our brand

guidelines

We offer an undergraduate liberal arts education for
women, selected graduate programs for men and women,
and community outreach initiatives. The curriculum and
cocurricular programs at Hollins prepare our students for
lives of active learning, fulfilling work, personal growth,
achievement, and service to society.
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Hollins is an independent liberal
arts university dedicated to academic
excellence and humane values.

The Hollins community sustains talented students engaged
in challenging study, and productive scholars and artists
devoted to teaching and to the advancement of knowledge.
Experiential learning, study abroad, and internships enhance
our academic programs. The hallmarks of a Hollins education
are creativity and effective self-expression, problem-solving
and critical-thinking skills, independent inquiry, and the free
exchange of ideas.
We nurture civility, integrity, and concern for others; we
encourage and value diversity and social justice; and we
affirm the equal worth of women and men. Our university
motto, Levavi Oculos, calls us to leadership and service
in accord with our deeply held values and traditions.
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BRAND STRATEGY

Our brand
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IT’S MORE THAN OUR NAME OR LOGO. IT’S THE WAY WE LOOK, ACT, AND SPEAK.
IT’S WHAT WE’RE ALL ABOUT.
When you execute our brand, there’s a reason behind every
visual or verbal decision. This document is designed to help
you make those decisions. It reflects the thought process that
went into creating the brand and provides guidelines for
making it work.

BRAND STRATEGY

Brand essence
Because the brand essence articulates
what we stand for, it must be compelling,
authentic, focused, and meaningful.
It becomes the filter for everything
we say and do.

WHEN PEOPLE ASK ABOUT HOLLINS UNIVERSITY, WHAT DO YOU SAY?

It’s important for each of us to give a consistent answer. Our
response should cover what we do and how it benefits our
students at a high level, and should give just enough detail
to communicate who we are.
Think of it as a starting place for a deeper conversation about
Hollins. It gives someone who is interested an opening to ask
for more specifics, but it also gives someone who doesn’t want
to know more a general overview of Hollins without a lot of
unnecessary detail. Below is a conversational way to describe
what Hollins stands for and how we stand out.
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We ignite the creative mind with
challenging academics and real-world
experiences, all to develop a strong sense
of self, a clear path to success, and a
sisterhood* of support that lasts a lifetime.
* For graduate audiences or audiences that include males, use the word community instead of sisterhood.

BRAND STRATEGY

Messaging map
The messaging map organizes what we
say into a hierarchy to ensure that our
communications are clear, consistent,
and compelling.
This hierarchy builds up to a core
message, which is supported by
attributes and benefits and their
respective proof points.

WHAT WE GIVE—ATTRIBUTES

WHAT THEY GET—BENEFITS

An attribute is what we offer to
our students. Attributes include
the products, services, knowledge,
and unique offers that we bring
to the table.

A benefit is what students get. It’s
the value of the attributes that we
offer, the answer to the question
“so what?” or “why do we care?”
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ATTRIBUTES

Our core message

BENEFITS

What we offer

Secondary messages

Proof points

A

B

What they get

C

A

B

C

BRAND STRATEGY

Messaging map

ATTRIBUTES

BENEFITS

Hollins University ignites the creative mind with
challenging academics and real-world experiences

To develop a strong sense of self, a clear path to success,
and a community of support that lasts a lifetime
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Discover
passions
through

• A curriculum that is
both broad and deep
• Engaging with faculty
and fellow students in
lively discussion and
debate in intimate
classroom settings

Fuel
potential
through

• Meaningful
internships across
fields and around
the country
•U
 nmatched leadership
training

Broaden
perspectives
through

Confident
and prepared

•S
 timulating study
abroad program

•C
 reative problem
solvers

•S
 ervice to campus
community, Roanoke
community, and
beyond

• Strong communicators
• Active learners
• Forward thinkers

•O
 pportunities for
individual research
and creative work

•D
 iverse campus
community

• Compassionate
citizens

Empowered
and supported

•B
 y a campus culture
that fosters each
individual’s ambitions
and goals
•B
 y lifelong friends
made in a living /
learning environment
•B
 y membership in
an active alumnae
network

BRAND STRATEGY

Persona
Hollins University is home to a
diverse array of students, but there
are many common things that Hollins
students and graduates exhibit and
value. This persona helps us focus
communications to the right audiences
and ensure that we build relationships
with those who naturally fit at Hollins.

STRIVE

for a meaningful path, in positions where they can learn, contribute, and make an impact

EMBRACE

challenges and hard work, taking risks and learning along the way

LOVE
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the thrill of learning something new, inside and outside the classroom

ACT

steadfastly and boldly, gaining confidence as they go

BELIEVE

anything is possible with hard work, conviction, and a bit of spunk

SEEK

their unique voice, finding, being, and doing all of the things that define them

GIVE

limitless and boundless support to other Hollins students and graduates
(and count on that support in return)

BRAND STRATEGY

Personality
Our personality sets the tone for
how our brand communicates.
It articulates the ways we want our
audiences to think and feel about
our brand. These six personality
traits drive the voice and imagery
for all brand communications.

