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About This Document

Our brand is the heartbeat of our
institution. It echoes our values, mission,
and history, and envisions a brighter
future grounded in these principles.

At the University of Mount Saint Vincent,
what we do is deeply personal. It's rooted
in the work of the Sisters of Charity of New
York, who championed putting people first.
Whether we're welcoming new students
and their families to campus, or giving
back to our local community, all of us at

the University believe in the transformative
power of deep, personal connection.

This dedication drives our commitment
to the progress and potential of every

student. Here, we see each student’s unique

journey toward success as a reflection
of the neighboring Hudson River—fluid,
ever-changing, always moving forward.

Through our storytelling, we aim to build
emotional bonds that build loyalty and trust
with our key audiences. These guidelines
empower everyone—whether designer,
marketer, faculty, or staff—to effectively tell our
story and connect with our diverse audiences.
This document forms the foundation of a
cohesive platform, ensuring that every one of
our interactions and communications reflects
the true essence of Mount Saint Vincent.

With a well-informed rationale for every
element, these guidelines reflect our brand’s
strength and offer flexible, nuanced guidance
for bringing our story to life with precision,
clarity, and passion. Designed to evolve
alongside our institution and community, this
dynamic document supports our continual
growth, presenting our most authentic

self to New York City and the world.
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INTRODUCTION

BRAND GUIDELINES

SECTION 1

Introduction

What Is a Brand?

The Foundation
of a Great Brand

All of the assets in this document
for the University of Mount Saint
Vincent brand can be found on the
Brand Toolkit website:
university.mountsaintvincent.edu

If you're looking for additional
guidance or resources, or simply
have questions about applying the
brand, please email us:
branding@umsv.edu



INTRODUCTION

What Is
a Brand?

Our brand is an enduring platform

that shapes how the University of
Mount Saint Vincent is perceived and
experienced by our many audiences.
It captures our values, vision, identity,
and motivations. It forges connections

between us and the broader community,

building rapport and trust.
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[t's more than a logo, a slogan, or an ad campaign. Our brand lives through:

he promise we make to our audiences
he essence of our institution

he experience we create

he personality we convey

he message we deliver

he identity we express

At the University of Mount Saint Vincent, we've distilled our brand into a singular, authentic, compelling idea that informs the
ways we tell our story—a narrative of opening hearts and challenging minds, ultimately in the pursuit of a more fulfilling and
connected life.

Over time, this story will enhance our visibility, awareness, and reputation with prospective students, donors, partners, and
other key audiences, positioning the University as a leading institution in New York City.
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The
Foundation of
a Great Brand

Great brands are built from the inside out.
Our brand is built on years of tradition
and authentic inclusivity, inspired by

the Sisters of Charity of New York, who
met each need they encountered with
humility, simplicity, and charity. Our vision
builds on these values, ensuring that our
brand will sustain us for years to come.

MARKETING
TOUCHPOINTS

CREATIVE
PLATFORM

BRAND STRATEGY

POSITIONING STATEMENT

MISSION AND VISION

Founded by the Sisters of Charity of New York, the
University of Mount Saint Vincent is an academically
excellent, authentically inclusive, independent
university. Committed to the Vincentian-Setonian
tradition and to ecumenism, the University combines a
strong undergraduate core curriculum with a full array
of majors in the liberal arts and, within the tradition of
liberal education, selected professional fields of study.

The University also provides high quality opportunities
for professional advancement, accomplishment, and
service through graduate and certificate programs.

At Mount Saint Vincent, a student’s education extends
beyond knowledge, skills, and preparation for work.
We seek the development of the whole person. In the
spirit of Vincent de Paul and Elizabeth Ann Seton, we
foster an understanding of our common humanity, a
commitment to human dignity, and a full appreciation
of our obligations to each other.
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SECTION 2
Overview Our strategy highlights our strengths,
Audiences captures ou.r per§onallty, and defmes
N what the University of Mount Saint
Positioning Vincent brings to the world. It's the
Essence blueprint for building our brand.
Messaging

Personality



STRATEGY

Overview

The brand strategy shapes how we
position our brand and bring our “big
idea” to life. It's a tool we refer to for

marketing plans, campaigns, and other

initiatives.
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AUDIENCES

Whom do
we serve?

