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BRAND POSITIONING

Saint Mary's College of California is a leading
innovative, national Catholic university in the
San Francisco Bay Area. With small class sizes
and programs tailored to meet the needs of
undergraduates and graduate students alike,
we create transformative opportunities for
students and empower innovative leaders with
knowledge, skills, and a commitment to the
common good.

Our brand positioning consists of our brand
statement, brand promise, brand pillars, and
brand personality.

Brand
Personality

Helps us to establish and
maintain a consistent tone

throughout our communications.

Brand
Statement

Brand

Promise

Presents our strongest and most
ownable position in the market.

This is not a tagline, but rather a
simple, distilled phrase that forms a
foundational point for our strategy.

Brand Pillars

Further define our competitive
advantage through our three
biggest strengths: what we believe
in, what connects people to us, and
what we do differently or better
than other institutions.
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BRAND STATEMENT

Inspire. Engage. Transform. We Are Gaels.
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BRAND PROMISE

We inspire minds.

We engage the world. -
We transform lives.
We Are Gaels.

With small class sizes and professors who
know you by name, Saint Mary’s creates
opportunities for students to thrive—whether
you're an undergraduate or a professional
looking for the next step in your career.

With a stunning campus in the San Francisco
Bay Area, Saint Mary's offers boundless
possibilities—including signature study
programs to take you around the globe.
Explore internships and career opportunities
in Silicon Valley and beyond.

With knowledge and skills, confidence and
support from the Gael community, you'll
imagine and become more than you ever
thought possible.

SAINT MARY’'S COLLEGE OF CALIFORNIA
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BRAND PILLARS

These key themes capture the fundamental
elements of our brand. When you write or
speak about Saint Mary'’s, use them to frame
the content or conversation, adapting the
message as appropriate for the channel,
platform, and audience. Each pillar is equally
important to our brand.

PILLAR 1

Students
come first.

With small class sizes and professors who
know students by name, Saint Mary’s creates
opportunities for students to thrive—whether
they're a first-generation college student or a
professional looking for the next step in their
career. Undergraduates tackle research projects
only available to graduate students elsewhere.

PILLAR 3

At home in the
Bay Area—with a
global outlook.

With a stunning campus in the San Francisco Bay
Area, Saint Mary's is a well-connected local and
global hub. Signature study programs like Jan Term,
as well as summer research projects, take students
outside the classroom, throughout the region, and
around the world. Graduate and undergraduate
students alike explore internships and career
opportunities in Silicon Valley and beyond. Our
home in Northern California also means that
environmental justice and a focus on sustainability
define our work.

PILLAR 4

Welcoming, inclusive,
& vibrant community.

True to our Lasallian heritage, Saint Mary'’s has
always put a priority on ensuring education

is accessible and inclusive—and that we meet
students where they are. A sense of community
defines the Saint Mary's experience, whether that's
on sports teams, in discussion in Collegiate Seminar,
through graduate programs, or enjoying the rich
array of student clubs and activities. We're proud

to be a designated Hispanic Serving Institution.
And for 50 years, the Saint Mary’s High Potential
program has ensured first-generation students have
the tools and support they need to thrive.

PILLAR 2

A bold, creative,
& innovative spirit.

The Saint Mary’s experience inspires students
and offers boundless possibilities for them

to become more. It's no coincidence that Saint
Mary’s earns a spot as the only Catholic college
and only school in California on the prestigious list
of Colleges That Change Lives.

PILLAR 5

Knowledge & skills to
meet the needs of
today—and a lifetime.

Rigorous academic programs and diverse
experiences outside the classroom ensure that
Saint Mary'’s provides undergraduates and graduate
students alike with the depth of knowledge, breadth
of skills, and practical tools they need to meet the
needs of today—and to learn and grow for a lifetime.
With a solid foundation in ethics and experience in
listening to diverse points of view, Gaels know how
to ask big and important questions and collaborate
on finding innovative solutions.
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BRAND PERSONALITY

What are our Gael traits? What are the words we
use to describe Saint Mary's today? When creating
your messages, use language that reflects these
characteristics of our personality.

PERSONALITY 1

Bold

At Saint Mary's, Gaels gain the knowledge, skills, and
confidence to ask big questions and take chances,
tackle new challenges and become change-makers—
and to lead with compassion and integrity.

PERSONALITY 2

Curious

Both in and outside of the classroom, in the lab and
through the breadth of their experiences in the wider
world—including signature programs like Jan Term—
Gaels explore new horizons and possibilities.

PERSONALITY 4

Justice-Driven

Through the breadth and depth of student
experiences, Saint Mary’s nurtures justice-

driven trailblazers who strive to make a positive
difference in the world. That's part of our Lasallian
heritage and essential to building for the future.

PERSONALITY 5

Passionate

Gaels are creative and innovative, and they bring
energy, joy, and a spirit of determination to all they
do—from the playing field to the board room, from
the stage to the statehouse. As individuals and
teams, they have the courage to dream big and know
how to unleash their full potential.