Rational

Emotional

How we want people to THINK about our brand.

How we want people to FEEL about our brand.

CURIOUS

Creative and inquisitive,
always exploring and growing

INSPIRING

Engaged and passionate
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FOCUSED

Loyal, resolved, and determined

STRONG

Bold, not afraid to take on
a challenge, courageous

KIND

Gracious, friendly, and open to others

ENERGETIC

Knows how to balance seriousness
with fun and a zest for life

our brand

voice
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VOICE

Our voice
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IT’S HOW WE REINFORCE THE HOLLINS UNIVERSITY BRAND THROUGH WORDS.
Whether it’s an admission brochure, copy on the Web, or a poster
headline, our voice is what gives us a recognizable style that is
uniquely Hollins and embodies who we are.

VOICE

Our own style
Between what we say and how we say
it, we create a recognizable style that
is distinctly Hollins—our voice. And
now more than ever, voice is critical.
To be heard, we have to get to the
point and stand out from the crowd.
Our goal is simple: develop focused
communications that make our distinct
brand personality shine through.

What’s the difference?

OUR MESSAGE

is the content and information we communicate.
Our messaging map helps us determine what to say.

BRAND PERSONALITY

Our brand has a distinct, multifaceted personality, and it should be
evident in our writing. So when you talk, type, or put pen to paper,
keep our personality traits in mind.

OUR VOICE

is the tone we use when speaking or writing. It makes our content more
approachable—and recognizable—by giving our message personality.
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VOICE

Voice hints

5

questions to help you craft communications in the Hollins voice

1
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Remember to tell readers what’s in it for them.
Have you communicated the attributes and benefits?

2

Does it sound like someone with
the Hollins personality would say this?

3

Is it focused? There should always be a clear hierarchy
that allows one strong point to rise to the top.

4

Are you speaking directly to your readers?
Use “you” in your sentences whenever you can.

5

Does it relay a core message? Don’t miss a chance
to reiterate what we’re about. Pull in ideas from the
Hollins messaging map whenever possible.

VOICE

Voice hints

3

3

things to avoid

things to aim for

DON’T COVER TOO MUCH
Attention spans are short.
Emphasize one message when you can.

DON’T BE REPETITIVE

Using the same cadence in every paragraph is boring.
Mix it up!

DON’T LABEL

A headline can be so much more than a label.
Voice draws the reader in.

MOTIVATE

Our writing should inspire action, and it should be
clear what we’re asking the reader to do.

BE TRUTHFUL

Our writing is richer with proof points
and emotive stories.

BE POWERFUL

Bold statements capture attention.
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our brand

identity
SYSTEM
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IDENTITY

Our logo
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THE HOLLINS UNIVERSITY LOGO REPRESENTS US AT THE VERY
HIGHEST LEVEL AND IS VITALLY IMPORTANT TO OUR BRAND.
It acts as a signature, an identifier, and a stamp of quality.
It is, and should always be, the most consistent component
in our communications. To maintain this consistency, follow
the few simple guidelines in this section.

The Hollins University logo
should never be recreated or
typeset. Always use official logo
files, which can be obtained from
the marketing office.

IDENTITY

Primary usage
To ensure consistency and brand
recognition, use the logos at the right.
The logo should be Tinker Green
(Pantone 342). The freestanding
primary logo is the preferred version,
but in situations where you need more
contrast between the background and
the logo, use the enclosed primary
logo instead.

FREESTANDING PRIMARY LOGO: Typography lock up in PMS 342
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ENCLOSED PRIMARY LOGO: Inner box: PMS 342, Border: PMS 116

ALTERNATE ENCLOSED PRIMARY LOGO: Inner box: PMS 342, Border: Metallic PMS 872

IDENTITY

Secondary usage
Use these secondary logos when
production limitations prevent the
use of the primary logo. The logos
at the right are the only approved
alternatives to the primary logo,
and should be used sparingly.

ONE-COLOR: Metallic PMS 872

ONE-COLOR: White (reversed out of a

background PMS color or photo)
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ONE-COLOR: Black

ONE-COLOR ENCLOSURE (LIMITED USE)

To protect the legibility of our logo in
certain circumstances, an enclosure is
used to wrap the logo. The enclosure
should only be filled in with PMS 342
or black.

Size
To maintain full legibility, never
reproduce the logo at widths smaller
than what’s shown to the right,
for both print and screen. There is
no maximum size limit, but use
discretion when sizing the logo. It
should never be the most dominant
element on the page, but the logo
instead should live comfortably and
clearly as an identifying mark.
Note: These minimum size guidelines
only apply to a primary logo without
a department modifier lockup.