POSITIONING

What do we
stand for?

MESSAGING

What do we say,
and why does
it matter”

PERSONALITY

How do we

ook, sound,
and feel?
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Audiences

Our strategy identifies four key
audience groups that the University
must engage. Though these groups have
different needs, and we have different
communication objectives for them, the
UMSYV story should stay consistent.
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PRIMARY

Prospects
and Decision
Influencers

First-year students
Transfer students
Seton College students
International students

Adult, online, and
second-degree learners

Decision influencers

SECONDARY

Employers
and Partners

Employers

Partners

TERTIARY

UMSV
Community

Current students
Administration
Faculty
Staff

TERTIARY

Alumni and
Donors

Alumni
Donors

Sisters of Charity
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Audiences

The Challenge iS tO enter the < YESTERDAY TODAY TOMORROW .
conversation by prioritizing what each
audience cares about the most.
TERTIARY TERTIARY SECONDARY PRIMARY
. Prospects
Alumni and UMSV Employers pect
: and Decision
Donors Community and Partners
Influencers

Maintaining connections, Current Students Expanded academic Enhanced academics and

continuing traditions, and Immediate impact, newly programs, career educational opportunities,
preserving memories available opportunities development, service meaningful connections,
opportunities memorable experiences,

Administration, Faculty,
and Staff
Immediate impact,
operations and procedures,
student-centeredness

career preparation
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Positioning

The positioning statement articulates the
conceptual core of our brand and serves
as the underpinning for everything we
say and do. Through these fundamental
ideas, the University can grow and evolve
as needed, using this statement as our
guiding principle.

Revisit this statement. Make it
part of your planning and writing ritual.
Though these aren’t the exact phrases
that we'll use in our communications,
they should echo through the community
in the things we say, write, and do.
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POSITIONING STATEMENT

For those seeking a welcoming, transtormative
educational experience at one of New York
City’s most distinct campuses, the University of
Mount Saint Vincent goes above and beyond,
inspiring people to discover their strengths
through an authentically inclusive, purpose-
driven community, creating a fulfilling
experience both personally and professionally.




STRATEGY

Essence

Our brand essence distills our
positioning statement into a succinct,
memorable phrase. This is not meant to
be a tagline or an outward expression
of our brand, but rather an internal
touchpoint. It serves as the heart and
soul of everything we create.
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In as few words as possible,
the University of Mount Saint Vincent is all about:

( 8

Opening hearts,
challenging minds to
achieve a more fulfilling
and connected life.

12
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Messaging

To communicate effectively, we must
organize our key messages into a
hierarchy. This helps ensure that we're
consistently telling the brand story ina
way that’s unique and has animpact. The
message map does just that. Each point
supports the next, and all tie directly
back to the core. Here's how it works.
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CORE VALUE PROPOSITION:
OUR BRAND PROMISE

The core value proposition

is the high-level offer that
drives our brand. It's what

the University of Mount Saint
Vincent promises to the world.

ATTRIBUTES:
WHAT WE OFFER

An attribute is what we
offer to our audiences.
Attributes include things like
a supportive environment,
learning opportunities,
services, and experiences.

BENEFITS:
WHY IT MATTERS

A benefit is what our
audience gets. It’s the value,
outcome, or impact of the
attributes that we offer.

ATTRIBUTES

What we offer
(the “give”)

[ |
[ |

[ |

L] L]

BENEFITS

Why it matters
(the “get”)

[ |
[ |

L L)L
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PROOF
POINTS

SECONDARY
ATTRIBUTES

CORE VALUE
PROPOSITION

SECONDARY
BENEFITS

PROOF
POINTS
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Message Map

SELF | | COMMUNITY | | BEYOND
access to
Our message map is built from three liberal arts: Oxley DL aregms o elles sne | | | |
educatin Intearated education support high- interest groups a close-knit, Seton Service unique learning a network

key themes that represent what our 9 gre through need students for students supportive and Leadership | opportunities in .

for the whole Advising # ) : of alumni
brand is in service of- self community person Program a _c_)rdable (MAP, TRIO, from all environment Program New York City