PERSONALITY 3

Community-Focused

The people of the Gael community are what

truly make Saint Mary’s special. The sense of
community—and the importance of working for the
greater good—carries over into the work Gaels do
professionally and the lives they lead.
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NARRATIVE

The role of a narrative is to lay the foundation
for writing in a distinct voice, as well as to
inspire the messages we communicate. The
narrative is not necessarily external marketing
language—rather, it should be used to inspire
and guide the spirit of our brand messaging.
No matter who or what we're writing about,
our voice should stay true to the big idea
encapsulated here.

At Saint Mary’s College of California, we inspire
minds, engage with the world, and create opportunities
for students to find their lives transformed.

With small class sizes and professors who know you by name, the Saint Mary’s experience
empowers students to thrive—whether you're an undergraduate or a professional looking for
the next step in your career.

The sense of community is a defining quality of Saint Mary’s: inclusive and diverse, vibrant
and welcoming. The college was founded in 1863, and our Lasallian heritage fuels the energy
of the campus in important ways—including a love of teaching, learning, and innovating.

Our faculty meet students where they are, and through work inside and outside the
classroom, in the lab and through hands-on experiences out in the world, create boundless
opportunities for SMC students. With knowledge and skills, confidence and support from the
Gael community, you'll imagine, discover, and make a lasting impact...Wherever you're at...
Whatever you set your heart to become.

Our Bay Area campus is nestled in the rolling hills of Moraga, just 23 miles east of San
Francisco. It's a place of natural beauty, with trails through the redwoods minutes away—and
the cultural dynamism of a world-class city right nearby. US News and World Report puts SMC
among the top five regional universities in the West. You'll also find Saint Mary’s highlighted in
the guide Colleges That Change Lives: 40 Schools That Will Change The Way You Think About
Colleges—the only Catholic college and the only university in California to make the list.

Those are a few of the things we mean when we say we inspire, we engage, and we
transform. We are Gaels.

SAINT MARY’'S COLLEGE OF CALIFORNIA BRAND GUIDELINES



BOILERPLATE

A boilerplate is a description of Saint Mary’s
that should stay relatively stable over time.
A boilerplate is most commonly used in an
“About Us” segment, such as on the SMC
website, in press releases, and externally (for
example, in a US News description).

Inspire. Engage. Transform. We Are Gaels.

At Saint Mary's College of California, we inspire minds, engage with the world, and create
opportunities for students to find their lives transformed. With small class sizes and professors
who know you by name, the Saint Mary’s experience empowers students to thrive—whether
you're an undergraduate or a professional looking for the next step in your career. Founded in
1863, the University is proud of our Lasallian heritage and how it fuels teaching and learning in
an inclusive and wonderfully diverse community. More than 3,600 Gaels study on our Bay Area
campus nestled in the rolling hills of Moraga, just 23 miles east of San Francisco. US News
and World Report puts SMC among the top five regional universities in the West. You'll also
find Saint Mary's highlighted in the guide Colleges That Change Lives: 40 Schools That Will
Change The Way You Think About Colleges—the only Catholic college and the only university
in California to make the list.
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ELEVATOR PITCH

The following elevator pitch is presented

in a somewhat casual tone, designed for
impromptu conversations with someone who
is unfamiliar with Saint Mary’s. This is the
language to internalize and keep handy for
conversations where you're asked, “Tell me

Ioon

about Saint Mary's.

Saint Mary’s College of California is more than a
place to get a stellar education in a stunning location
(although that part goes without saying).

Our beautiful Bay Area campus is nestled in the rolling hills of Moraga, just 23 miles east of
San Francisco. We're a diverse, inclusive, and wonderfully supportive community where faculty
guide Gaels to learn and explore—with small class sizes and professors know students by
name. The learning experience empowers students to thrive, whether they’re undergraduates
or professionals taking the next step in their career. Saint Mary’s offers experiences and
boundless opportunities around the globe—from internships and careers in Silicon Valley to
one-of-a-kind study programs in Europe, Asia, Latin America, and more. Those are a few of
the reasons why we say we inspire, we engage, we transform lives. And that’s what we mean
when we say, “We Are Gaels.”
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TELLING SAINT MARY'’S STORY

Audience, Voice, and Tone

Each story we tell should have an authentic tone
that feels distinctively Saint Mary's College. The
personality of SMC should serve as a touchstone
for the story you're telling. And the following
guidelines can help shape that story—whether
it's told in digital or print, in images or words or
sounds, or all of the above.

WE ARE NURTURED BY STORIES

They help us make sense of the world and our place
in it. They're big and small, and they work alone or
together to shape a sense of Saint Mary's. They might
answer big and simple questions, such as: “What
happened? And why does it matter?” We have a
powerful story to tell, notably through the people of
Saint Mary’s, as well as this place—the campus, the
Bay Area, and the wider world where Gaels live and
work. There's the big story of SMC'’s founding and the
educational mission that has carried across more than
150 years. Remember to see the humanity and beauty
of our shared story. And that we're not done yet.

THINK OF YOUR AUDIENCE FIRST

At Saint Mary'’s, we understand the importance of
meeting students where they are. In shaping the
stories about SMC, we need to meet audiences
where they are, too. We find ways to connect with
them—intellectually, emotionally, and spiritually—
and inspire and engage them with those stories.
How do you invite your reader or viewer or listener
into your story and earn their trust and respect?

