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WELCOME TO OUR GUIDE THAT 
BRINGS THE OPPD BRAND TO LIFE!
Here, you’ll discover the inspiration, values, and 

visual guidelines that set OPPD apart. By embracing 

these consistently, you’ll ensure that our brand tells a 

clear and unified story wherever it’s found.



INTRODUCTION



POWERING MORE THAN
JUST HOMES,
OPPD ILLUMINATES
THE VERY HEART OF
OUR COMMUNITIES.
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FROM LIGHTING UP STREETS
THAT GUIDE US HOME
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TO ENERGIZING THE DREAMS
THAT SHAPE OUR FUTURE,
 WE DELIVER MORE THAN JUST ELECTRICITY
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WE EMPOWER
THE FULL SPECTRUM
OF ASPIRATIONS
WITHIN OUR NEIGHBORHOODS
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AT OPPD,
WE BELIEVE IN
SPARKING NOT JUST LIGHTS,
BUT THE WARMTH
OF SHARED DREAMS
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THAT BRIGHTEN
EVERY CORNER
OF THE COMMUNITIES
WE PROUDLY SERVE.
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BRAND STRATEGY
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CORE VALUES

HONOR OUR COMMUNITY

A PASSION TO SERVE

CARE ABOUT EACH OTHER
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01

02

03

04

05

E nsure our communitie s have safe,  reliable,  re silient 
and sustainable energy s ource s at a reas onable cost 

Optimize the value of ass ets that s erve our communitie s

Cultivate the growth and well-being of vibrant and 
thriving communitie s

Actively pursue change s that reduce OPPD’s 
environmental footprint

Foster a culture of “creative exploration” and 
“innovative thinking”

OUR
PRINCIPLES
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THE WHY

OPPD EXISTS TO HELP THE COMMUNITIES 
WE SERVE GROW AND THRIVE THROUGH 
THE ENERGY WE PROVIDE. WE UNDERSTAND 
THAT ENERGY NOW AND IN THE FUTURE 
MUST BE SAFE, RELIABLE, AFFORDABLE, 
AND SUSTAINABLE. WE ACTIVELY AND 
PRAGMATICALLY WORK TO BALANCE THESE.
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THE WHAT

WE IMAGINE, INNOVATE AND DELIVER REAL 
PROGRESS TOWARDS A MORE SUSTAINABLE 
ENERGY FUTURE–CREATING HOPE FOR THE 
BRIGHTEST TOMORROW FOR US ALL AND THE 
GENERATIONS TO COME.
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THE HOW

WE POWER OUR COMMUNITIES WITH 
SAFE, RELIABLE, AFFORDABLE, AND 
SUSTAINABLE ENERGY SERVICES TO HELP OUR 
COMMUNITIES MEET THEIR FULL POTENTIAL 
TODAY AND TOMORROW.
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PROMISE We work to ensure that whatever the future holds,  our power and 
our s ervice will  always remain steady, affordable,  and sustainable.

We will  always be the s ource for truthful,  real information about 
power and do a great job of diss eminating it .

We will  always keep our communitie s and customers informed
and engaged in helping us plan for our collective future as we plan 
for it  ours elve s.

WE WILL NEVER REST ON OUR LAURELS.
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TENETS We  TRULY BELIEVE 

we can make the 

world a BETTER 
PLACE FOR OUR 
COMMUNITIES. 

B ecaus e with public 

power,  everyone has 

a voice,  everyone is 

repre s ented and no 

one is le ft  behind.

We are LEADING 
THE INDUSTRY  by 

embracing new 

technological 

s olutions that 

help create a more 

sustainable power 

grid with le ss 

environmental 

impacts.

We are just as 

PROACTIVE  as we 

are reactive.

We are THE TRUSTED 
EXPERTS  for energy-

related information 

and s ervice s. 

We are PRACTICAL . 

We s et big ambitions 

but balance thos e 

with practicality and 

an understanding of 

the trade-offs.

We help CREATE 
A SENSE OF 
COMMUNITY. 

We UNITE 
COMMUNITIES  by 

educating,  building 

relationships,  and 

making decisions 

that are REFLECTIVE 
OF what’s needed in 

OUR COMMUNITIES 
TODAY AND 
TOMORROW.