. ’ ’ tuition and Bridge, HEOP) backgrounds

and beyond. Our story should always financial aid

connect to the center of the map—
our core value proposition. We can
identify the right secondary messages
and proof points based on our target
audience’s needs and the specific

provides a setting for

fully embraces every individual engages community with humility

growth and enrichment

message we want to convey. e :
ATTRIBUTE:  |jMISV: opens doors, freeing your heart
The “give” | and mind to exceed their limits
........................................................................................................................................................................................................................................ CORE VALUE
PROPOSITION
AN =6 T live a transformed life in service
The “get”  Youcan and connection to others

respect differences and

achieve self-actualization
welcome everyone

leave a legacy

learning how to preparation, support and exposure communit the ability to activel strong
think and solve skills, and development to diverse y discuss any -HVely . . impressions and
: . . engagement . contributing to putting passion :
problems (not understanding for social and perspectives issue at any o . . connections
) : : . and sense of : positive change into action .
just give right for a career economic and belonain time across the i1 societ with former and
answers) (not just a job) mobility backgrounds ging organization y future Dolphins
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How to Use
the Message
Map

Our message map is a hierarchy for
selecting messaging, but it's not the
starting point for crafting content. To
get the most out of the map, follow
these four steps.

Try using the message map to
determine the best way to tell a featured or
branded story. Try to frame it through the
lens of one of the secondary messages.
For example, a story of UMSV engaging
the greater New York community through
a student-led initiative of the Seton Service
and Leadership Program.
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0

Determine
your audience
and objective.

Think about whom
you're talking to
before you decide
what to say. People
care more about
your message Iif it’s
relevant to them.

()

Determine
the attribute.

Use the message
map to align your
topic (like student
experience) with
specific attributes
(like enriching setting,
support, community
engagement).
Strengthen your
secondary message
by connecting it to
supporting points,
If possible.

&)

Determine
the benefit.

Once you've aligned
your topic with a
brand attribute,
identify the
associated benefits.
Note: Typically, your
audience cares more
about the benefit
than the attribute.

i5

@)

Craft your
message.

If you've identified
multiple benefits,
focus on the most
important one—
that’s what you'll
need to get across
first. Additional
benefits can serve
as talking points,
complemented by
attributes related to
your topic.
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Personality

Our personality humanizes our brand,
defining the characteristics and
qualities that shape how people think
and feel about us. It aligns who we are
as an institution with the aspirations
of our brand. Our personality traits
shape the tone and voice of our
brand, solidifying the message we
communicate to our audiences.

Pick and choose the most relevant
traits for your target audience. For an
undergraduate piece, emphasize traits like
transformative and caring. For a thought
leadership piece, focus on traits like open-
hearted and conscientious.
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< Transtformative

We have a profound impact on individuals
and their personal growth.

Caring

We create a nurturing and
supportive environment.

< Conscientious

We uphold high standards of integrity,
professionalism, and service to others.

< Empowering >

We set individuals up to reach their full potential
and make a positive impact in the world.

< Open-Hearted >

We encourage individuals to express themselves
authentically and contribute to our community.

Proud

We take pride in the achievements and
successes of our students and alumni.

16
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SECTION 3
» | d I
Creative Platform Our voice and tone build from our messaging map

to encompass the words we choose, the stories
we tell, and the emotional connection we create.
Storytelling Themes Combined with our visual elements, our language
Headline Constructions shapes a creative expression that's authentically
ours—and in this section, you'll learn how to use it

_ _ to write copy that's engaging, memorable, and on
VOICQ and TOne ChQCkllSt the mark, every “me

Narrative and Breakdown

Best Practices
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Creative
Platform

ALL WAYS

forward

“We give students a great foundation that can go into a hundred directions throughout their
career—and at Mount Saint Vincent, life path and future resonate just as much as career.”

Inspired by the words of our very own community, the All Ways Forward creative platform is a call for
progress, open-mindedness, adaptability, and embracing change. We know that movement, no matter
what direction, can be seen as positive progress. Even if you make a wrong turn, you’re learning. If you

keep moving, you'’re taking action toward your future. At the University of Mount Saint Vincent, we know
we have life paths for each student to feel fulfilled and successful.

i8



VOICE AND TONE

Narrative and

Breakdown

Our creative narrative translates the
messaging map through the lens of our
personality traits, with more emotional
appeal. It elevates our strengths,
enhances our copy, and identifies what
our audiences can expect from us. It
informs the look, feel, and tone of our
communications.