In shaping your story, where are you trying to take
them? Are they a current student at SMC or are they
looking at colleges, a working professional exploring
graduate programs, alumni or a thought leader, new
faculty or veteran staff member? What's the right
platform and approach to make the connection? If
they’re a prospective student, how do you make
them feel welcome—and picture themselves as part
of the SMC community?

FOCUS ON PRESENCES, NOT ABSENCES

For Saint Mary'’s, we focus on all the things we are
and what we do—and how the size and scale of

SMC creates unique opportunities for Gaels to find
their lives transformed. It's tempting to make the
world binary: more and less, big and small. Instead,
recognize how boundless possibilities are woven into
the fabric of the educational experience at SMC: that
small class sizes and professors who know you by
name open up new doors of opportunity.

BE GROUNDED; BE BRILLIANT

If our goal is to reimagine education, then it's
important to explore what it means to learn,

embracing the many things we can be at once. At

Saint Mary’s, our education is practical and evergreen—
but it's also curious and imaginative, adaptive and
smart. Our Gael genius goes beyond the classroom

and into careers, so let's embrace that duality.

INNOVATION TAKES MANY FORMS

It's more than just world-class research: It's social,
cultural, and responsive to the changing needs of
society and the planet. Our innovation stretches from
technical know-how to justice-driven initiatives that
work to make the world better on a very human level.
Use language to reflect the vibrancy of innovation

in every sphere, creating positive change within the
college and community—close to home and across
the globe.
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INSTITUTIONAL BRAND
IDENTITY ELEMENTS

Our Identity

Saint Mary's College of California’s logo is the
visual expression and the cornerstone of our
visual brand identity. The logo must be used in
all communications and promotional materials. In
its boldness and nod to our heritage, it offers an
emotional connection and embodies the vibrant
spirit of our campus community.

The Saint Mary'’s identity is represented by four
distinct marks:

Primary Logo

Our primary logo is used in business stationery, as a
signature at the bottom of communication materials
for internal and external audiences, or for promoting
events and activities sponsored by campus units.

College Seal

The college seal is used as a formal symbol on
official college documents and on materials
produced for the president.

Spirit Mark

The spirit mark represents not only our Athletics
teams but also the Gael spirit in all of us. It may be
used for spirit- and pride-building functions—such
as on promotional items and apparel. It can also be
used on hero images, social media banners, videos,
and as an avatar.

Wordmark

The wordmark should be used when space is
limited and a more dynamic visual approach is
preferred. In these instances, it should sit adjacent
to the spirit mark.

Primary Logo

s‘;b
SAINT MARY'S

COLLEGE OF CALIFORNIA

College Seal Spirit Mark

s“;b

Wordmark

SAINT MARY'S

COLLEGE OF CALIFORNIA

SAINT MARY’'S COLLEGE OF CALIFORNIA BRAND GUIDELINES



CONFIGURATIONS & SIZES

Primary Logo Configurations
It is rare for just one version of a logo to be applicable

Logo Configurations

presentation of the logo. The horizontal version can be

::Sew:l\;r;vaa:::rter/wider orientation provides better r- ;* - SAI N T M A RY ?

I

|
Clear space protects the clarity and integrity of the r

|

in all situations. Our goal in this manual is to make the
use of the identity as flexible and practical as possible. R G ittt
The primary institutional logo has two configurations. | 1 sw-: 1
Use the vertical, stacked version as the primary | 3 (@l, 3
|
| | |
| | |
|
|

- _COLLEGE OF CALIFOR NlA E—
institutional logo. This space is intended to separate the x Lo
logo from other surrounding elements such as imagery, | R S
text, or graphic treatments. Vertical Version
Minimum Sizes

To retain proper legibility, the logos have minimum
sizes for different uses and production purposes. The

institutional logo may not be used at sizes smaller than :r TN A IRITT RA A IPYN\/ 87 « ’3 ””” }
what is recommended on this page. Inches (in.) represent lox $6w¢ SAI N T M A R l |
minimum width for printed media. Pixels (px) represent - |
minimum width for digital media. |

1. Dotted lines represent the minimum amount of o onial Vereion
clear space required around the institutional logo.
This ratio should remain the same when the logo

is resized smaller or larger.

Minimum Sizes
2. Certain mark variations may work better with

different production processes. Please consult the %

Office of Marketing & Communications to ensure

=

you are using the institutional logo properly and SAINT MARY'’S sg_’ SAINT MARY'S

|
maximizing legibility. COLLEGE OF CALIFORNIA COLLEGE OF CALIFORNIA :
|
|
| |
|
| |
|
| : |
L Min.Width: 1.5 - - --" i Min. Width: 2iin. = = - = — = = = Min. Width: 0.8 in. '
Digital: 350 px Digital: 460 px Digital: 150 px
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COLLEGE SEAL

The college seal is used as a formal symbol on
official university documents and on materials
produced for the president.