We are ADVOCATES 

for our customers 

which is why we 

hold ours elve s to the 

highe st standards. 

We will  always 

put their needs 

first  and will 

ACTIVELY WORK 
TO HELP  familie s 

make good energy 

decisions and help 

them better their 

unique,  individual 

situations.
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ESSENCE
We are. . .

STEADFAST
NEIGHBORLY
BRAVE
PROACTIVE
EVEN-HANDED
OPEN

 (adj) :  re s olutely or dutifully firm and unwavering;  not 

changing or losing purpos e;  reliable.

 (adj) :  characteristic of a good neighbor,  e specially helpful,  friendly,  kind, 

and with a good s ens e of humor.

 (adj) :  B old;  courageous;  undaunted.

(adj) :  taking action by causing change and not only reacting to change when it  happens:

acting in anticipation of future problems, needs,  or change s

(adj) :  treating everyone fairly and equally.

(adj) :  frank and communicative;  not given to deception or concealment.
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POSITIONING
NOT YOU, OR US,
BUT TOGETHER,
PERFECTLY POWERED.

E nergy is e ss ential  for our everyday live s.  From hospitals and fire 

stations to the lights at our kid’s football  game to our cell  phone s and 

everything in between, energy powers our live s.  At OPPD, we aren’t 

just providing energy to your community.  We are providing energy to 

our community,  becaus e your community is our community.  We are an 

e ss ential  part of Nebraska and we will  always keep our communitie s’ 

be st intere st at  heart.

At OPPD, we believe that everything we do should help our 

communitie s thrive just as we have in the past and will  continue to do 

for generations.  This is  why reliability is  the center of everything we 

do now and in the future.  We work to ensure that whatever the future 

holds,  our power and our s ervice will  always remain safe,  reliable, 

affordable,  and sustainable.  This promis e is the core of who we are.  

B ecaus e we know a more powerful community is a more powerful 

community.

OPPD IS HERE TO POWER THE GROWTH OF OUR COMMUNITIES 
YESTERDAY, TODAY AND FOR MANY TOMORROWS TO COME. 
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VALUE PROPOSITIONS

Residential 

(Metro/’Burb)

Residential 

(Rural)

The Next

Generation

Commercial Industrial Government Public Services Employees

We power your 

everyday so you 

can stay on and 

connected to the life 

you want to live.

We power you so 

you can conserve 

the lifestyle you 

love for yourself, 

your children, your 

children’s children 

and their children for 

generations to come.

We power the hard 

work of the present 

to ensure your 

brilliant,  sustainable 

future.

We power your 

business with 

reliability you can 

trust,  because we 

know that your 

business growth 

depends on reliable 

energy.  

We power your 

business with 

collaboration you 

can count on us, 

so together we can 

anticipate needs and 

develop generation 

plans that meet 

your expectations of 

growth.

We power the 

communities you 

serve by being open 

and transparent 

with our plans and 

responsibly fueling 

business growth for 

generations to come.

We power you to 

ensure you meet 

your commitment 

to people for health, 

safety and education.

We power you 

because you’re an 

essential part of 

Nebraska helping our 

communities thrive 

and realize their 

potential. 

What they want:  Safe, reliable, affordable, sustainable energy

OPPD BRAND POSITIONING: 
Not you, or us, but together, perfectly powered.
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TONE



BRAND GUARDRAILS
WE ARE  HONEST
Trust is  the most important currency in the work that we do.  We will 

always work to build that trust in how we communitcate with our 

customers,  even if  it  means saying “we don’t  know, yet”  and staying 

away from unquantifiable superlative s.

WE ARE SELF-ASSURED
We are relied on for basic needs,  our tone should be comforting and 

feel as if  we have been through all  of  this be fore.

WE ARE CREDIBLE
We are the energy experts and can speak to any part of our

busine ss with the clarity and simplicty that only decade s of 

experience can bring. 

WE ARE INSPIRATIONAL
Delivering reliable,  affordable,  and sustainble energy is (while no 

small  feat)  is  the basics of what we do.  At our be st we deliver potential 

to our communitie s to thrive. 