No smaller than 1 inch or 175 pixels

No smaller than 1⅛ inch or 194 pixels

IDENTITY

Clear space
To ensure the legibility and prominence
of the logo, follow the guidelines
illustrated to the right.

QUICK TIP

Use the letter “H” from Hollins as
a measuring tool to help maintain
clear space around the logo.
Clear space
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QUICK TIP

As with the primary logo, use the
letter “H” from Hollins as shown
to measure the proper clear space
around the logo.
Clear space

IDENTITY

Logo modifiers
Consistency is important to the success
of our overall brand recognition. All
departments and units should use this
section to help identify their programs
and services.

ACADEMIC AND ADMINISTRATIVE LOCKUPS

Use the letter “H” from Hollins
as a measuring tool to help
maintain the appropriate
space between the primary
logo and any modifiers,
such as academic departments,
administrative offices, and
additional office qualifiers like
names or sub-committees.
26

BEST PRACTICES

• Do not create unique
departmental marks.
• Do not recreate or change
this lockup.
• The color scheme for both the
primary logo and the lockup
should follow the same color
guidelines, established for
the primary logo. The lockup
should never have its own color
application separate from the
primary logo.

Psychology Department

History Department

Department names are centered beneath the primary logo and typeset in Linux Libertine, Italic, 10 point or Times New Roman,
Italic, 10 point, if Linux Libertine is unavailable. Department names are standardized to lead with the field of study.

IDENTITY

Logo placement
7

For the majority of our communications,
especially stationery, our primary logo
and corresponding addresses are
centered horizontally on the page.
For letters and correspondences, we
recommend using the modified block
(standard format).
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Office of the President
Block Letter
Standard Format
Block Letter
January
23, 2009
Standard
Format

10 point

(return 6 times)

Office of the President
(return 6 times)

(return 4 times)
January 23, 2009
Ms. Susie Hollins
3015 N. College Avenue
Anywhere, VA 12345-6789 (return 2 times)
(return 4 times)
Ms. Susie Hollins
Dear N.
Susie,
(return
2 times)
3015
College
Avenue
Anywhere, VA 12345-6789 (return 2 times)
Thank you so much for meeting with me recently. After hearing so much about you, I was delighted to
have the
opportunity
to meet you. I also enjoyed meeting your husband and two delightful daughters.
Dear
Susie,
(return 2 times)
(return 2 times)

Thank you so much for meeting with me recently. After hearing so much about you, I was delighted to
Thank
too, for your
willingness
to consider
gift tohusband
the Hollins
in honor
of your
have theyou,
opportunity
to meet
you. I also
enjoyedmaking
meetinga your
and campaign
two delightful
daughters.
mother,
Estelle. As I suggested, it would be wonderful if you would consider establishing an endowed
(return
2 times)
fund named in Estelle’s honor for enhancing study abroad opportunities for students. If your gift or commitmentyou,
(which
be paid
over a five-year
period)
is made
of March,
it will
help
Thank
too, can
for your
willingness
to consider
making
a giftbytothe
theend
Hollins
campaign
in also
honor
of us
your
meet
theEstelle.
BrownAs
Challenge
for enhancement
of international
study opportunities.
I have taken
the liberty
mother,
I suggested,
it would be wonderful
if you would
consider establishing
an endowed
of
enclosing
a pledge
form
for for
your
convenience.
you have
any questions
need additional
informafund
named in
Estelle’s
honor
enhancing
studyIfabroad
opportunities
for or
students.
If your gift
or com2 times)
tion, please
do not
let me
know. (return
mitment
(which
canhesitate
be paidtoover
a five-year
period)
is made by the end of March, it will also help us
meet the Brown Challenge for enhancement of international study opportunities. I have taken the liberty
Sincerely,
4 times)form for your convenience. If you have any questions or need additional informaof enclosing(return
a pledge
tion, please do not hesitate to let me know. (return 2 times)
Sincerely, (return 4 times)
Nancy Oliver Gray
President (return 2 times)

BEST PRACTICES

• If you do not have access
to our brand fonts, or use a
Microsoft-based program, default
font substitutes are available:

NOG: Oliver
abe Gray
Nancy
President (return 2 times)
Enclosure
NOG: abe
cc: Mary Brown
Enclosure
P.S.
cc: Mary Brown
P.S.