Use the narrative as inspiration for
your headlines, as a gut-check for your
writing, or simply as a starting point
when you're searching for that perfect
line.
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CREATIVE NARRATIVE

Sitting on the mighty Hudson, we’re reminded each day

of the unpredictability of a winding path.

Education takes a more structured approach, but at the

University of Mount Saint Vincent, we see your unique
journey as a mirror to our neighboring river.

Here, the minds we change and the risks they take stem
from the self-discovery built into our curriculum and the ——

opportunities that await outside the classroom.

Mount Saint Vincent helps you uncover a life path

that won't just fulfill you, but will see you prosper for
years to come.

19

NARRATIVE BREAKDOWN

Our home on the Hudson is a welcome sight for
those seeking reflection and serenity, but it also
inspires our approach to education.

This educational approach mirrors the river’s
fluid, sometimes unexpected movements—with a
bit more planning and intentionality.

We give our students the autonomy and
empowerment to change course, venture
down another path, and switch up the status
quo. UMSYV is meant to be a safe space for
exploration—both academically and personally.

Ideally, the path you find leads you not just to
a place of prosperity and success, but also to
personal satisfaction and happiness.



VOICE AND TONE

Narrative and
Breakdown

BRAND GUIDELINES

CREATIVE NARRATIVE

Our history of service—rooted in the mission and
work of the Sisters of Charity of New York—cements
us as knowledgeable experts on our students’ needs,
and it’'s why UMSYV is known as a top institution for
social mobility.

It’s our commitment to forward progress. It’s our
dedication to our students’ potential and possibility.
It’s our constant inspiration from the river, ever
changing, ever charging forth.

At Mount Saint Vincent, there is never just one
way to move forward. There are many—and there’s
always one for you.

20

NARRATIVE BREAKDOWN

We are built to help others. We are founded on
service and the care for those around us. With
these values in mind, we follow our students’
journeys as they navigate their way through
the college experience, guiding them through
challenges and roadblocks, and cheering them
on after each accomplishment and victory.

It’s only through this steadfast commitment to our
values that we continue moving forward as a tight-
knit, connected community. Knowing that, even

though times change, just like the Hudson, we will
adapt and shift to keep progressing as one UMSV.

Because with the support and guidance each
student deserves, all paths here can lead toward
greatness. It's our mission to clear the way, ignite
potential, and see our students soar toward the
life path they were destined for.



VOICE AND TONE

Storytelling
Themes

We'll tell many stories about Mount
Saint Vincent, our students, and the
work we do individually and as a
community. While these stories may
vary in content and tone, they should
align thematically. The two themes here
are broad messages from our overall
brand platform.

To make sure we're staying true to the
All Ways Forward message, the copy
we create for social media, emails,

and ads—as well as longer pieces like
articles and spotlight features—should
reflect parts of one or both of these
themes.
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Many paths. One for you.

The way forward is never the same from student to
student. At the University of Mount Saint Vincent, we
don’t just understand that, we embrace it. Students are
encouraged to be brave enough to change paths, try new
things, and explore options they may have not considered
before. All paths are valid. All are supported. And here,
there’s a road to success for all.

CONTENT EXAMPLES

* An article about a student who changed course and
found success.

« A feature on counselors and faculty who are helping
students find the path that’s suited for them.

* A social series demonstrating the multifaceted nature
of our students, and how they never have to be just
one thing (“a lawyer who dabbles in Latin”).

21

Seeking progress. Not perfection.

What may seem like rejection is redirection. What first
appears to be failure is actually a push forward. The
journey to success is rarely perfect. Here, we want

our students to just keep going, keep trying, keep
experimenting with what works for them. Only through
continual action, self-discovery, and persistence will they
uncover the perfect path that leads to a fulfilling and
successful career.

CONTENT EXAMPLES

 News updates on alumni who are striving to impact
their community despite challenges.

 How-to guides for changing majors, booking
appointments with advisors, or otherwise taking action
to create the path each student desires.

« Stories spotlighting UMSV students who have
overcome challenges in life and went on to graduate
or achieve something notable, as well as the UMSV
community members who helped them get there.
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Headline
Constructions

Think of headlines like a handshake:
they’re the first impression you make,
so make them count. Instead of using
headlines simply as labels, use them
to grab your audience’s attention and
motivate them to read more.