WE ARE NOT VAGUE
We speak with de finate s,  when we know them and be open about what 

we do not and will  always communicate a way forward.

WE ARE NOT SELF-INVOLVED
While the work we do is important and we should celebrate our 

succe ss e s,  we keep the customers we s erve first.

WE ARE NOT COMPLICATED
We will  never hide behind big words and acronyms. We will  always 

speak in a why our audience s can understand.

WE ARE NOT PATRONIZING
Every single customer of ours is  important,  from the big busine ss to 

the re sidential  customer on assistance.  We’ ll  show our re spect for our 

community by speaking with re spect and kinde ss.
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TONE OF VOICE
BRAND COMMS
YOUR WISE 
& FRIENDLY 
NEIGHBOR
It ’s  a voice that calms,  laughs and encourage s. 

Speaking in this voice will  build trust and meet 

our customers and employee s where they are.  We 

know how to do this becaus e we are customers 

ours elve s.  It  provide s both clear information

and inspiration. 

APPROACHABLE
We want the people we are addre ssing to engage with us.  Our tone of 

voice should invite conversation and participation. 

EMPATHETIC
We strive to speak with warmth and understanding,  acknowledging 

the emotions and experience s of our audience.  We want to make sure 

they feel like we understand what they are going through.

KNOWLEDGEABLE
We know our stuff  and can speak with confidence about the power we 

deliver to our community. 

OPTIMISTIC
Our tone should convey a s ens e of possibility and

forward-looking perspective. 
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TONE OF VOICE
ESSENTIAL 
COMMS
Delivering an e ss ential  s ervice to our 

communitie s is  an immens e re sponsibility.  It 

s ometime s require s delivering life or death 

warnings,  bad news and complicated plans.  This 

type of communication require s complete clarity 

and zero hyperbole.  It ’s  meant to addre ss our 

communitie s concerns,  maintain trust,  and be a 

guide through challenging situations.

CLEAR
During anxious time s we’ ll  always us e straightforward language, 

avoiding jargon, and never us e superlative s

EMPATHETIC
Our customers are usually communicating with us when things go 

wrong.  We want to make sure they feel like we understand what they 

are going through.

INFORMED
We are the only s ource of truth,  it ’s  important to convey information 

with precision and citing relevant facts to instill  confidence to the 

communitie s we s erve.

CONSISTENT
Knowing what to expect has a calming e ffect.  Ess ential  comms should 

always have a similar cadence,  de s cribing each situation with the 

same format.
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GRAMMAR BASICS

EMBRACE OUR BRAND
VOICE WHILE
THINKING ABOUT
GRAMMAR RULES.

Building great relationships with our 

customers through open communication 

is key to our succe ss.  Since many people 

won’t  read every word,  let ’s  keep our content 

organized and easy to skim by using clear 

headline s and a focus ed me ssage.  Include 

contractions,  simple s entence structure s, 

parentheticals,  and em-dashe s,  as they give 

our writing a friendly and warm tone.
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GRAMMAR BASICS
ACTIVE VOICE
Clear and confident communication starts with an active voice,  which helps 

keep your me ssage concis e.  On the other hand, passive voice can make things 

feel uncertain and lead to le ss focus ed me ssaging.

CORRECT
“KEEP GROWING NEBRASKA,
WE LOVE A CHALLENGE.”

INCORRECT
“B ecaus e of the boom of digital  technology, 
our community is growing and OPPD 
promis e s to power it .”
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GRAMMAR BASICS
EXAMPLES
CORRECT
“THE MAGIC OF THE FUTURE. 
BROUGHT TO YOU BY THE HARD 
WORK OF THE PRESENT.”

INCORRECT
“ The advancements of tomorrow are made 
possible by the diligent e fforts we inve st 
today.”

CORRECT
“POTENTIAL. ENERGY.”

INCORRECT
“Unlocking and harne ssing the full  potential 
of  energy for sustained growth and 
innovation.”

CORRECT
“LESS FUTURE PROOFING,
MORE FUTURE PROVIDING.”

INCORRECT
“Rather than simply preparing for the future, 
we focus on actively delivering s olutions that 
shape and s ecure it .”

CORRECT
“YOUR WILDEST DREAMS STILL
NEED POWERING.”