SUBSTITUTE SERIF (for Linux Libertine)
Times New Roman
SUBSTITUTE SANS (for Trade Gothic)
Arial
P.O. Box 9625, Roanoke, VA 24020-1625
(540) 362-0000 • Fax: (540) 362-0001
presoffc@hollins.edu • www.hollins.edu
P.O. Box 9625, Roanoke, VA 24020-1625
(540) 362-0000 • Fax: (540) 362-0001
presoffc@hollins.edu • www.hollins.edu

9 point
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IDENTITY

Email signatures
Consistency is important to the success
of our overall brand recognition. For
many of us, email has taken the place
of business letters. As a result, we
recommend that all Hollins employees
use a standard email signature, just
as you would use a standard stationery
template. All departments and units
should use this section to help identify
their programs and services when
communicating via email.
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Optional additions include:
• Email address
• 800 number, if it applies to
your office
• Hollins’ tagline (Women who are
going places start at Hollins)
• Social media icons
• Class year if you are a Hollins
graduate
Text should be set in Arial 11 point.

Body of email

it was a delight meeting with you and your parents.
Thanks again for visiting Hollins University!
One return after last line of email body

Font: Arial 11 point
Style: Bold and Regular
Color: Black
Font: Arial 11 point
Style: Regular
Color: R-64, G-112, B-96

-<Full Name> | <Job Title>
<Department Name -or- Office (if necessary) >
One return

Hollins University
P.O. Box 0000, Roanoke, VA 24020
hollins.edu | <Office -or- Cell Phone #>
Max width: 80 characters

For best viewing across all devices, limit the width of email signatures to 80 characters.

IDENTITY

Tagline
Our undergraduate tagline—“Women who
are going places start at Hollins”— captures
an idea that resonates with many audiences:
prospective undergraduates, current students,
alumnae, and the campus community. When
the wordmark accompanies the primary
logo on communications, it should act as a
secondary element that supports the main
message. Think of it as a signature or sign-off
for the overall communication piece, usually
incorporated on the front or back cover or in
a footer. The tagline does not need to appear
on every page of a document, and it should
never be overused. Offices are discouraged
from developing or using their own taglines.

WOMEN WHO ARE GOING PLACES START AT HOLLINS

WOMEN WHO ARE GOING PLACES START AT HOLLINS

The tagline’s width is always justified to the primary usage logo’s width, and is one capital ‘H’ below the baseline of the logo.

EXAMPLE ONE

EXAMPLE TWO

Tagline as a graphic element

Tagline as a sign-off
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WHERE YOU’LL
TAKE THE FIRST
STEP TOWARD A
FULFILLING FUTURE.

career
preparation

WOMEN WHO ARE GOING PLACES START AT HOLLINS

You’ll find yourself immersed in a
holistic learning environment, both
in and out of the classroom. Our
renowned leadership institute,
challenging curriculum, and network
of real-world opportunities will
give you the skills and perspective
to firmly establish yourself in the
professional world—as an articulate,
resourceful, and engaged leader.

that builds confidence.

WOMEN WHO ARE GOING PLACES START AT HOLLINS
ACADEMICS

/7
7916 Williamson Road • Roanoke • Virginia • 24019

IDENTITY

Implementation
To ensure consistent use of the logo,
here are some practices to avoid.

DON’T skew or bend the logo in any way.

DON’T add any extra elements to the logo.

DON’T crop the wordmark.
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DON’T use drop shadows or other visual effects.

DON’T rotate the logo. It should always
remain horizontal.

DON’T use any colors other than those
specified in this document.

DON’T outline the logo.

IDENTITY

Legacy logos
A few entities and programs have
established equity in their sub-brand
logos. Only the sub-brand logos shown
here are approved for use with our
primary logo. All other departments
and entities must use the primary
logo with a modifier as outlined on
page 26.

BATTEN
LEADERSHIP INSTITUTE

No other sub-brand logos should be
created without the approval of the
office of the president and the
marketing office.

Hollins Athletics
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Implementation
To ensure the consistent use of the
sub-brand logos, here are some
practices to avoid.

DON’T add any extra elements or modify
the primary logo lockup.
DON’T use any colors other than those
specified in this document.
DON’T skew or bend the logo in any way.

IDENTITY

Seal
The seal is an important part of the
university’s heritage. It contains
important and symbolic elements
that have been present since 1901:
mountains, the institution’s motto,
an open book, and the fleur-de-lis.
It is used on official documents,
diplomas, ceremonial items, and a
limited number of merchandise items,
such as class rings and Jefferson cups.
Only use the seal with dignity and
authority, and do not alter it in
any way.
It may be used for other purposes
only with the permission of the
office of the president and the
marketing office.

PRIMARY USAGE
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Full-color reproduction, on white

ALTERNATE: CREAM STOCK

ALTERNATE: GOLD

ALTERNATE: BLACK

PMS 342 is substituted
for 343 to ensure consistent
color representation

Metallic PMS 872

For one-color reproductions

IDENTITY

Size

Clear space

To maintain full legibility, never
reproduce the seal at widths smaller
than 1.25 inches (for print) or 215
pixels (for screen). There is no
maximum size limit.