To help you create messages that are
fresh and compelling, we've created

a few frameworks that will help you
write strong and effective headlines.
These constructions are neither
comprehensive nor restrictive; rather
they're an easy way to get started using
the UMSV brand voice.
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/
MANY PATHS. ONE UMSV.

ALL MOVEMENT IS PROGRESS.

\

Headlines

Headlines

A social worker who writes sonnets.
« A lawyer who dabbles in Latin.

« A physical therapist with a philosopher’s
heart.

« All paths considered. All ways forward.
« All paths possible. All together.

There’s no perfection to making progress.
The best way forward is your way.

Your interests. Your strengths. Your future.
Discover where they all lead.

Write your own path forward.

Explanation

Explanation

Sometimes the best paths are the most
unexpected ones, where you discover
something new and exciting about who you
truly are. At UMSV, we encourage students to
dig deep, try something new, and take a risk.
They may just discover the path they were truly
meant for all along.

Our students’ journeys are just that: theirs.

We act as guides and facilitators, helping them
along the way and encouraging them when it
seems like a step backward is a step in the
wrong direction. Here we know that even our
missteps teach us something, and progress
doesn’t have to be perfect to be positive.

22
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Best Practices

Help your readers feel more connected
to our story by creating smart, compelling
content. Here are a few tips to keep in
mind, no matter what you're writing.

BRAND GUIDELINES

Speak naturally.

Seems easy enough, but in academia, it’s especially
important to remember we could be addressing
readers of any background—people who use
contractions and sentence fragments (when
appropriate), and who don’t know all of our insider
acronyms. Once you’re finished writing, read your
copy aloud to make sure it sounds natural and
conversational, not stuffy and formal.

Break it down.

Readers have increasingly short attention spans,
and in our communications, we want to make every
word count. Make your writing more digestible by
employing bullet points, infographics, and clear
content hierarchies with headlines, subheads, and
body copy.

Spark action.

Everything we create has a purpose, and the potential

to drive further engagement. On every piece, make

sure to include a call to action (CTA) to tell your reader

what to do next, whether it's attending an event,

signing up for a newsletter, or applying for a program.

Show and tell.

Your communications will be more powerful when
you can back them up with proof. For example, if
you’re writing about how planned gifts will make
a monumental difference, offer specifics about
what the funds will be used for and describe

the impact on current and future students.

Keep it focused.

When you try to say everything all at once, you're
likely to confuse your reader and overwhelm them
with information. With the exception of multi-page
pieces like viewbooks and newsletters, make sure
each communication focuses on a single message.
That way, it’'s much more likely to be heard,
understood, and remembered.

23



VOICE AND TONE

Voice and
Tone Checklist

So you've used these guidelines to craft
a beautiful communications piece—
well done! Let the copy sit, then use this
checklist to give it one more gut check.
You can even use these questions as
you're writing.

BRAND GUIDELINES

ORORORORORONG

Does this relate to the idea of All Ways Forward?

Does it lead with benefits and pay them off with attributes?

Does it sound like something that someone with our
personality traits would say?

Does it contain at least one key message?

Does it avoid tackling too many messages?

Does it get to the point quickly, instead of burying the key message?

Do the headlines communicate our voice, instead of just
labeling the content that follows?

24



VISUAL LANGUAGE

BRAND GUIDELINES

SECTION 4
Id t | t
Our Logos Because our visual identity represents

Things to Avoid the Universit_y of Mount S.aint.Vincent

at the very highest level, it’s vital to our
Logo Architecture brand. These marks act as a signature, an
identifier, and a stamp of quality. And they
should always be the most consistent
component in our communications.

25



IDENTITY

Our Logos

Our academic brand uses the logo

and marks shown here to identify our
institution, our work, and our initiatives.
Each mark has a specific role in
representing the University. Follow the
guidance in this section to ensure that
you're always using the correct logo (and
displaying it properly) at all times.

Our identity assets must never be
manipulated, altered, or modified. Unsure
when to use what logo? Please contact
the Office of Public Relations, Marketing,
and Communications to chat through
best practices.
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PRIMARY LOGO

Our primary identifier is the University of Mount Saint
Vincent logo. It must be present in its original format
(shows below) on all communications. This is the
University’s most recognizable mark.