The seal is not a marketing logo. Use of the seal
for any purpose other than those listed below
must be approved by the Office of Marketing &
Communications per consultation with the Office
of the President.

Usage Examples

- Office of the President
- Commencement

- Formal admission letter
- Diplomas

Color Options

Minimum Size

SAINT MARY’'S COLLEGE OF CALIFORNIA BRAND GUIDELINES

20



ATHLETICS BRAND
IDENTITY ELEMENTS

SMC Gaels

The logotype for athletics identity also draws inspiration
from classic typography and Gaelic letterforms and is
often paired with “Saint Mary’s College” and “Gaels”

in Gaelic font. The college’s spirit mark serves are the
primary athletics logo.

For a more in depth Athletics Brand Guidelines, please
reference this document.

s¥c sV
o) 6

SAINT MARY S COLLEGE SATNT MARY S COLLEGE

GRAELS OGRAELS

Gaelic Pattern

SAINT MARY’'S COLLEGE OF CALIFORNIA BRAND GUIDELINES
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USES

Incorrect Logo Uses

The institutional logo, college seal, and SMC Knot

must remain intact as described in this document and
must not be manipulated in any way. This practice
ensures brand integrity and consistency. Please
refrain from altering the logo or any graphic elements

of the brand in any way that has not been approved

by this style guide.

-

SAINT MARY'’S

COLLEGE OF CALIFORNIA

Do not change the color of the logo

SAINT MARY'’S

COLLEGE OF CALIFORNIA

Do not stretch or distort any part of the logo

SYs
SAINT MARY'S

COLLEGE“OF CALIFORNIA
1928 St. Marys Rd, Moraga, CA 94575

Do not crowd the logo with other elements

SAINT MARY'’S

Do not remove any elements from the logo

s“éb
SAINT MARY’S

COLLEGEOF CALIFORNIA

Do not change the typeface of the word mark

sSYC

SAINT MARY'’S

COLLEGE OF CALIFORNIA

Do not alter the si

relationship of the

spirit mark to the wordmark

Do not place logo on background with

poor contrast

Do not place logo over busy photograph

or background

SAINT MARY’'S COLLEGE OF CALIFORNIA
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BACKGROUND COLOR

Full Color Logo

Depending on background color, the color of the
logos will change accordingly to provide maximum
legibility. Use these color variations when the logo is

being used in full color.

SV
SAINT MARY'’S

COLLEGE OF CALIFORNIA

s&
SAINT MARY'S

COLLEGE OF CALIFORNIA

-

SAINT MARY'’S

COLLEGE OF CALIFORNIA

S0

SAINT MARY'S

COLLEGE OF CALIFORNIA

SAINT MARY'S

COLLEGE OF CALIFORNIA

SAINT MARY'S

COLLEGE OF CALIFORNIA

> SAINT MARY'’S

COLLEGE OF CALIFORNIA

SAINT MARY'S

COLLEGE OF CALIFORNIA

o
o e




BACKGROUND COLOR

One-Color Logo

When there are limitations on the number of colors
that can be used and a one-color logo is used, use
the color variations shown.

s
SAINT MARY'S

COLLEGE OF CALIFORNIA

s
SAINT MARY'’S

COLLEGE OF CALIFORNIA

s
SAINT MARY’S

COLLEGE OF CALIFORNIA

s
SAINT MARY'’S

COLLEGE OF CALIFORNIA

s'éb SAINT MARY'’S

COLLEGE OF CALIFORNIA

s%b SAINT MARY'’S

COLLEGE OF CALIFORNIA

s'(")L, SAINT MARY'’S

COLLEGE OF CALIFORNIA

S%L. SAINT MARY'’S

COLLEGE OF CALIFORNIA
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BACKGROUND COLOR

Two-Color Logo

Depending on background color, the color of the
logos will change accordingly to provide maximum
legibility. Use these color variations when the logo is
being used in two-color.

s
SAINT MARY'S

COLLEGE OF CALIFORNIA

s'éb SAINT MARY'’S

COLLEGE OF CALIFORNIA

=
: s¥c SAINT MARY'S
SAINT MARY'S COLLEGE OF CALIFORNIA

COLLEGE OF CALIFORNIA

9 I
S

SAINT MARY'S
SAINT MARY'S COLLEGE OF CALIFORNIA

COLLEGE OF CALIFORNIA

SAINT MARY'’S
SAINT MARY'S COLLEGE OF CALIFORNIA

COLLEGE OF CALIFORNIA




CAMPUS LOCKUPS

The lockup for campus partnerships
(departments, schools, clubs, etc.) pairs our
spirit mark with the typeset name, divided by
a line.

If you need artwork for a lockup, please contact
the Office of Marketing & Communications.

