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I n t roduc t i onQU I CK R E F E R E N C E
GU IDE
IDENTIFICATION

• University of Massachusetts
(never “The University of
Massachusetts,” except at the
beg i nni ng of a sentence)

• UMass

• University of Massachusetts
system
(only wh en “system” is needed
for clarity)

• UMass system
(only wh en “system” is needed
for clarity)

POSITIONING (S E E P A G E 10)

• A Revolutionary University

• World-class education

• Groundbreaking research

• Impactful service &
e n g a g em en t

• Spirit of Massachusetts

LOGO (S E E P A G E 21)

• Horizontal logo should be
used whenever possible

• M i n i m u m height: 0.375 inches
(logos should be scaled
appropriately to retain the
original proportions).

• Stacked logo also available

• C a n be used in full color or
white knockout on color (if
us ing white knockout, the
preferable treatment is on
UMass Blue)

FONTS (S E E P A G E 29)

• Primary: Montserrat, O p e n Sans,
Lora

• Formal: Frutiger, Sabon

COLORS (S E E P A G E 26)

UMass Blue 300 C / # 0 0 5 E B 8

UMass Maroon 201 C / #9D2235

Navy Blue #013E7D

L i g h t Blue # 2 A B 3 F F

Vibrant B lue (Web) #035C B8

Green #148071

Yellow #FCB316

Pink # D F 2 0 4 9
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I n t roduc t i onME S S A G E F R OM PRE S I D EN T
M E E H A N

As a first-generat ion col lege stu d en t a n d UMass Lowel l graduate, I credit the opportunities 
that UMass provided m e d e c a d e s a g o with the su ccess that I have found over the course of
m y career as a prosecutor, as a con gressm an , as chancel lor of UMass Lowell, a n d n o w as the 
first UMass u n d ergrad u ate a l u m n u s to lead the system. As it h as for m a n y of our students, the 
University of Massachusetts h as truly transformed m y life.

Th e University of Massachusetts is the b eat i n g heart of a state rich in tradition a n d rigorous 
in thought . Massachusetts isn’t just a n e d u cat i on m e cca , a research powerhouse, or an 
e c o n o m i c hub. More t h an anything, it’s h o m e to a revolutionary spirit—a relentless drive for
innovation, growth, a n d ad v an ce m e n t , a n d a wi l l ingness to d o what’s never b e e n d o n e before. 
In Massachusetts, w e refuse to rest o n our laurels or settle for “good enough.” It’s that spirit that 
h as c e m e n t e d this state’s p lace in history a n d e n su re d its e n d u r i n g leadership a n d success.
A n d the University of Massachusetts clearly e m b o d i e s that spirit.

W e will e m b r a c e that spirit as a brand. Market ing c a m p a i g n s c h a n g e with the times, b u t a 
b r an d is ab ou t authentical ly a n d optimistical ly express ing w h o w e are as a n institution. It is 
the p lace where w e all c o m e together, a n d the place f r o m w h i c h w e all speak. It provides the
lati tude for indiv iduals to craft their o w n com m u n i cat i on s , b u t with the guardrai l s that ensure a 
consistent look, voice a n d tone, as w e def ine our posit ion as a leader in publ i c h i gh er education.

I e n co u r ag e you to u se this b r an d g u i d e as a reference for all of your c o m m u n i c a t i o n s — both 
external a n d internal. If you have any quest ions or n e e d g u i d a n c e o n h o w to i m p l e m e n t the 
guidel ines herein, please d o not hesitate to con tact the Off ice of C o m m u n i c a t i o n s in the 
President’s Office.

T h a n k you for all you d o for UMass.

Marty Meehan
President, University of Massachusetts

Marty Meehan '78
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P U R PO S E

The purpo s e of this 

g u i d e is to serve as a 
central reference
for all President’s

Office materials. It

provides clear
g u i d a n c e on 

m e s s a g i n g , voice 
a n d tone, a nd  
d e s i g n e le m e nts like 

colors, typography, 
photography, a nd

appropriate us es of the 
logo a n d wordmark.