Clear space should be maintained
around the seal for legibility and
prominence. Photos, text, and
graphic elements must follow
these guidelines. Use half of the
seal’s width as a measuring tool
to ensure clear space.

No smaller than 1¼ inch or 215 pixels

Clear space
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Implementation
To maintain the integrity of the seal,
do not use these older versions.

typography
Linux Libertine, Trade Gothic, and our accent typefaces are reserved
for professional designers who work through the marketing office on
external communications for Hollins’ various audiences.
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TYPOGRAPHY

Primary sans typeface
36

TRADE GOTHIC IS OUR PRIMARY SANS TYPEFACE, AND IT VISUALLY CAPTURES
OUR VOICE IN COMMUNICATIONS.
Trade Gothic does a lot of the heavy lifting. She can handle a
powerful headline, body copy, and small captions. Trade Gothic
commands your attention with her strong and bold letter
forms—she gets straight to the point.

TYPOGRAPHY

TRADE GOTHIC LT STD BOLD

TRADE GOTHIC LT STD REGULAR

BOLD

REGULAR

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

ABCDEFGHIJKLMNOP
QRSTUVWXYZ

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
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NOTEWORTHY

Use Trade Gothic LT Standard Bold
Condensed No. 20 only for headlines
and call-outs.

TRADE GOTHIC LT STD BOLD CONDENSED NO. 20

TRADE GOTHIC LT STD LIGHT

BOLD
CONDENSED
NO. 20

LIGHT

ABCDEFGHIJKLMNOP
QRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890?!.,

TYPOGRAPHY

Primary serif typeface
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LINUX LIBERTINE IS OUR PRIMARY SERIF TYPEFACE, AND IT VISUALLY CAPTURES
OUR VOICE IN COMMUNICATIONS.
Linux Libertine is classic, elegant, and timeless. She can take
the role of a leading headline, pulled quotes, body copy, and
large introductions. Often seen as soft and quiet, Libertine
shouldn’t be underestimated—when typeset the right way,
she is strong and elegant.

TYPOGRAPHY

LINUX LIBERTINE BOLD

LINUX LIBERTINE SEMIBOLD

LINUX LIBERTINE REGULAR

BOLD

SEMIBOLD

REGULAR

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

ABCDEFGHIJKLNOP
QRSTUVWXYZ

ABCDEFGHIJKLMNOP
QRSTUVWXYZ

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
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LINUX LIBERTINE BOLD ITALIC

LINUX LIBERTINE SEMIBOLD ITALIC

LINUX LIBERTINE ITALIC

BOLD
ITALIC

SEMIBOLD
ITALIC

ITALIC

ABCDEFGHIJKLMNOP
QRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890?!.,

ABCDEFGHIJKLMNOP
QRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

TYPOGRAPHY

Accent typefaces
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TO ADD CHARACTER AND PLAYFULNESS TO OUR BRAND, WE’VE INCLUDED
SACKERS GOTHIC AND KNOCKOUT.
These typefaces command a lot of attention, and only
care to be in the limelight as headlines.

TYPOGRAPHY

KNOCKOUT HTF 27 JUNIOR BANTAM WEIGHT

BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890?!.,

41
SACKERS GOTHIC HEAVY

REGULAR

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890?!.,

TYPOGRAPHY

Typography hints
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JUST LIKE OUR STUDENT BODY, OUR TYPOGRAPHY IS DIVERSE. BUT WHEN OUR
MANY TYPEFACES WORK TOGETHER, THEY HAVE A STRONG VISUAL AND
VERBAL PRESENCE.
Certain typefaces work best for certain applications, so take
note of which typefaces are used where and how they are used.
Remember: we always strive for strong hierarchy and legibility.

TYPOGRAPHY

General users
If you use Microsoft Word, PowerPoint,
or other similar programs, please use
the default font families listed here.

DEFAULT SUBSTITUTE SERIF:
GEORGIA

DEFAULT SUBSTITUTE SANS:
ARIAL

Regular

Regular

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

abcdefghijklmnopqrstuvwxyz
1234567890?!.,

ABCDEFGHIJKLNOP
QRSTUVWXYZ

ABCDEFGHIJKLNOP
QRSTUVWXYZ

ADDITIONAL AVAILABLE STYLES

ADDITIONAL AVAILABLE STYLES

Italic
Bold
Bold Italic

Italic
Bold
Bold Italic
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TYPOGRAPHY

Professional users
It’s important to maintain a clear
hierarchy in your choice of type styles
for each design. This creates rhythm
and consistency, and it sets the
pace for your reader. Although each
communication we create will have its
own specific needs and requirements,
use page 45 as a guide to maintain the
proper hierarchy within type styles.
Typefaces can be purchased from the
sites listed on this page.