INCORRECT
“Even the most ambitious and visionary 
goals require a reliable s ource of power to be 
realized.”
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GRAMMAR BASICS
CAPITALIZATION AND 
WEIGHT
For main headline s,  us e all  caps and the Black weight for a strong impact. 

Feel free to add color to emphasize words that are next to each other in the 

headline.  For subheads and body text,  stick to s entence cas e in book weight. 

CTA buttons and accent phras e s should be in all  caps and extra bold for 

visibility.

CORRECT

KEEP GROWING NEBRASKA,
WE LOVE A CHALLENGE.
Every day,  OPPD works to ensure that our power capabilitie s
are growing with our communitie s.
S ome people call  what we’re doing future proofing.  But we pre fer future providing,

becaus e the future isn’t  s omething to guard against,  it ’s  s omething to be excited about.

INCORRECT

Keep growing NEBRASKA,
we love A challenge.
E V E RY  DAY, OPPD works to ensure that our power capabilitie s
are growing with our communitie s.
S ome people call  what we’re doing future proofing.  But we pre fer future providing,

becaus e the future isn’t  s omething to guard against,  it ’s  s omething to be excited about.

LEARN MORE learn more
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GRAMMAR BASICS
PUNCTUATION
We always us e standard punctuation to keep our me ssage s clear and easy to 

read.  Feel free to us e exclamation points to add excitement,  but stick to one 

per paragraph or page.  Us e the Oxford comma (the comma be fore the final 

“and” or “or”)  when listing three or more items to avoid any confusion.

CORRECT

KEEP GROWING NEBRASKA,
WE LOVE A CHALLENGE.
Every day,  OPPD works to ensure that our power capabilitie s
are growing with our communitie s.
S ome people call  what we’re doing future proofing.  But we pre fer future providing,

becaus e the future isn’t  s omething to guard against,  it ’s  s omething to be excited about.

INCORRECT

Keep growing NEBRASKA,
we love A challenge.
E V E RY  DAY, OPPD works to ensure that our power capabilitie s
are growing with our communitie s.
S ome people call  what we’re doing future proofing.  But we pre fer future providing,

becaus e the future isn’t  s omething to guard against,  it ’s  s omething to be excited about.
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VISUAL SYSTEM



OUR LOGO
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OUR LOGO VARIATIONS
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OUR LOGO CLEAR SPACE
Make sure to give our logos and marks s ome 

breathing room by always leaving a bit  of 

clear space around them. 

This helps keep headline s,  text,  and other 

elements from crowding in.  When it  come s 

to the clear space around the logo,  aim for a 

margin that’s  at  least as wide as 50% of the O.

When possible,  try to keep the logo no 

smaller than .62 5” or 4 5PX tall .  Exceptions 

may come up for things like a website favicon, 

in this cas e the “O” can be us ed in place of the 

full  logo.

Minimum Size s

.62 5” 4 5PX oppd.com
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OUR LOGO INCORRECT USAGE
The OPPD logo should not be modified

or distorted in any way.

Don’t  place the logo over 
a busy background

Don’t  us e a drop shadow

Don’t  distort the logo

Don’t  add other 
elements to logo

Don’t  adjust logo elements

Don’t  put a glow e ffect
behind the logo

Don’t  change logo colors

Don’t  rotate the logo
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THE SPECTRUM OF POWER
The Spectrum of Power is core to our brand 
identity,  it  repre s ents both our divers e 
communitie s and the ways we are powering them.

Us e it  to add visual detail ,  to add emphasis and 
drama to your de signs. 
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THE SPECTRUM OF POWER
The spectrum is a f lexible visual element and 
can be us ed as a stripe with varying widths or 
as concentric circle s,  repre s enting the ripple s of 
good energy spreading throughout the district.

It  should be us ed s ensibly as it  can get 
overwhelming quickly. 
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THE OPPD
ARROWS
Our arrow repre s ent OPPD’s constant look 

towards the future.  It  can be us ed as an 

accent or as the main focus of a de sign. 

They should always be pointing forward.