This g u id e is about 
providing the 
direction
necessary for the
university to 
c ommunic at e
clearly
a n d consistently
across all mediums.

WHAT IS A BRAND?
At its simplest, a brand is what an organization is known for
and what differentiates it from its competitors. A brand is a
combination of both tangible and intangible attributes and
must be built and supported with care.

I n t roduc t i on



BU I LD ING
B LOCK S

This brand guide  
is the result of a
strategic analysis that 
b e g a n with a broad 
perception, awareness, 
a n d reputational study.

Over the course of this 
research a n d strategy 
development, we heard 
f rom 11,000 individuals,

inc luding 3,800

UMass alumni, 3,100
current students, 2,100 
prospective students, 
1,900 parents, and 
dozens of m e m b e r s
of the university 
community , inc luding 
leadership, staff,

a n d faculty.

DISCOVERY: QUALITATIVE
RESEARCH
• One-on-one interviews with

internal stakeholders

• Focus groups with students on
each campus

• External interviews with
prospective students, 
guidance counselors, hiring
managers, and business leaders

CREATIVE PLATFORM
DEVELOPMENT
• Created a brand platform to guide

creative execution that was deeply
rooted in the research and
positioning platform

• Gathered feedback on initial creative
platforms from all five campuses
and implemented 
recommendations in final product

STRATEGY & POSITIONING
DEVELOPMENT
• Created a positioning platform

to guide overall messaging,
media, and creative
development

• Developed recommendations
on system marketing strategy
for maximum campus 
support and alignment

DISCOVERY: QUANTITATIVE
RESEARCH
• 11,000 respondents

• Regional study in New England and 
Massachusetts among parents,
prospective students, current UMass
students, and UMass alumni

• National study among parents
and prospective students

7
UMass President’s Office Brand Guide
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Brand
Platform



VISION
To be a national mode l of 
excellence for publ ic research 
university systems.

MISSION
To provide an affordable 
a n d accessible educat ion of 
h i g h quality a n d to conduct
programs of research a n d
publ ic  service that advance
knowledge a n d improve the
lives of the people of the
Commonwealth ,  the nation a n d
the world.

B r and P la t fo rmV I S ION & MISS ION
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A Revolutionary University
A t UMass, w e h a r n e s s t h e revolutionary

spir it of M a s s a c h u s etts to deliver

affordable,  wor ld-c lass ed u c a t io n that

tr an sf o r ms lives, c o n d u c t g r o u n d b r e a k i n g

r esear ch that i m p r o v e s our world, a n d

c r eate soc ia l a n d e c o n o m i c i m p a c t that

s h a p e s a n d e n e r g i z e s c o m m u n it ies .

POS I T ION ING

FOUR P ILLARS OF A REVOLUTIONARY UNIVERSITY

| World-C lass Educat ion

| G r o u n d b r e ak in g Research

| Impact fu l Service a n d E n g a g e m e n t

| Spirit of Massachusetts

10
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P R O O F POINTS

• UMass is the top publ ic
university in Ne w E n g l a n d
according to the Times Higher
Educat ion World Reputat ion
Rankings.

• All four UMass undergraduate 
c am p u s e s are rated in the top 
category of U.S. New s & World 
Report ’s Best Col leges rankings
— makin g UMass one of the few 
university systems in the nation
to have each c a m p u s so
acclaimed.

• UMass faculty inc lude a Nobel 
Laureate, Pulitzer Prize winners, 
m e m b e r s of the National Academy 
of Sciences, an Amer ican Book 
Award winner, a n d Fulbright,  
G u g g e n h e i m , MacArthur, and 
Mellon Fellows. Nume rou s UMass 
faculty m e m b e r s have been
n a m e d  to the list of the World’s
Most Scientif ic Minds.