Vertical Lockup

%

School of Economics &
Business Administration

e

Athletics

Horizontal Lockup

S%L’: School of Economics &

G Business Administration

S%L? Athletics

SAINT MARY’'S COLLEGE OF CALIFORNIA BRAND GUIDELINES
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COLOR PALETTE

Primary Colors
Our color palette is a vital and distinctive

Primary Colors

aspect of our identity. Properly utilizing Lasallian Navy SMC Red
these colors is a simple yet effective wa .

| P.Y / y CMYK: 100 / 84 / 39 / 32 CMYK: 9 /98 /89 /1
to ensure consistency in all our materials, RGB: 20 / 50 / 87 RGB: 216 / 39 / 50
reflecting a cohesive Saint Mary’s brand. HEX #143257 HEX #D82732

PMS: 1795 C

It is essential to maintain dominance of PMS: 534 C
Lasallian Navy and have SMC Red as the
primary accent color.

100% Opacity 100% Opacity
Secondary Colors
The secondary supporting colors, 70% Opacity 70% Opacity
representing the diverse hues observed
around campus, should complement
and flow consistently throughout any
given piece or series of materials. While
Lasallian Navy and SMC Red should still
be the primarily used colors, one to three
secondary colors may be used in addition

on any given deliverable. Secondary Colors
Opacity and Color Matching The Cross Gael Gray Canyon Trees The Bay California Skies
Colors should be used primarily at CMYK: 18/12/22/0 CMYK: 53 /33 /34 /1 CMYK: 9 /55/2 CMYK: 56 /3/25/0 CMYK: 75 /17 /10/0
100% ity but f imal leqibili RGB: 209 / 210 / 196 RGB: 129 /149 / 155 RGB: 10 4 RGB: 108 / 194 / 195 RGB: 19 / 163 / 206

o opacity, but Tor optimal legibility HEX #D1D2C4 HEX #819598 HEX #0AS5BSE HEX #6CC2C3 HEX #13A3CE
and variety, each of the colors in the PMS: 2330 C PMS: 5497 C PMS: 7476 C PMS: 7472 C PMS: 901 C

palette can also be used at opacities of
70%, 40%, and 20%. Depending on the
application, correct color match should
be utilized (CMYK, RGB, HEX,

or Pantone).

By adhering to these color guidelines, we Chapel Lawn
CMYK: 64 /24 /87 /6

reinforce the strong visual presence and RGB: 103 /147 / 79
unified identity that defines Saint Mary's
College of California.

Fountain Water The Chapel

CMYK: 63/30/9/0 CMYK:0/0/0/0
RGB: 98 / 152/ 195 RGB: 255/ 255/ 255
HEX #6298C3 HEX #FFFFFF

PMS: 2170 C

HEX #67934F
PMS: 2278 C

SAINT MARY’'S COLLEGE OF CALIFORNIA BRAND GUIDELINES 28



COLOR PALETTE

Secondary Colors Use

As mentioned, Lasallian Navy and SMC
Red should still be the primarily used
colors but one to three secondary colors

Design Examples with Secondary Color Accents

may be used in addition on a deliverable.
The secondary colors should serve as
accents (used in secondary typography or
patterns for example) and not overwhelm
the piece.

We Are Gaels.

Gaels.

Lorem ipsum dolor sit amet, consectetuer
adipiscing elit, sed diam nonummy nibh
euismod tincidunt. Sed diam nonummy nibh
euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat.

sy SAINT MARY'S

SAINT MARY’'S COLLEGE OF CALIFORNIA BRAND GUIDELINES



TYPOGRAPHY

Primary Display Typeface

Arpona is a typeface with small wedge
serifs and a strong character. It pairs well
with our SMC spiritmark. We suggest
using it for short, impactful headlines and
subheads in semibold or bold weights.

Arpona can be used with an
Adobe license on Adobe Fonts.

While Arpona should remain the primary
display typeface, Arpona Sans may be
used occasionally. Arpona Sans is in the
same font family as Arpona, but a slightly
simpler typeface as it does not have
serifs. Arpona Sans can be used for longer
subheads or callouts.

Arpona Sans can be used with an
Adobe license on Adobe Fonts.

Capitalization

When used for headlines or titles, Arpona
should be used in title or sentence case,
never all caps. Arpona in all caps should
be reserved for typography in a circular
shape (see page 34).

Letter Spacing

For maximum legibility, Arpona should

be used with tracking set at 25 (in
thousandths of an em). This allows enough
breathing room for the font to be read
more clearly.

Primary Display Typeface — Arpona and Arpona Sans

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkilmnopqrstuvwxyz?!&()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz?!&()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz?!&()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz?!&()
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TYPOGRAPHY

Primary Sans Serif Typeface

Avenir is a geometric sans serif

typeface that pairs well with Arpona. Its
clean, easy to read letter forms mean it
works well for headlines, subheadlines,
caption copy, and particularly body copy.

Avenir comes in a variety of weights and
works well in sentence case and all caps.
Although Avenir is available in multiple
weights, use should be limited to those
versions shown here.

Avenir is a system font that comes
pre-loaded on Mac computers. If you
are using a PC computer and do not
have an Avenir font license, the system
fonts Montserrat or Arial should be
used instead.

ook ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz?!&()
soonie  ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz?!&()
Wedium ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz?!&()
weaumosiae ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz?!&()
Bioc ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz?! &()
sekoniae  ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz?!&()

SAINT MARY’'S COLLEGE OF CALIFORNIA BRAND GUIDELINES
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TYPOGRAPHY

Primary Serif Typeface

Bagatela is a classic-looking serif typeface
that comes in a variety of weights with
complementary italicized versions.
Intended uses include: accents in logos
and headlines, subheads, and pull quotes.