TRADE GOTHIC

LINUX LIBERTINE

Designed by Jackson Burke, 1948
Published by Linotype

Designed by Philipp H. Poll
SIL OFL Font License

OpenType font format that’s compatible
with all modern screen and print workflows. Web-safe versions are also available
for digital applications.

OpenType font format that’s compatible
with all modern screen and print workflows. Web-safe versions are also available
for digital applications.

fontshop.com

fontsquirrel.com

KNOCKOUT

SACKERS GOTHIC

Designed by Hoefler & Frere-Jones
Version: Knockout Series A

Designed by Monotype Design Studio, 1994
Published by Monotype Imaging

OpenType font format that’s compatible
with all modern screen and print workflows. Packaged in seven different series,
Knockout’s unusually broad array
of nine different widths steps gently
from supercompressed to extra wide.
Web-safe versions are also available
for digital applications.

OpenType font format that’s compatible
with all modern screen and print workflows. Web-safe versions are also available
for digital applications.

When using these typefaces, make sure
to always take the time to set text to
Optical Tracking and to manually adjust
the kerning when needed. These details
make us look professional and greatly
improve the readability of our type.
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typography.com

myfonts.com

TYPOGRAPHY

LINUX LIBERTINE ITALIC

SACKERS GOTHIC HEAVY

where

bold thinkers

LINUX LIBERTINE BOLD

F I N D T H E R E S O LV E

KNOCKOUT HTF 27 JUNIOR BANTAM WEIGHT

TO DREAM BIGGER.
45

SACKERS GOTHIC HEAVY

LINUX LIBERTINE ITALIC

“first part of quote
goes here:
Quidiores es modit, occae repudan
imusda aut alitius sitatibus,
consern atquamus, sinis ullest illat.
Hilicaborem consecaerum es.”

TRADE GOTHIC LT STD
BOLD CONDENSED NO. 20

SACKERS GOTHIC HEAVY

TRADE GOTHIC LT STD BOLD
TRADE GOTHIC LT STD REGULAR

JOHANNA HOLLINS
Hollins Abroad-Paris student

99%
of students receive
financial aid

our brand

color
PALETTE
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COLOR

Our colors
48

OUR COLORS SAY A LOT ABOUT WHO WE ARE.
Our color palette helps audiences identify us at a glance, and
the way we use color sets the mood for each of our pieces. Our
palette is diverse and flexible, but to maintain visual consistency
across all university materials, only use the colors outlined in
this section.

When using color builds, always
use the color values listed on the
following pages. They have been
adjusted for the best reproduction
on screen and in print, and may
not match Pantone Color Bridge
breakdowns.

COLOR

Palettes
Our color palette has two layers:
primary and support, each with
its own sets of colors.
Lean heavily on our primary palette,
but use the support palette to
help build color schemes that are
complementary and balanced. This
helps the primary palette adjust
to meet the needs of our various
communications.

PRIMARY

49
SUPPORT

Primary colors
Our primary colors represent Hollins
at the highest level, and should be
present in all communications.

NOTE
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To maintain visual consistency
across all university materials,
only use the colors outlined here.
It is best to use spot colors
whenever possible, but if not,
please use the four-color process
builds to the right, because they
match our spot colors as closely
as possible.

COLOR CODE SOURCE
PANTONE® Color Bridge
Uncoated/Coated, First
Edition, Third Printing 2012

Tinker Green

Botetourt Gold

PANTONE 342

PANTONE Metallic 872

UNCOATED
C 93 M 10

Y 75

K 43

COATED
C 96 M 07

Y 80

K 33

DIGITAL
R 64 G 112 B 96
HEX 907060

DIGITAL
R 142 G 116 B 74
HEX 8E744A
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White

ACCENT

ACCENT

Mint

Yellow

PANTONE 338

PANTONE 116

UNCOATED
C 00 M 00

Y 00

K 00

UNCOATED
C 54 M 00

Y 37

K 00

UNCOATED
C 00 M 14

Y 100 K 00

COATED
C 00 M 00

Y 00

K 00

COATED
C 50 M 00

Y 31

K 00

COATED
C 00 M 19

Y 100 K 00

DIGITAL
R 255 G 255 B 255
HEX FFFFFF

DIGITAL
R 110 G 206 B 178
HEX 6ECEB2

DIGITAL
R 255 G 181 B 17
HEX FFB511

Support colors
Our support palette complements the
primary palette and creates flexibility
so communications can shift for
various needs. Support palette
colors should never be used on
their own or be more prominent
than the primary palette.
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COLOR CODE SOURCE
PANTONE® Color Bridge
Uncoated/Coated, First
Edition, Third Printing 2012