W o r l d - C l a s s E d u c a t i o n

| H i g h - qual i ty a c a d e m i c p r o g r a m s f o c u s e d o n  
s t u d e n t o u t c o m e s

| A h i g h l y m a r k e t a b l e d e g r e e f r o m a top-r a n k e d  
research university

| A c u r r i c u l u m t h at e n c o u r a g e s l i fe long le arn in g  a n d
inte l lectual curiosity

| D i s t i n g u i s h e d faculty w h o are e n g a g e d a n d  
ac c e s s i b l e to s t u d e n t s

| A diverse, g l o b a l c o m m u n i t y t h at prepares  our
s t u d e n t s to s u c c e e d in a n increas ing ly  
i n t e r c o n n e c t e d world

11
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P R O O F POINTS

• UMass is the third-largest
research university in
Massachusetts, behind only
Harvard a n d MIT, a n d is the 
fourth-largest research
university in Ne w England.

• UMass conducts more than $813
mill ion in research a n d
development annually.

• UMass is consistently ranked as
one of the top universities
granted U.S. patents, with
dozens arising out of faculty
inventions annually.

G r o u n d b r e a k i n g R e s e a r c h

| R e s e a r c h c o n c e n t r a t e d in areas of i m p o r t a n c e to the  
M a s s a c h u s e t t s e c o n o m y (life sc iences , d a t a sc ience,  
c l i m a t e sc ience , a d v a n c e d m a n u f a c t u r i n g , etc.)

| D is c ove ry a i m e d at a d d r e s s i n g p r e s s i n g c h a l l e n g e s of
today, i n c l u d i n g healthcare , c l imate, a n d s c i e n c e a n d
t e c h n o l o g y

| Innovat ive p a r t n e r s h i p s w i t h b u s i n e s s a n d  
g o v e r n m e n t to drive t h e M a s s a c h u s e t t s e c o n o m y

| S u p p o r t of s t u d e n t a n d faculty- l e d entrepreneursh ip  a n d
start-u p ventures

| P r o d u c t creation, test ing , a n d d e v e l o p m e n t  for
university, private, a n d g o v e r n m e n t  
c o m m e r c i a l i z a t i o n

12
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P R O O F POINTS

• The University of
Massachusetts is the single
largest economic
force in Massachusetts, with
more than 300,000 graduates
living and working in the state,
greater than $6 billion in annual
economic impact,  a n d more
than 20,000 employees.

• UMass has 90 core research 
facilities across the state that
c an be utilized by industry or
government  partners and small 
businesses.

• UMass students provide 700,000 
hours of c o m m u n i t y service
every year all across the state.

I m p a c t f u l S e r v i c e a n d E n g a g e m e n t

| S e r v i n g a s a n e c o n o m i c e n g i n e for M as s ac hus e t t s  
t h r o u g h ta lent d e v e l o p m e n t , p u b l i c - private 
partnersh ips , e n t r e p r e n e u r s h ip a n d e m p l o y m e n t

| Re c ru i t ing , d e ve lop ing , a n d reta in ing a
h i g h l y ski l led a n d diverse workforce for
M as s ac hus e t t s

| S t r e n g t h e n i n g c o m m u n i t i e s across M as s ac hus e t t s  b y
i n s p i r i n g soc ia l a n d e c o n o m i c d e v e l o p m e n t  act iv ity b y
students , faculty a n d a l u m n i

| E n c o u r a g i n g c iv ic e n g a g e m e n t a n d c o m m u n i t y  
serv ice b y s t u d e n t s

13
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P R O O F POINTS

• UMass System is ranked 
#1 public  research 
university in New 
England.

• 3 3 0 K  a l u m n i  l i v e  an d  w o r k  i n  
M as s ac h u s e t t s ;  5 0 0 K  a l u m s  
g l o b a l l y .

• G e n e r at e d  $ 8 1 3  m i l l i o n  i n  
an n u a l  r e s e ar c h  
e xp e n d i t u r e s .