Italics should be used for typographic
accent only. Liberal use of italics can affect
the intended tone of the message and
alter the overall legibility of the text.

Bagatela can be used with an
Adobe license on Adobe Fonts.

Primary Serif Typeface — Bagatela

Bagatela
Regular

Bagatela
Regular Italic

Bagatela
Dark

Bagatela
Dark Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz?!&()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz?!&()

ABCDEFGHIJKLMNOPQRSTUVWXY?Z
abcdefghijklmnopqrstuvwxyz?!&()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz?!8()
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TYPOGRAPHY

Consistent use of typography helps build visual
familiarity with our brand and ensures that Saint
Mary’s College materials have a cohesive look.
Our selection of typefaces bring a diverse set
of characteristics that work together across the
full range of SMC communications.

Example Use of Typefaces Together

At Saint Mary'’s College of California,
we inspire, we engage, we transform lives.

Nestled in the rolling hills of Moraga, just 23 miles east of

San Francisco, Saint Mary’s is diverse, inclusive, and wonderfully
supportive community where faculty guide Gaels to learn and explore.
With small class sizes and professors who know you by name, Saint
Mary’s creates opportunities for students to thrive—whether you're an
undergraduate or a professional looking for the next step in your career.

Saint Mary’s offers experiences and boundless opportunities around

the globe—from internships and careers in Silicon Valley to one-of-a-
kind study programs in Europe, Asia, Latin America, and more. With
knowledge and skills, confidence and support from the Gael community,
you'll imagine and become more than you ever thought possible.

1 Ma
W Ry
. .

Weekeiml of V\Zelcome GAEL

o) o
A

3 A
0 393

.

#GAELBOUND
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TYPOGRAPHY OVERLAY

Our commitment to inclusivity and connection

is reiterated through use of circular shapes and
typography wrapped into a circle. This further
reinforces the importance of belonging and
interconnectedness, reflecting our vibrant and
diverse community. Type can also be used in a more
traditional horizontal orientation.

In both instances, typography should not compete
with the image. Instead when layering content over
an image, take care to place it in an area of the
photo free from distracting activity. Look for photos
with relatively clear space for text. Also select a text
color that provides maximum legibility.

SAINT MARY'S
COLLEGE OF CALIEORNIA

f <@
=
#
2t
&3

SAINT MARY’S
COLLEGE OF CALIFORNIA
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PATTERNS

Like the colors, our graphic elements and
patterns draw inspiration from the geography
and architecture that define the Saint Mary's
campus: from rolling hills to terracotta roofs,
chapel windows, intricate tiles and mosaics, and
the circular seminar table. These are emblematic
of the dominant visual elements at SMC.

The interlocking patterns symbolize our
commitment to inclusivity and connection,
central to our Lasallian heritage. Circular
shapes and typography wrapped into a circle
further reinforce the importance of belonging
and interconnectedness, reflecting our vibrant
and diverse community. These visual elements
beautifully encapsulate the essence of Saint
Mary’s College of California and should be used
sparingly, enhancing our brand’s identity with a
cohesive and meaningful design language.
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PHOTOGRAPHY

Subjects

Our photography embodies the Gaels spirit

and how the people of Saint Mary's create the
community. We capture individuals up close and
from various angles to show them engaged;
dynamic movement conveys a sense of action
and involvement. Subjects are seldom directed
to look directly at the camera, allowing for a
more authentic and candid portrayal. In the
composition of images, we incorporate negative
space to accommodate type and graphic overlay.

Look & Feel

Our imagery focuses on what makes SMC special,
emphasizing the genuine moments and a sense of
place. We aim for bright, bold, sunny, and colorful
visuals that maintain a natural look without

being overly saturated. We avoid situations with
poor lighting, cluttered background, or lack of
dynamic action, such as dim fluorescent lighting
during lectures.

Goals

The ultimate goal is to show rather than tell,
capturing someone in their element, doing
research in the lab, or working in an environment
that reflects their character, rather than merely
presenting them receiving an award. We also
highlight the interaction between faculty and
staff with students, favoring action shots over
stagnant, posed photographs.
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PHOTOGRAPHY

To optimize your photography and leverage
the recognition and affinity of the Saint
Mary’s brand, follow these guidelines.

ENGAGED & DIVERSE SUBJECTS

Subject photography may feature individuals or groups
actively engaged with their environment or one another.
Avoid direct gazes at the camera to maintain authenticity
and spontaneity.

BRILLIANT WIDE

Wide photography emphasizes unique landscapes and
interior spaces that define the Saint Mary’s College
experience. Whenever possible, incorporate engaged
individuals or groups interacting with their surroundings,
allowing space for movement and visual storytelling.

COMPOSITION & CROPPING

The “Rule of Thirds” stands as a fundamental guideline

in photography. Envisioning the image divided into thirds
horizontally and vertically, placing points of interest along
these lines or at their intersections, enhances the viewer’s
natural interaction with the photo. Even if a photo has poor
composition initially, applying the “Rule of Thirds” during
cropping can significantly elevate its visual appeal.