They can be used in any 
combination our our core 
colors, in repitition, or filled 
with images.  
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TYPOGRAPHY HEADLINE

Aa
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
.?!&$%,;:-–—()[]{}‘“
1234567890

BLACK

GILROY BLACK

It  is  always us ed in all  caps, 

no tracking and 95% leading.
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TYPOGRAPHY COPY

STAG  B O O K  I TA L I C

A B C D E F G H I J K L M N O P Q R ST U V

abcdefghijklmnopqrstuv

1 234 56789 0

S TAG  S E M I B O L D

A B C D E F G H I J K L M N O P Q R S T U V

a b cde fg h ij k l m nop q rst uv

1 2 3 4 5 6789 0 

It  is  us ed as support for Gilroy and is 

always s et with 80 units of tracking 

and 150% leading.   Us e 120% for larger 

type or subheads.

Aa
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
.?!&$%,;:-–—()[]{}‘“
1234567890

Book - Book Italic - Semibold

Stag
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HEADLINE
Subhead

Headline

Gilroy Black

76PT |  0 Tracking

Subhead

Stag Medium

51PT |  80PT Tracking

B ody

Stag B ook

23PT |  80PT Tracking

Caption

Stag S emibold

23PT |  80PT Tracking

CTA

Stag S emibold

23PT |  80PT Tracking

Officiatem a volupisquo endit as e stibustrum 

etur? Aped mo et dolorum dit  et  apero tem quo 

moloremperem qui aceperat omnis ci psanis 

evel ipsant que omnias eatem s oluptae dolorpo 

remoditem facea conet ea.

O f f ic i ate m  a  volupi s q uo  e nd it  a s  e st i bm  e t u r ? 

Ap e d  mo  e t  dolor u m  d it .

L E A R N  MOR E

TYPOGRAPHY USAGE
“Gilroy Black” is  primarily us ed for headline s 

but it  can als o be us ed sparingly to call 

attention to a specific item or important info.

Stag has multiple weights that can be us ed for 

various items.  Heavier versions of Stag are 

us ed for things like subheads,  captions,  and 

calls to action. 
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MS 365 TYPOGRAPHY HEADLINE

Aa ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
.?!&$%,;:-–—()[]{}‘“
1234567890

BLACK

APTOS BLACK

It  is  always us ed in all  caps, 

no tracking and 95% leading.
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MS 365 TYPOGRAPHY COPY

ROCKWELL ITALIC
ABCDEFGHIJKLMNOPQRSTUV
abcdefghijklmnopqrstuv
1234567890

ROCKWELL
ABCDEFGHIJKLMNOPQRSTUV
ABCDEFGHIJKLMNOPQRSTUV
1234567890 

It  is  us ed as support for Aptos and is 

always s et with 80 units of tracking 

and 150% leading.   Us e 120% for larger 

type or subheads.

Aa ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
.?!&$%,;:-–—()[]{}‘“
1234567890

Regular - Italic - Bold

Rockwell
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HEADLINE
Subhead

Headline

Aptos Black

76PT |  0 Tracking

Subhead

Rockwell  B old

51PT |  30PT Tracking

B ody

Rockwell

23PT |  30PT Tracking

Caption

Rockwell  B old

23PT |  30PT Tracking

CTA

Rockwell  B old

23PT |  30PT Tracking

Officiatem a volupisquo endit as estibustrum 
etur? Aped mo et dolorum dit et apero tem quo 
moloremperem qui aceperat omnisci psanis 
evel ipsant que omnias eatem soluptae dolorpo 
remoditem facea conet ea.

Officiatem a volupisquo endit as estibm 
etur? Aped mo et dolorum dit.

LEARN MORE

MS 365 TYPOGRAPHY USAGE
“Aptos” is  primarily us ed for headline s but it 

can als o be us ed sparingly to call  attention to 

a specific item or important info.