Light Blue

Periwinkle

Salmon

Brick

PANTONE 630

PANTONE 644

PANTONE 486

PANTONE 1795

UNCOATED
C 46 M 00

Y 11

K 00

UNCOATED
C 42 M 13

Y 05

K 00

UNCOATED
C 00 M 51

Y 46

K 00

UNCOATED
C 01 M 83

Y 89

K 04

COATED
C 48 M 00

Y 10

K 00

COATED
C 42 M 10

Y 02

K 06

COATED
C 00 M 51

Y 46

K 00

COATED
C 00 M 96

Y 93

K 02

DIGITAL
R 119 G 197 B 213
HEX 77C505

DIGITAL
R 155 G 184 B 211
HEX 9BB8D3

DIGITAL
R 232 G 146 B 124
HEX E8927C

DIGITAL
R 210 G 38
HEX D22630

B 48
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ACCENT

ACCENT

ACCENT

Plum

Gold

Pink

Purple

Seal Blue

PANTONE 1955

PANTONE 124

PANTONE 205

PANTONE 7676

PANTONE 287

UNCOATED
C 10 M 95

Y 44

K 26

UNCOATED
C 02 M 30

Y 98

K 08

UNCOATED
C 01 M 78

Y 23

K 00

UNCOATED
C 57 M 52

Y 03

K 00

UNCOATED
C 92 M 62

Y 00

K 00

COATED
C 09 M 100 Y 54

K 43

COATED
C 00 M 30 Y 100

K 00

COATED
C 00 M 83

Y 16

K 00

COATED
C 61 M 64

Y 03

K 00

COATED
C 100 M 75

Y 02

K 18

DIGITAL
R 138 G 21
HEX 8A1538

B 56

DIGITAL
R 234 G 170 B 00
HEX EAAA00

DIGITAL
R 224 G 69
HEX E0457B

B 123

DIGITAL
R 117 G 102 B 160
HEX 7566A0

DIGITAL
R 00 G 48
HEX 003087

B 135

our brand

photography
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PHOTOGRAPHY

Overview
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PHOTOGRAPHY PLAYS AN IMPORTANT AND NECESSARY ROLE IN OUR BRAND
COMMUNICATIONS BECAUSE IT VISUALLY TELLS OUR STORY.
Our documentary-style photography captures the Hollins
culture both inside and outside the classroom. We strive
to show authentic interactions with students, faculty, and
campus life. And the balance of portraiture, “achieving”
photos, sense-of-place shots, and user-generated images
make our communications richer and more interesting.

PHOTOGRAPHY
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PHOTOGRAPHY

Portraiture
Portrait photos should have an
authenticity that comes from real
emotion—not everyone has to have a
toothy grin. So ensure that these shots
always feel natural and not staged.
Our portraiture can range from
lighthearted and warm—which
captures the spirit of our Hollins
community— to serious and
academic, with more stoic faces.
It’s important to maintain this
balance in communications
because Hollins women should
appear confident, with the ability
to be bold, fun, and spirited.
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PHOTOGRAPHY
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PHOTOGRAPHY

Achieving
This action-oriented style of photography
gives a glimpse into what it’s like to
be a Hollins student, both inside and
outside the classroom.
“Achieving” photography documents
peer-to-peer collaborations, along
with faculty and student interaction.
Balance these group shots with
individuals who are engaged in their
activity or area of study. Hollins
women should be captured learning
and developing their skills, being
mentored by faculty, and becoming
leaders. And remember, it’s important
to show a diverse mix of students in an
accepting and supportive environment.
60
Document the close-knit Hollins
community by showing a balance
of hard work and fun.

PHOTOGRAPHY
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PHOTOGRAPHY

Sense of place
The beauty of the Hollins campus
is something to show off, and these
images paint the picture of what
our campus looks like. Pepper
sense-of-place shots throughout
communications in a way that the
layout can breathe. When capturing
these images make sure the scene
is well-lit and warm.
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PHOTOGRAPHY
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PHOTOGRAPHY

User-generated
Instagram-style photography lets
people see, literally, through the lenses
of students at Hollins. With a variety
of vintage filters, these images are
whimsical and fun. Use these as small
thumbnails for spreads, or to show
a collection of photography.
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PHOTOGRAPHY
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graphic
elements
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GRAPHIC ELEMENTS

Heritage illustrations
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THESE HERITAGE ILLUSTRATIONS ARE BASED ON VARIOUS VINTAGE SEALS FROM OUR
PAST. THEY ARE MARKS OF CULTURE AND TRADITIONS, WHICH OUR INSTITUTION IS
BOTH KNOWN AND REMEMBERED FOR.
The marks can be used across all audiences to provide an
illustrative accent, but always apply them in a thoughtful
manner. Since they represent our culture and traditions, use
them based on an audience’s familiarity with Hollins.

To obtain these heritage
illustrations, please contact
the marketing office.