DYNAMIC DETAIL

In detail photography, prioritize human engagement with
active poses and lively movement. Offer glimpses of the
behind-the-scenes Saint Mary's lifestyle, capturing its energy
and vibrancy.

VISUAL VARIETY FOR ALL PLATFORMS

All shoots will contain a variety of images that will work
in horizontal, square, and vertical formats. Photography
is guided by the intended publishing platform, while also
taking special care to capture a variety of images for
secondary uses. Subjects appear different sizes in each
frame (wide, medium, close-up) to work seamlessly with
various platforms and to allow for text/graphic overlays.
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IMAGE MASKING

SMC is a place where the essence of
discovery thrives, urging visitors to peel
back the layers of its history and culture.
Here, the spirit of exploration takes
center stage, inviting individuals to delve
deeper into their own understanding and
connection with the world around them.

In unique instances, when a trio of images
is selected to appear together to further
tell a story about a specific theme, the
images should be cropped thoughtfully.
Each frame acts as a window into a
narrative, capturing the essence of the
moment and weaving a visual tapestry
that transcends individual photographs,
collectively painting a more profound
and cohesive picture. When using image
masking, the images should be cropped
as outlined to the right.

Image 1: The photo is to be masked in an
octagon and perfectly centered. This is where
the most detailed image should live, as it is the
main focal point.

Image 2: This image should be masked in a circle,
layered behind Image 1, and perfectly centered.
This image can have some variety of colors,
textures, and visual elements to it, but should
overall read as simple layer with enough contrast
against Image 1 and Image 3.

Image 3: This image should be masked in a
rectangle and layered behind Image 1 and Image 2.
This image should not be high in contrast or have a
busy subject matter. Instead it should read more as
a subtle texture (i.e., sky, foliage, etc.).
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VIDEO

Video serves as a powerful and compelling
medium for communication and storytelling,
regardless of the audience, message,
purpose, or platform. To optimize your video
communications and leverage the recognition
and affinity for the Saint Mary’s brand, follow
these guidelines.

DEFINE YOUR GOAL

Start your video project by using a creative brief to
clearly define your objectives, identify your audience,
and establish a strategic focus.

LEVERAGE OUR BRAND ASSETS

Incorporate our brand attributes and key messages
thoughtfully through imagery and visual storytelling.
Utilize our graphic elements to add energy and
strengthen brand recognition throughout the video.

BE CONCISE

Keep your videos short and impactful to maximize
viewer engagement. Precision in storytelling will
maintain audience interest. Use footage to convey
emotions and visuals, and use text to supplement the
message when necessary, avoiding overwhelming the
viewer with both at once.

QUALITY IS CLARITY

Ensure your video is easy to see and hear for
maximum impact. Utilize equipment like tripods,
external microphones, and lighting kits for better
results. Even when shooting with a smartphone,
explore simple techniques to optimize your work and
enhance overall quality.
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VIDEO

Titles
Images should be dark enough to allow for
white text to be legible on top.

Interviews

When possible use two cameras. Or film in 4k
and frame a medium shot so you can crop into a
close up later for variety.

Video Portraits

Video portraits allow you to portray a subject
without them speaking. You can add music or
voice overs underneath. These are an effective
way to open or close a video. Or open/close a
segment profiling a subject. An example can be
seen here. When filming:

- Record the subject close up 120fps.
Either orbit around the subject or have them
look off camera and then back towards
the camera.
- Record a second shot, wide full body
and push the camera in, or pull away, with
a gimbal.

Visual Variety

Portray the subject in different ways for
variety (wide, medium, close-up). Look for
details that speak to their personality or the
focus of the video.

Titles

SAINT MARY'S

COLLECE OF GALIFQENIA

STMARYSCA EDUIGO

Inspire. Engage. Transform.
We Are Gaels.

Interviews

Video Portraits

Visual Variety
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Using the Brand



PRINT

Lorem ipsum
dolor sit amet.

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
euismod tincidunt.

Lorem ipsum dol
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ENVIRONMENTAL GRAPHICS

SAINT MARY’S

COLLEGE OF CALIFORNIA
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SOCIAL MEDIA: INSTITUTIONAL
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SOCIAL MEDIA: CAMPUS PARTNERS

(Division, School, Department, Office, etc.)

Campus partner’s social media profile images do
not need to follow a specific template. Instead,

it should adhere to the overall Brand Guidelines
regarding use of SMC logo and colors. Please see
examples for inspiration as you update your new
social media profile graphic.

SCHOOL
OF ECONOMICS
& BUSINESS
ADMINISTRATION

e

©

KALMANOVITZ

SCHOOL OF
EDUCATION
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WEBSITE

Offica of Marketing and
Communications

Forthe Madia  MarCom Taam

Apply  Give  Requestinfo  Visit  MySMC

STUDENT LIFE ABOUT ATHLETICS saiﬂt Mﬂl’y‘s NewsCenter

s$ SAINT MARY'S

COLLEGE OF CALIFORNIA

Maya Alcantara '22 Representing the
Philippines at 2023 Women's World Cup

Athbatics, kuurds & Achiremants, Casl Alsmnl

Money Magazine Ranks
Saint Mary’s One of the Top
Schools in the Country

In Thair Gwn Words: Aguinas Award-
Winner Mally Gilbers ‘21 ia Edinburgh.