Rockwell  has multiple weights that can be 

us ed for various items.  Heavier versions 

of Stag are us ed for things like subheads, 

captions,  and calls to action. 
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COLOR

PM S  PRO C E S S  Y E L L OW  ( @2 5% )

R:249 G:246 B:22 5

HEX: #F9F6E1

C:2 M:1 Y:13 K:0

PM S  3 93 C

R:2 52 G:24 2 B:12 7

HEX: #FCF2 7F

C:3 M:0 Y:63 K:0

PM S  2 2 8 4 C

R:180 G:215 B:134

HEX: #B4D786

C:32 M:0 Y:62 K:0

PM S  3 52 0 C

R:181 G:12 7 B:184

HEX: #B57FB8

C:2 9 M: 57 Y:0 K:0

PM S  PRO C E S S 

B L AC K  C

R:0 G:0 B:0

HEX: #000000

C:0 M:0 Y:0 K:100

PM S  4 2 1 C

R:189 G:189 B:173

HEX: #BDBDAD

C:2 7 M:20 Y:31 K:0

PM S  CO OL 

GR AY  1 1 C

R:88 G:89 B:91

HEX: #58595B

C:0 M:0 Y:0 K:80

PM S  2 17 1 C

R:68 G:163 B:219

HEX: #44A3DB

C:67 M:21 Y:0 K:0

PM S  4 0 6 8 C

R:246 G:156 B:163

HEX: #F69CA3

C:0 M:48 Y:22 K:0

W H I T E

Our color pallete builds upon the equity of our 

OPPD orange but expands to include the colors in 

The Spectrum of Power. Color should be used deftly 

to add hierarchy and rythym to a design. 

The colors should be used according to the size of 

the boxes below. 

PM S  1 5 8 C

R:24 3 G:113 B:33

HEX: #F37 121

C:0 M:69 Y:100 K:0
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COLOR ESSENTIAL COMMS

PM S  PRO C E S S  Y E L L OW  ( @2 5% )

R:249 G:246 B:22 5

HEX: #F9F6E1

C:2 M:1 Y:13 K:0

PM S  1 5 8 C

R:24 3 G:113 B:33

HEX: #F37 121

C:0 M:69 Y:100 K:0

PM S  PRO C E S S 

B L AC K  C

R:0 G:0 B:0

HEX: #000000

C:0 M:0 Y:0 K:100

W H I T E

Similar to our tone of voice, when creating Essential 

Communications, trust and clarity are key. To that 

end our color pallette is pared down to the most 

recognizable to build on the trust we’ve built

over time.  
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PHOTOGRAPHY

OPPD’s photography brand guideline s prioritize warmth and authenticity 
to re f lect the vibrant community it  s erve s.  E ach photo should be artful, 
capturing genuine moments that re s onate with viewers. 

Lighting plays a crucial  role,  s oft  and inviting,  s eamle ssly integrating 
with the subject matter.  The focus is on creating a s ens e of intimacy 
and connection,  achieved through a shallow depth of field that draws 
attention to key elements while maintaining a natural feel. 

Ultimately,  OPPD’s photography aims to evoke emotion and showcas e 
the unique spirit  of  its community.
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PHOTOGRAPHY
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Icons are developed to be a visual shorthand  

and to add emphasis and visual intere st. 

When creating icons try to be as obvious as 

possible,  s o who you are communicating to 

can instantly get what they are repre s enting. 

OPPD’s icon system is meant to clearly inform 

s o simplicity is  key.  E ach of our icons are 

monoline and should all  be consistent in 

stroke and sit  inside of a circle. 

ICONS

A DM S

OM S

DATA

G OV E R NA NC E

CC & B

F M S

I A M

GI S

E N T E R PR I SE 

P ORT FOL IO 

M A NAGE M E N T

ICONS
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As mentioned earlier,  icons should be simple 

and easy to understand. S ome subjects will 

be more difficult  to repre s ent than others, 

but the s e guideline s will  help you build a 

consistent system along the way.

When s etting an icon into a circle,  it ’s 

important to note that the icon should look 

visually centered.  Take the VOD icon for 

example,  the chat bubble looks optically 

since the bottom is slightly bottom-heavy.

An icon s et in a 100px circle should have a 

weight of about 2pts.  The alignment of that 

stroke (center,  inside,  outside) can vary to 

help accommodate legibility.  The corners of 

the s e stroke s should als o be rounded. The 

colors of the s e icons may vary depending on 

their us e cas e,  but should generally be s et on 

a dark background.