GRAPHIC ELEMENTS

USAGE

Use our heritage illustrations sparingly.
They should correlate with the headline
and photography in the design.
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GRAPHIC ELEMENTS

Nature illustrations
70

THESE WOODCUT-INSPIRED NATURE ILLUSTRATIONS REFLECT THE NATURAL BEAUTY
OF THE HOLLINS CAMPUS.
Only use these specific nature illustrations when talking about
a sense of place at Hollins. If you need to add to the Hollins
illustration library, be sure it matches this delicate, whimsical,
simple, line-drawn style. It should never be filled in or used
with multiple colors.

To obtain these nature
illustrations, please contact
the marketing office.

GRAPHIC ELEMENTS
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GRAPHIC ELEMENTS

Creative accents
72

THE CREATIVE ACCENTS CELEBRATE THE UPBEAT AND QUIRKY SPIRIT
OF THE HOLLINS WOMAN.
The creative accents, which are steeped in lively Hollins traditions,
give our communication materials personality and playfulness
to accompany a more structured layout. The balance of creative
accents, illustrations, layouts, and typography are reflective
of the same work/fun balance a Hollins woman experiences.

GRAPHIC ELEMENTS

WATERCOLOR SWASHES

CONFETTI DOTS
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WAVY RULE

DOTTED RULE

SOLID RULE (0.5 PT)

how it comes
to life
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HOW IT COMES TO LIFE

Overview
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THE HOLLINS IDENTITY IS A COLLECTION OF ELEMENTS THAT CREATE THE LOOK AND
FEEL OF THE BRAND.
Our colors, typography, photography, and voice all combine
to create a strong, unique image for Hollins. We tailor
these elements for each audience, and by using these tools
consistently, each piece we design will combine to create
and identify the larger Hollins brand.

HOW IT COMES TO LIFE

Brand spectrum
EXTERNAL AUDIENCES
Prospective students
GOAL OF COMMUNICATIONS
Build awareness
and understanding

ACADEMICS

choosing

a college

00

COM E S D OW N T O A

SIMPLE QUESTION...

Because when you know the answer to that question,

YOU’LL SEE JUST HOW
FAR YOU CAN GO.
At Hollins, your successes are the result of your
commitment and your engagement—as well as
top-notch instruction, life-changing opportunities,
and an unbelievably inspiring setting.
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CIVIC & SERVICE

Fugiti Uscipid

Elis Eiundae

Eaquia

Voloriorum

Nonsent Autem

Illigendam

Elis Eiundae

Totasperissite

Voloriorum

Voluptam Aliatium

Illigendam

Quatur Olest

Totasperissite

Vidit Oditatur

Voluptam Aliatium

Corumquis

Quatur Olest

Aliquationem

Vidit Oditatur

Nihictu Moluptatu

Corumquis

Doluptis Apita

Aliquationem

Evelitatium

Nihictu Moluptatu

LlaccuPtatur

Doluptis Apita

Voluptatur Nihictu

Evelitatium

Moluptatu

first part of
quote goes here:
Quidiores es modit, occae repudan
imusda aut alitius sitatibus,
consern atquamus, sinis ullest illat.
Hilicaborem consecaerum es.

”

JOHANNA HOLLINS
Abroad-Paris student
at Hollins University
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Hollins is represented by:
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Sitaspis Aut peris

THIS IS WHERE YOU’LL FIND
WHAT DRIVES YOU.
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HOLLINS UNIVERSITY

INTERNAL AUDIENCES
Current students,
faculty and staff,
alumnae, and donors

“

THE NUMBERS
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HOLLINS UNIVERSITY
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where I find my

greatest

STRENGTH.

where I blaze

a trail

FOR OTHERS.

where I discover

what i’m

CAPABLE OF.

where I follow

my own

PATH.

HOW IT COMES TO LIFE

External audiences: Prospective student examples
For these communications, the brand
should balance both the academic
and playful side of Hollins. Watercolor
swashes, confetti dots, wavy and dotted
lines, heritage illustrations, playful
typography, and support colors all help
identify the Hollins brand, which is
geared here toward a younger audience.

choosing
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a college

COM E S D OW N T O A

SIMPLE QUESTION...

áShort Sheet

how far

are you
W I LLI NG

TO PUSH YOURSELF?

HOW IT COMES TO LIFE
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Because when you know the answer to that question,

YOU’LL SEE JUST HOW
FAR YOU CAN GO.
At Hollins, your successes are the result of your
commitment and your engagement—as well as
top-notch instruction, life-changing opportunities,
and an unbelievably inspiring setting.

HOW IT COMES TO LIFE

External audiences: Prospective student examples
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HOW IT COMES TO LIFE

Internal audiences: Current student examples
The Hollins brand shifts to a simpler
look for current students. These
communications use heritage
illustrations and playful type.
Colors are chosen mostly from
the primary palette, with accents
of mint and yellow.
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