57 uNIVERSITY OF
== MOUNT SAINT VINCENT
MONOGRAM

Our monogram is an academic spirit mark that serves as
casual shorthand for the University. While the monogram
conveys a lighter tone, it’s still flexible enough to work in
more traditional settings.

UMSV

WORDMARK

Our wordmark is a less formal version of the primary
logo. It should always be thought of as a second option
to the logo when you’re selecting an identifier for
marketing materials.

UNIVERSITY OF
MOUNT SAINT VINCENT

SEAL

Our seal is an important part of the University’s heritage.
To honor its importance, we'’ve refined the seal so that it
can represent us for another hundred years. Note that,
since we now have an updated primary logo, the seal plays
a more selective role in the expression of the brand.

il

h

BoNITATEM
\SCIPLINA Yy
€Y P M M gy
5 EN'\"A DOcEM
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IDENTITY

Primary Logo

The primary logo is the singular
expression of the University of Mount
Saint Vincent’s mission, brand positioning,
and personality. This mark, which can
appear in a horizontal or a vertical version,
carries more equity and recognition than
any other component of the visual identity.

In updating the logo, we were inspired by
the architecture and landscapes that make
up our campus, and the result captures our
history and a sense of place. It fulfills all the
functions of a contemporary logo today,
and will serve us well into the future.

The “small space” versions of the logo
should be reserved for instances where
the limitations of the layout require a more
compact mark for legibility’s sake.

BRAND GUIDELINES

27

PRIMARY HORIZONTAL

UNIVERSITY OF
MOUNT SAINT VINCENT

2

PRIMARY VERTICAL

2

UNIVERSITY OF
MOUNT SAINT VINCENT

SMALL SPACE HORIZONTAL

m UNIVERSITY
==L! OF MOUNT
——— SAINT VINCENT

/

SMALL SPACE VERTICAL

2

UNIVERSITY
OF MOUNT
SAINT VINCENT



IDENTITY

Primary Logo

COLOR

Use the background of your layout to
determine what color (or colors) the logo
appears in. In addition to photographic
backgrounds, the white version of the
logo may also be used on navy or gold
backgrounds. The black version of the
logo should be used sparingly: only when
printing restrictions require it.

Use only the approved options shown
here. The two-color logois the
preferred version because it offers
the most contrast.

In some instances, assets may be
prepared with colors from the approved
secondary palette, but this should be
done only in conjunction with the Office
of Public Relations, Marketing, and
Communications.
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WHITE BACKGROUNDS

U
=\

ZC

NIVERSITY OF
OUNT SAINT VINCENT

NIVERSITY OF
OUNT SAINT VINCENT

DARK BACKGROUNDS

UNIVERSITY OF
MOUNT SAINT VINCENT

BLACK (LIMITED USE ONLY)

UNIVERSITY OF
= MOUNT SAINT VINCENT

2
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IDENTITY

Primary Logo

CLEAR SPACE AND
MINIMUM SIZES

To maintain good legibility, never
reproduce the logo at sizes smaller than
shown here, for print or screen. There's
no maximum size limit, but use discretion
when sizing the logo. It should never be
the most dominant element on the page,
but instead should live comfortably and
clearly as an identifying mark.

To achieve maximum impact and
legibility, we always maintain clear space
around the logo, as shown on this page.
The logo may be placed onto images, but
no other graphic elements, typography,
rules, or images should appear inside
this clear space.

Use the width of the symbol as a
measuring tool to help gauge the proper
amount of clearance, as shown here.
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UNIVERSITY OF
—— MOUNT SAINT VINCENT

~

|

&

\

UNIVERSITY OF
= MOUNT SAINT VINCENT

2

2 inches (150 pixels)

UNIVERSITY OF
MOUNT SAINT VINCENT

2

UNIVERSITY OF
MOUNT SAINT VINCENT

1.75 inches (125 pixels)



IDENTITY

LLogo Misuses

Here are a few practices to avoid in
using the primary logo. Adhering to
these rules will ensure that our logos are
recognizable to all audiences.

BRAND GUIDELINES

®

Do not change the colors of the logo

beyond those provided.

2

UNIVERSITY OF
MOUNT SAINT VINCENT

®

Do not add drop shadows or other
visual effects to the logo.