• $ 8 . 3  b i l l i o n  e c o n o m i c  i m p ac t  
ac r o s s  t h e  s t a t e  o f  
M as s ac h u s e t t s .  

• $ 1 . 1  b i l l i o n  e n d o w m e n t .

S p i r i t of M a s s a c h u s e t t s

| Histor ical s i g n i f i c a n c e a s t h e b i r t h p lac e of t h e
A m e r i c a n Revo lut ion a n d t h e A m e r i c a n  
Industr ia l Revolut ion

| A g l o b a l leader in t h e “revolutionary” industr ies  of
today a n d tomorrow

| Collaborative, h ar d w o r k in g , a n d  
entrepreneur ia l cu l ture

| Inc lus ive a n d diverse g l o b a l c o m m u n i t y

14
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B R AND
ATTR IBUTES

Mission-driven
If we can’t draw a connection 
between an action a n d our
mission, we don’t do it.

Inclusive
W e are dedicated to support ing
a diverse c o m m u n i t y that
reflects the world around us a n d
encourages f reedom of t houg ht
a n d expression.

Forward-thinking
W e educate future leaders in 
state-of-the-art facilities, solve
the problems of tomorrow and
support  e m e r g i n g companies
a n d industries.

Accessible
W e are an eng ine of social
and economic mobility,
accessible to students of all
backgrounds.

Comprehensive
W e are a publ ic research 
university system with a full
array of undergraduate a n d
graduate programs, a medical
school, a law school, a n d a
robust selection of online
degree programs.

O u t c o m e - driven
W e are focused on a h i g h
return on the investment m a d e
by students a n d their families,
offering highly marketable
degrees a n d access to career-
bui ld ing internship, co-op a n d
research opportunities.

E n g a g e d
W e are commit ted to enabl ing
and encourag ing important
connections between students,
faculty, research, industry a n d
communit ies.

If the pillars are where
the brand position
rests, the brand
attributes are the
materials with which
the pillars are
constructed.
This is a collection of
qualities that 
support the brand.

B r and P la t fo rm
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The University of Massachusetts
is the publ ic research university
for the m os t educated state in
America. Let’s act like it.

VO ICE & TONE

UMass is:

| confident, but not arrogant

| conversational, but not casual

| smart, but not overly intellectual

| aspirational, but not out of touch

UMass President’s Office Brand Guide
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Prospect ive students
In Massachusetts, Ne w England,
out of state, a n d key international
markets.

18

Parents
In Massachusetts, Ne w England,
out of state, a n d key international
markets.

Elected officials
W h o determine our
appropriation, appoint our
Board, a n d pass legislation
that impacts us.

Opinion leaders
In civic a n d business
life across
Massachusetts.

Alumni
Of all s tages of life
and all geographies.

Current students
At Amherst , Boston, 
Dartmouth, Lowell,
Medical, L a w a n d UMass
Online.

Staff a n d faculty
Across campuses ,
disciplines, a n d
responsibilities.

Prospect ive staff a n d faculty
F r o m institutions of higher
learning in Ne w England, across
the country, and around the
world.

General public
W e are the publ ic research
university supported in part by
every taxpayer in the
C ommonw e al t h of Massachusetts.

A U D I E N C E S

W e never forget that 
w e c o m m u n i c a t e  with
m a n y different 

audiences, a n d that 

they overlap. A n 
opinion leader could b e

a gra dua te a n d a
parent of a prospective 
s tudent or a current 

student. It is important  to
m a i nt a i n consistency of

voice a n d tone across all
communicat ions .

UMass President’s Office Brand Guide
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CHICAGO MANUAL OF STYLE
The preferred editorial style for
the university is the C h ic ag o
Manual of Style. The C h ic ag o
Manual is one of the most
frequently used style gu ides in
the United States.

19

A free version of the C h ic ag o
Manual of Style c an be accessed
online at 
www.chicagomanualofstyle.org.