ICONS HOW TO

100px Circle

2pt Stroke

Optically 

Centered

Mechanically 

Centered

2pt Stroke

VOD VOD
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BRAND COMMS 
DESIGN ASSETS



POWERPOINT TEMPLATE
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EMAIL SIGNATURE
At OPPD, we strive to pre s ent ours elve s to our 

stakeholders in a consistent way, and part of 

that is  creating a uniform look and feel for 

our email  signature s.

To do a checkup on whether your email signature is 
consistent with our brand guidelines, here are some
important reminders:
•	 Make sure your email background is solid white with no 

additional designs of background colors
•	 Do not add inspiration quotes, graphics, colored 

backgrounds or logos other than the OPPD logo
•	 Follow the style guide below for format, content and type 

size.
•	 Add a legal disclaimer if you routinely email individuals 

outside the company.
•	 Consider adding your pronouns to your email signature to 

let others know how to address you.

For example: (she/her/hers) (he/him/his) (they, them, theirs)
Email signatures can also be added to mobile devices. Mobile 
signatures should include, at minimum, your name and 
Omaha Public Power District.

JOHN DOE
(HE/HIM/HIS)
TITLE – DIVISION 
OMAHA PUBLIC POWER DISTRICT
JDOE@OPPD.COM
531.226.0000
444 S. 16TH ST. OMAHA, NE 68102 

This message may contain confidential and/or priviaged information. If you are not the addressee or authorized to receive this for the addressee, 
you must not use, copy, disclose, or take any action based on this message or any information herein, If you have received this message in error, 
please advise the sender immediately by reply email and delete this message. Thank you for your cooperation.

PERSONAL INFORMATION
•	 12 point Aptos Bold
•	 Optional pronouns: (he/him/his) 

(she/her/hers) (they/them/theirs) 

CONTACT INFORMATION
•	 10 point Aptos Bold  

Remote workers can use city 
and state only 

LEGAL DISCLAIMER
•	 7.5 point Aptos

52



INTERNAL LOGO
REQUESTS
The creation of unique logos for internal 

departments,  divisions,  website s,  and 

projects is  not allowed. 

CMC can help develop a unique look and feel while 
maintaining the OPPD brand.

For  Employee Resource Groups (ERGs) ,  logos may be created 
with CMC’s assistance. On apparel,  both OPPD and ERG logos 
are allowed, but placement must follow these standards:

•	 OPPD logo: Left chest (primary position)
•	 ERG logo: Right sleeve (secondary position)

No variations are allowed, and the ERG logo must remain 
secondary to the corporate logo. The apparel vendor is aware 
of these guidelines and will f lag variations for CMC approval.

If you want to identify your department, division, or project, 
you can add text next to the OPPD logo or along the bottom 
of the right sleeve. Specific logos for these purposes will no 
longer be created.

NORTH OMAHA
STATION

VETERANS 
NETWORK

YOUNG PROFESSIONALS 
GROUP

NORTH OMAHA
STATION

VETERANS 
NETWORK

YOUNG PROFESSIONALS 
GROUP

NORTH OMAHA
STATION

VETERANS 
NETWORK

YOUNG PROFESSIONALS 
GROUP

Color Black and White Revers e

OPPD logo only

ERG logo
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BUSINESS CARDS

FRONT BACK
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LETTERHEAD

XX/XX/XXXX 
 
Person Name 
Title 
Business 
1234 Address St 
Omaha, NE 

Dear, 
 
Lorem ipsum odor amet, consectetuer adipiscing elit. Proin elit 
justo neque malesuada semper cubilia. Vitae tincidunt congue, 
pretium volutpat mollis penatibus. Imperdiet nostra tristique 
ultrices, porta ultricies aliquam? Varius sapien vehicula tortor 
magna cubilia vehicula congue varius. Vivamus libero purus 
erat, ipsum nisl dolor venenatis venenatis. Velit feugiat erat elit 
dui vivamus e?icitur. Ut cras quam consequat condimentum 
inceptos erat. Neque a praesent phasellus fames porta 
sollicitudin. 
 