\E

e

UNIVERSITY OF
MOUNT SAINT VINCENT

®

Do not skew, stretch, or bend
the logo.

0

=

e

UNIVERSITY OF
MOUNT SAINT VINCENT

®

Do not lock up the symbol with any
other marks in the identity system.

2\

®

Do not rearrange the logo’s elements.

3

—

—— UNIVERSITY OF
MOUNT SAINT VINCENT

®

Never add additional elements or
create your own lockups.

2

UNIVERSITY OF
MOUNT SAINT VINCENT

®

Do not typeset the name of
the University.

2

UNIVERSITY OF
MOUNT SAINT VINCENT

®

Never place the logo on a
background with inadequate clear
space or contrast.
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IDENTITY

SYymbol

Our symbol is a visual representation of
different architectural elements and the
campus landscape that come together

to express a sense of place and history.

This symbol should rarely be used as
a stand-alone element. Applications
such as social media avatars and lapel
pins are the most appropriate—where
the full primary logo would be hard

to reproduce.

The symbol may be used in concert with
the wordmark as a framing element,
where content can placed between the
two identifiers. This technique should
be used sparingly and only when a
sophisticated approach is warranted.

The symbol must never be manipulated,
altered, or modified.

BRAND GUIDELINES

Hills that make —
up the campus
landscape

4

—— Castle parapets

— Three arches
representing the
Holy Trinity

— Rolling water of
the Hudson River
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IDENTITY

Wordmark

The stand-alone wordmark is a more
casual identifier for the University.

It should be thought of as a secondary
mark, playing a supplementary role to
the primary logo.

BRAND GUIDELINES

TWO LINES, LEFT-ALIGNED TWO LINES, CENTER-ALIGNED
UNIVERSITY OF UNIVERSITY OF
MOUNT SAINT VINCENT MOUNT SAINT VINCENT

THREE LINES, LEFT-ALIGNED THREE LINES, CENTER-ALIGNED

UNIVERSITY UNIVERSITY

OF MOUNT OF MOUNT

SAINT VINCENT SAINT VINCENT
ONE LINE

UNIVERSITY OF MOUNT SAINT VINCENT
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IDENTITY

Wordmark

COLOR

Use the background of your layout to
determine what color the wordmark
appears in. Plan your layouts to
accommodate the guidance shown here.

In addition to photographic backgrounds,

the white version of the wordmark

may also be used on navy or gold
backgrounds. The black version of the
wordmark should be used sparingly: only
when printing restrictions require it.

Use only the approved wordmark
options shown here. In some instances,
assets may be prepared with colors from
the approved secondary palette, but this
should be done only in conjunction with
the Office of Public Relations, Marketing,
and Communications.

BRAND GUIDELINES

WHITE BACKGROUNDS DARK BACKGROUNDS

UNIVERSITY OF
MOUNT SAINT VINCENT

UNIVERSITY OF
MOUNT SAINT VINCENT

PHL_?;E*@GRAPHIC BAC GROUNDS BLACK (LIMITED USE ONLY)

UNIVERSITY OF
MOUNT SAINT VINCENT
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IDENTITY

Wordmark

CLEAR SPACE AND
MINIMUM SIZES

To maintain good legibility, never
reproduce the wordmarks at sizes
smaller than shown here, for print or
screen. There's no maximum size limit,
but use discretion when sizing the
wordmark. It should never be the most
dominant element on the page, but
instead should live comfortably and
clearly as an identifying mark.

To achieve maximum impact and

legibility, we always maintain clear space
around the wordmark, as shown on this
page. The wordmark may be placed onto
images, but no other graphic elements,

typography, rules, or images should
appear inside this clear space.

Use the letter “M” as a measuring tool
to help gauge the proper amount of
clearance, as shown here.

BRAND GUIDELINES

UNIVERSITY OF
LVI NT SAINT VINCEN
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UNIVERSITY OF
MOUNT SAINT VINCENT

2 inches (150 pixels)

OF MOUNT
SAINT VINCENT

UNIVERSITY
OF MOUNT
SAINT VINCENT

1.25 inches (100 pixels)

UNIVERSITY OF MOUNT SAINT VINCENT

3.5 inches (250 pixels)



IDENTITY
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