ASSOC IATED PRESS (AP) STYLE
Be c aus e of its nearly
universal adopt ion by news
media, A P style should be
used for all materials that are
specif ically prepared for that
audience.

Examples of materials that 
should adhere to A P style
are press releases, me d ia
advisories a n d official
statements.

Mes sag i ngED I TOR I A L
S TY LE

Editorial style refers to
a c o m m o n set of rules
for the written word. In
order to ensure
consisency of 
communicat ions , it is
important that editorial 
style be followed in all 
university materials.

For more guidance on
editorial style, or to 
view the most recent 
versions of either 
guide, please contact 
Communicat ions at 
S l ines@umassp.edu

UMass President’s Office Brand Guide
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DOWNLOADS

Logos are available in ai,
eps, pdf, psd, png, jpg 
and svg formats. Please 
contact
Communications at
Sl ines@umassp.edu for
access to these assets.

21

Our UMass logo is our
distinctive mark. It is
crucial that the UMass
logo be the s a m e in 
every u s ag e a n d live 
in its ow n space. The 
clear space around 
the logo ensures it 
s tands out f rom any

surrounding elements.

The UMass logo may 
only be rendered in 
Pantone 300 C and 
Pantone 201 C or white
(knock-out).

HORIZONTAL LOG O WITH C AMPUSES

HORIZONTAL LOGO

S TAC K E D LOGO S TAC K E D LOG O WITH C AMPUSES

UMass President’s Office Brand Guide
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The development or use
of customized and 
special purpose logos 
m u s t conform to a 
standardized format, 
which combines the 
n a m e of the entity with 
the UMass logo.

Please consult with
the Office of
Communicat ions for 
assistance with any 
logo requests.

DEPARTMENT LOG OS

LOG OMAR K ONLY

DOWNLOADS

L og os are available in ai,
eps, pdf, psd, png, jpg an d
svg formats. Please contact
Communicat ions at
S l ines@umassp.edu for
access to these assets.

22

LOGOS &
L O C KU P S
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M i n i m u m clear
space around the
logo should be
equal to the height  
of the “U” in
University or half the
width of

the logomark.

SPAC ING
MIN IMUMS

23UMass President’s Office Brand Guide
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For m a x i m u m  
legibility, logos should
be presented no
smaller than the sizes
indicated here.

L og os should be 
scaled appropriately 
to retain the original 
proportions.

MINIMUM H E I G H T : 0.375 inches (27 px)

MINIMUM H E I G H T : 0.375 inches (27 px)

MINIMUM H E I G H T : 0.63 inches (43 px)

MINIMUM H E I G H T : 0.375 inches (27 px)

MINIMUM H E I G H T : 0.375 inches (27 px)

MINIMUM H E I G H T : 0.39 inches (27 px)

24UMass President’s Office Brand Guide
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D O N ’ T B R E A K U P A N D
R E P O S I T I O N  A N Y P A R T O F
T H E LOGO.

D O N ’ T TILT O R R O T A T E T H E
LOGO.

25

D O N ’ T P L A C E T H E L O G O IN A
C O L O R T H A T R E Q U I R E S IT T O
B E “ T R A P P E D ” IN A N O T H E R
C O L O R .

D O N ’ T R E N D E R A N Y P A R T O F
T H E L O G O  IN A C O L O R B E S I D E S
P A N T O N E 201 C, P A N T O N E 3 0 0
C, B L A C K , O R W H I T E .

D O N ’ T E X P A N D O R
C O N D E N S E T H E  L O G O — M A K E
S U R E T O M A I N T A I N ITS 
O R I G I N A L P R O P O R T I O N S .

D O N ’ T R E V E R S E T H E
C O L O R S O F  T H E L OGO.

D O N ’ T C H A N G E T H E
F O N T O F  T H E
L O G O T Y P E .

It is critical that the 
logo be presented
consistently throughout 
all communicat ions.
Please refrain from 
m a k i n g any adjustments 
that could affect the
look of any aspects of
the logos, including, but 
not l imited to, the errors 
outl ined here.

