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PURPOSE

Uprooted is produced by the UNC School of 

Media and Journalism’s International Project 

class.  It will shine a spotlight on stories of the 

Venezuelan migrant crisis in 2019 — not just 

about Venezuelans, but about the people 

receiving them in Medellin, Colombia.  Our goal 

is to provide objective information on the crisis 

that is easily digestible.

@uprootedunc



LOGO 

The purpose of this logo is to illustrate families fleeing, with no set destination in 
mind. Our stories are centered around the family unit,  we want to convey the themes 
of migration and refuge through our logo. 

The logo is featured in several different ways. On the website, the family asset is 
animated walking from right to left. It will also be presented on the header and footer 
of the website, on print materials, and on various social media platforms. 

The Purpose

Uses

UPROOTED



LOGO TYPES 

“Venezuelan Families Flee to 
Colombia” is the official tagline 
and will be shown at the bottom of 
the logo.

Tagline

For readability, the logo will be 
featured without the people in the 
header of the website.

Header

Footer
In the footer of the website, the logo 
will show the people asset at the left 
of the word. 

UPROOTED
PRINT

PRINT   SOCIAL MEDIA    WEBSITE

PRINT   SOCIAL MEDIA    WEBSITE



LOGO USE

UPROOTED

UPROOTEDLight 
Backgrounds

Dark 
Backgrounds

Family
The family must always be shown 
walking to the left and in red. No other 
alterations can be made. This also 
serves as the favicon for the site.

UPROOTED Dark 
Backgrounds



INCORRECT LOGO USE

UPROOTED Poor Contrast 
Background

UPROOTED Uncentered 
Text

UPROOTED Non-Black/White 
Text

UPROOTED Non-Red 
Family



COLORS

HEX #C70032
CMKY 0-78-58-22
RGB 199-0-50 

HEX #1457D3
CMKY 86-69-0-0
RGB 20-87-211 

HEX #FFFFFF
CMKY 0-0-0-0
RGB 255-255-255 

HEX #333333
CMKY 69-63-62-58
RGB 51-51-51

HEX #FBBC00
CMKY 2-28-100-0
RGB 251-188-0 

Bright, primary yellow draws attention to important 
information. Yellow, blue, and red primary palette plays off the 
flags of both Venezuela and Colombia. And street art in 
Medellín contains vivid colors that could be used as part of the 
visual identity. 



COLOR COMBINATIONS
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TYPOGRAPHY

Page Title
D-Din, Bold, 144pt

This is body text. Lorem ipsum 
dolor sit amet, consectetur 
adipiscing elit. Vivamus erat 
diam, accumsan ullamcorper 
porta a, fermentum hendrerit 
dui. Ut sit amet velit et turpis 
ornare pellentesque non quis 
elit.

Georgia, 18pt

Heading 1
D-Din, Bold, 48pt

Heading 2
D-Din, Bold, 32pt

Line-Height: 1.5 * (font-size)

Character Spacing: 0

“Pull Quote”
Playfair Display, Regular, 42pt

Universal Specs



ABOUT

Refugee

Family

Crisis

Migration

Borders

Mixing



OUR STORY

Current Poignant Clear
The crisis in 
Venezuela is ongoing, 
and the political, 
social, and economic 
facts surrounding this 
story may change 
frequently.

While evoking 
emotion through our 
stories we must not 
create sensationalist 
or fear mongering 
material.

A lot of factors go into 
this crisis and      
Colombia’s response, 
from oil dependency 
in Venezuela to drug 
warfare in Colombia, 
and we want to cover 
the details without 
being convoluted.



TARGET AUDIENCE

Middle to Upper-Middle Class and grew up in 
Venezuela but moved for better business 
opportunities. Feels settled in the U.S., but still worries 
for and misses family and friends in Venezuela.

Strongly engages with Venezuelan politics and current 
events, especially on social media (primarily Facebook, 
Twitter, and YouTube). 

Highly critical of outside perspectives on the situation 
in Venezuela, but voraciously consumes media that 
covers the crisis.

Feels satisfied with the portrayal of the 
situation and compelled to share it with his 
friends and family.

Desired Reaction

Juan Carlos
A Venezuelan Expat

Empathy

Education

Prior Knowledge



TARGET AUDIENCE

Lives in Medellín with her husband, young 
daughter, and mother-in-law.

Owns and works at a hair salon, where two 
Venezuelan women are part of her staff.

Privately feels some anxiety about the influx of 
Venezuelan migrants into her country.

Valentine
A Colombian Small 

Business Owner

Empathy

Education

Prior Knowledge

Drawn by the hometown appeal of the project; 
feels a growing sense of empathy, rather than pity, 
for Venezuelan migrants.

Desired Reaction



TARGET AUDIENCE

Junior, Political Science and Communications Major

Tries to read the news daily but mostly consumes 
headlines (eg. Skimm, NYTimes briefing). Big 
consumer of explainers, particularly video and 
interactive.

Strongly engaged on social media (Instagram, Twitter, 
Facebook). Primary device for media consumption is 
her iPhone. 

Interested in travel and learning about other cultures; 
studied abroad for a semester in Spain.

Maddie
A UNC Student

Empathy

Education

Prior Knowledge
Gains an understanding of a situation with which 
she was largely unfamiliar; may speak to friends 
and classmates about the project.

Desired Reaction



TARGET AUDIENCE

Strongly invested in US politics; interested in 
international relations. Moderate/centrist somewhat 
wary of US intervention in Latin American politics.

Keeps up with the news religiously on his laptop and 
phone but isn’t necessarily seeking out deep dives.

Frequent podcast listener (Pod Save America, 
FiveThirtyEight, The Daily).

Michael
A Politically Engaged 

American

Empathy

Education

Prior Knowledge

Increased awareness of the situation in 
Venezuela with a more nuanced understanding of 
its intricacies beyond the political and economic 
repercussions of the crisis on US politics.

Desired Reaction



WEBSITE GOALS

Responsive - optimized for both desktop and mobile

Progress Bar to track one’s place in the story

Social Media integration

Micro-interactons to create a modern and dynamic user experience



WEBSITE MENU



WEBSITE BUTTONS



MOBILE SITE

CB2027



SOCIAL MEDIA

The project’s voice on social 

should prioritize informing 

audiences in a way that’s 

accessible. Where possible 

and appropriate, include both 

English and Spanish copy. Be 

truthful and objective; always 

include pertinent details like 

names, dates, and other 

contextual information 

where appropriate.

#uprootedUNC
#mejo584

@uprootedUNC

SOCIAL VOICE

SOCIAL ASSETS

uprootedUNC@gmail.com 
To

Cc

Subject

Uprooted is the best!

Dear Uprooted Team, 

I am writing this email to let you 

www.uprooted.unc.edu



CREDITS

https://www.freepik.com/-
free-photos-vectors/technology
Technology vector created by 
freepik - www.freepik.com

https://www.freepik.com/-
free-photos-vectors/background
Background vector created by 
freepik - www.freepik.com
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