibility coordinator to confirm completion of all 

accessibility requirements.  

For more information on how to make your content accessible, please contact the city’s web 

team at webmaster@denvergov.org for assistance, resources, and training. 

mailto:webmaster@denvergov.org
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