UMass President’s Office Brand Guide
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R G B  
H E X / H T M
L  C M Y K

26

222 32 73
D F 2 0 4 9
6 9 9 6 8 1

Pink

CO LOR
PALE T T E

In 2018 UMass updated 
the classic UMass blue 
f rom the traditional 
Pantone 301 to the 
slightly brighter 
Pantone 300 C. Our 
maroon remains the 
strong Pantone 201 C.

Both colors are 
c omp le me nt e d by a
vibrant secondary 
palette that helps
keep the brand fresh 
a n d modern.

The UMass logo may 
only be rendered in 
Pantone 300 C and 
Pantone 201 C or white
(knock-out).

P a n t o n e  
R G B  
H E X / H T M
L  C M Y K

201 C
157 3 4 53
9D2235
7 100 6 8 32

P a n t o n e  
R G B  
H E X / H T M
L  C M Y K

3 0 0 C
0 9 4 184
0 0 5 E B 8
9 9 5 0  0 0

UMass Blue UMass Maroon

H E X / H T M L 0 3 5 C B 8

Vibrant B lue (Web Only)

R G B  
H E X / H T M
L  C M Y K

252 179 22
F CB3 1 6
0 33 100 0

Yellow

R G B  
H E X / H T M
L  C M Y K

3 0  65 123
0 1 3 E 7 D
100 8 5 2 4 9

Navy Blue

R G B  
H E X / H T M
L  C M Y K

4 2 179
255
2 A B 3 F F
62 16 0 0

L i g h t Blue

R G B  
H E X / H T M
L  C M Y K

2 0 129 113
148071
8 5 29 61 10

Green

UMass President’s Office Brand Guide
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O n official
presentation materials
such
as PowerPoint 
presentations, logo 
should appear as
a footer in the left 
bottom corner in full 
color if on white, and 
as a knockout if on a

solid-color
background.

DOWNLOADS

Templates are available for 
download. Please contact 
Communicat ions at 
S l ines@umassp.edu
for access to these assets.

CO LOR
PALE T T E

UMass President’s Office Brand Guide
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GRAPH I C
E L EMENT S

The UMass logomark 
m a y be used as a 
b ac kg round element 
for presentations, 
report covers and

other printed materials.

For this usage, the 
b ac kg round color must  
be set to UMass Blue, 
with the white UMass 
logomark placed on top 
with an opacity of 10%.

E X AMPL E USAGE

PANTONE 3 0 0 C

UMASS LOGOMARK
( U S ED IN WH I T E AT 10% OPAC ITY )

28UMass President’s Office Brand Guide
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T Y POGRAPHY

Montserrat is a web-
friendly, mod e rn sans 
serif typeface with an 
open font license, which 
m e a n s it is free. It is a 
humanist ic font that is 
opt imized for excellent 
legibility in print, web, 
a n d mobi le interfaces.

Montserrat has excellent
contrast between
weights and is used
across our brand for
headlines, call-outs,
graphic  e lements a n d
more.

Our brand fonts are
available from 
Communicat ions  
u p o n request:

S l ines@umassp.edu

Our primary typeface is Montserrat.

Montserrat Light
A B C D E F G H I J K L M N O P Q R S T U V
W X Y Z
a b c d e f g h i j k l m n o p q r s t u v
w x y z  1234567890

Montserrat SemiBold
A B C D E F G H I J K L M N O P Q R S T U V
W X Y Z
a b c d e f g h i j k l m n o p q r s t u v
w x y z  1234567890

Montserrat Regular
A B C D E F G H I J K L M N O P Q R S T
U V W X Y Z
a b c d e f g h i j k l m n o p q r s t
u v w x y z  1234567890

Montserrat Bold
A B C D E F G H I J K L M N O P Q R S T U V
W X Y Z
a b c d e f g h i j k l m n o p q r s t u v
w x y z  1234567890

Aa
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Montserrat SemiBold Ital ic
ABCDEFGH I J K LMNOPQRSTU
VWXYZ
abcdefgh i jk lmnopqrs tu
vwxyz 1234567890

mailto:Slines@umassp.edu
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T Y P O G R A P H Y

O p e n Sans is a humanist  
sans serif typeface. It
was opt imized for use 
across print, web, and 
mobi le interfaces, and 
has excellent legibility

in its letterforms.