Urna conubia lobortis eros imperdiet consectetur, fusce fames 
est. Ultricies elit pharetra eu tempus vehicula augue integer 
iaculis lorem. Justo purus dis tempor eget magnis a nullam 
natoque. Iaculis torquent ligula ad e?icitur purus facilisis purus. 
Turpis tempor accumsan orci aptent aenean tristique duis. 
Porta e?icitur nisl sed tincidunt dui volutpat. Blandit ligula 
molestie dapibus placerat euismod magnis luctus senectus ad. 
Inceptos diam aenean ultrices nunc, eget potenti leo. Velit ex 
non suspendisse vehicula velit ante. Odio cursus porttitor 
rutrum vitae odio, suscipit enim nascetur. 
 
Commodo eros feugiat convallis nam egestas imperdiet? Primis 
risus ridiculus non interdum vitae. Torquent pharetra sem et 
lacinia egestas malesuada suspendisse netus. Sociosqu arcu 
natoque dictum et nostra litora. Diam lacinia libero platea orci 
suscipit nec. Auctor pellentesque himenaeos montes ad potenti 
est platea. Fusce lacinia turpis varius massa non placerat 
condimentum, nostra ad. 
 
Best, 
 

 
 

Micros oft 365 Template For P rinting
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LOWER THIRDS

FIRST
LASTNAME
Title G oes Here

FIRST
LASTNAME
Title G oes Here

FIRST
LASTNAME
Title G oes Here

FIRST
LASTNAME
Title G oes Here

FIRST
LASTNAME
Title G oes Here
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OUTLETS
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POSTER EXAMPLES
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BRAND ADVERTISING EXAMPLES
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MOTION GRAPHIC EXAMPLES
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LOCK SCREENS
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T-SHIRT DESIGN EXAMPLES
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ESSENTIAL COMMS 
DESIGN ASSETS
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SERVICE INTERRUPTION
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DOOR KNOCKER
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IMPORTANT NOTICE
DEAR OPPD CUSTOMER:
We were at this addre ss today. Pleas e 
note item(s) checked below. If  applicable,  
pleas e re fer to the diagram. Thank you.

SAFETY
Square OPPD found a safety hazard and 

must dis connect electric s ervice.  
E lectrical repairs are required.  P le a s e  
cont ac t  OPPD  I M M E DI AT E LY  at  
5 3 1-2 26 -3 3 32 .

Square Remove vegetation;  Do not block 
acce ss to equipment.

Square Tree trimming is required to allow 
repairs/ prevent damage to your 
overhead s ervice.  Pleas e contact your 
tree trimmer.

Square OPPD found a safety hazard.  

ELECTRIC SERVICE
Square OPPD repaired the s ervice/trouble you called about.

Square OPPD inspected the s ervice.  No trouble was found on OPPD 
equipment.

Square OPPD changed your electric meter.  The reading was _______________

Square A temporary s ervice has been installed.  Permanent repairs will  
be s cheduled.

Square Pleas e contact OPPD at 402-536-4131,  regarding potential  claims for 

THIRD-PARTY CONTACT INFORMATION
Square Repairs need to be made to your electric s ervice.  Pleas e contact 

your electrician to make repairs and/or for a �nal inspection permit.  
City Permits & Inspections will  be noti�ed of the damage and may 
reque st the s ervice be dis connected if  the nece ssary repairs and 
permits are not handled.

Square Pleas e contact your cable TV or telephone company about damage 
to their equipment on your property.

OPPD CONTACT INFORMATION
•  Customer Care ————————— 402-536-4131 (1-87 7-536-4131)

•  Outage Reporting ——————— 1-800-554-OPPD(67 73)

•  E lectric s ervice que stions — 531-226-3332

OPPD RESOURCES
Community re s ource s are available for individuals facing �nancial  
hardship and needing assistance.  Contact 211  for assistance or call  OPPD 
Customer Care for more information.
Comments:

EMP#    Date   Time

IMPORTANT NOTICE
DAMAGE REPAIR 
RESPONSIBILITY

Above-ground s ervice

Weatherhead
Homeowner

Attachment
Hardware
Homeowner

S ervice Stack
Homeowner

S ervice Line
OPPD

Meter
OPPD

Ris er Conduit
Homeowner

Meter B ox
Homeowner

Ground Wire 
and Rod
Homeowner

Homeowner

OPPD

8/24 /OPPD
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EAP FLIER
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SAFETY SLIDE
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POSTER
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