Molly Drehor to B2 Recognized at ESPYS a5
& illle Jean King Youth Lesdership Awsrd
Honares

Drawing on Traditicn and Buding a
Promising Far the Future

Quality, affordability, and student outcomes make the difference.
Learn More

Visit Campus or Take a Virtual Tour

=

SAINT MARY'S

Top Best
Colleges in
the West

U.5. News & World Report 2023

Top 6

in the U.S. for highest earning potential
according to Payscale

Colleges
That Change
Lives

Only California college and only Catholic
college with this distinetion

Greg Smith Recognized with
International Award for Decades of

Inspire. Engage. Transform.
P gag Scholarship and Teaching

WE INSPIRE MINDS.

With small class sizes and professars who knavs
Ey Miken Jnnes. Cffice ¢

yau by name. Saint Mary' ¢ Markating & Commiinicmians | Auqusr |, 3624
for students to thrive—w
undergraduate or a professional locking for the
T SLER in YOur Career.

ates opportunities

jou're an

WE ENGAGE THE WORLD.

With a stunning
Area, Saint Mary'

campus in the San Francisco Bay
‘s offers boundiess possibilities—
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EMAIL HEADERS & SIGNATURES

L5 @ 0 @ B 0 @ 8 o sofyr ¢ > mmv New Message Y

To Cc Bec
Sg: Office of Marketing & Communications subject
Dear Faculty and Staf! Dear First Last Name,
This summer, the Office of A&C waorked to update and

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur.

refine Saint Mary’s Brand ldentity Guidelines. With the start of our new academic
year, we are hosling bwo webinar workshops to provide an overview of the College's
updated Brand Idenlily Guidelines. We'll review how lo use the guidelines, highlight
templates and toolkits available on Canva for your use, and field questions you may Best,
havd First Name
Please register in advance for one of the following two SMC Brand Identity Guidelines

webinar workshops. (Both workshops will have the same agenda and formal.)

Insert Title Here
e Insert Division/School/Department/Office Name
Wabinar Weorkshop #1; Thursday, August 31, 2023 from 10 a.m. te 11 a.m. Email; abc@stmarys-ca.edu

Phone: (123) 444-4444

First and Last Name

Wabinar Workshop #2: Thursday, September 21, 2023 from 10 a.m. to 11 a.m. stmarys-ca.edu
The Marketing & Communications team will cover a range of topics, including:
+ What is Saint Mary's brand strategy? © & SansSerif + 7T+ B I U A~ E~Z = E 29 5 ¥
+ What are Saint Mary's messaging guidelines?
» What is Saint Mary's new primary institutional logo and how do | use it? m A g QAL A2H o
= What is a visual identity toolkit and how can this help me with my work? _ . &

S%b Office of the President

First and Last Name

Insert Title Here
SYc office of Mission & Ministry il sw" " Insert Division/School/Department/Office Name
' ' Email: abc@stmarys-ca.edu
Phone: (123) 444-4444

S$Z Campus Safety & Transportation ' ; stmarys-ca.edu

S$Z Information Technology Services
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MERCHANDISE

sk
SAINT MARY'’S

COLLEGE OF CALIFORNIA

SAINT MARY'’S

- — s%b SAINT MARY'’S

COLLEGE OF CALIFORNIA

SAINT MARY'’S

COLLEGE OF CALIFORNIA —r — — s‘ébSAINTMARY'S

COLLEGE OF CALIFORNIA
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ASSET DOWNLOADS & LINKS

To download or obtain assets related to the
new brand identity guidelines, please visit
www.stmarys-ca.edu/brand-guidelines.

Cur Brand i i Visual ldentity Toolkit

HOME » BRAND GUIDELINES » ABOUT THE BRAND

VISUAL IDENTITY TOOLKIT

Apply  Glve  Requesiinfo Vit

T ATHLETICS

A | ﬁ"xi

Templates and Toelkits  Contact the Team

Visual communication plays a vital role in articulating the essence of Salnt Mary's College of California as well as enriching
the narratives that underpin the Saint Mary's experience. Should you ever find yourself in need of guidance regarding the
proper utilization of brand calers or imagery, we encourage you to connact with a member of our dedicated creative team

BRAND IDENTITY TOOLKIT

o

Logo & Brand ldentity

Elements *

Saint Mary's College of California's logo
is the visual expression and the
cornerstone of our visual brand identity,
The logo must be used in all

communications and oromational

Color Palette +

Our color palette is a vital and distinctive
aspoct of our identity. Properly utilizing
these colors is a simple yet effective way
to ensure consistency in all aur
materials, reflecting a cohesive Saint
Mary's brand,

MySMC

W
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Questions? Contact us!

Saint Mary's Office of
Marketing & Communications
marcom@stmarys-ca.edu