O p e n Sans is
the preferred sans 
serif typeface for 
longform text.

Our brand fonts are
available from 
Communicat ions  
u p o n request:

S l in e s @ u m a s s p .e d u

Aa

Open SansBold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890

Open SansExtrabold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890

OpenSansSemibold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890c

O u r s u p p o r t i n g typefaces are Lora a n d O p e n Sans.

UMass President’s Office Brand Guide
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Open Sans Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
Abcdefghijklmnopqrstuvwxyz
1234567890

Open Sans Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
Abcdefghijklmnopqrstuvwxyz
1234567890

Open Sans Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
Abcdefghijklmnopqrstuvwxyz
1234567890

mailto:Slines@umassp.edu


31

T Y POGRAPHY

Lora is a web-friendly, 
contemporary serif 
typeface with roots in 
calligraphy. It is equally 
opt imized for online 
screen appearance and 
print, g iv ing our brand 
the flexibility we need 
for all our m a n y needs.

Lora is the preferred 
serif typeface for 
longform text.

Our brand fonts are
available from 
Communicat ions  
u p o n request:

S l ines@umassp.edu

Lora Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890

Lora Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890

Lora Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwx
yz 1234567890

Aa
Our support ing typefaces are Lora and Open Sans.
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FORMAL
T Y POGRAPHY

These fonts should only 
be used in exceptionally 
formal circumstances,  
a n d are the fonts 
inc luded in the UMass 
logo a n d wordmark.

Our brand fonts are
available from 
Communicat ions  
u p o n request:

S l ines@umassp.edu

Frut iger

Frutiger Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890

Sabon

Sabon Roman
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
abcdefghijklmnopqrstuvwxyz 
1234567890

Frutiger Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890

Sabon Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890

Sabon Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Frutiger Roman
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890

Sabon Italic
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
abcdefghijklmnopqrstuvwxyz 
1234567890

Frutiger Black
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890
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Look & Fee lPHO TOGRAPH Y &
GRAPH I C S

U s i n g th e r igh t i m a g e r y  
is key to h a v i n g a
s tr o n g b r a n d a n d clear 
c o m m u n i c a t i o n . Pho to s
a n d g r a p h i c s c a n
e n h a n c e  a n y
c o m m u n ic a t io n ,  a d d i n g
visual inform ation or
h u m a n i t y to th e words. To
that end, it is im p o r ta n t  to
th in k a b o u t w h a t you 
w a n t to represent w hile  
s e a r c h in g for th e r ight  
im a g e s . Try to cho o se  
i m a g e s that reflect our 
diversity, s h o w c a s e our 
s t r e n g th s a n d reflect
th e voice a n d to ne of 
o ur brand.

If yo u n e e d ass istance  
f i n d i n g or s e le c t in g a 
p h o to for a n u p c o m i n g  
project, p le ase co ntact  
C o m m u n i c a t i o n s at 
S l in e s @ u m a s s p .e d u

Imagery should be student-centric, diverse,
humanizing,  vibrant, e n g a g i n g an d should highl ight
energy an d movement.  Avoid using static scenes.

UMass President’s Office Brand Guide



SUPPORT AND GUIDANCE

The Off ice of C o m m u n i c a t i o n s is c h a r g e d with monitor ing and 
enforc ing these b r a n d standards t h r ou g h ou t the organizat ion and is 
available to provide support a n d g u i d a n c e in their implementat ion.

P lease d o not hesitate to contact  
C o m m u n i c a t i o n s at Stephanie Lines:

S l ines@ umassp.edu
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