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AT THE CORE

MISSION

DePauw University
develops leaders the

world needs through an
uncommon commitment to
the liberal arts.

DePauw’s diverse and
inclusive learning and living
experience, distinctive in
its rigorous intellectual
engagement and its global
and experiential learning
opportunities, leads to a
life of meaning and means.
DePauw prepares graduates
who support and create
positive change in their
communities and the world.

VISION

As a great place to learn,
live and work, DePauw

will become a university

of choice and distinction
known for the integration
of its rigorous liberal arts
curriculum and robust
cocurriculum and its unique
commitment to the success
of each student.

VALUES

Student focus
Collaboration

Curiosity

Diversity

Inclusion

Commitment to excellence
Trust

Integrity

Respect

Celebrating tradition.
Defining its evolution.

DePauw University’s brand represents the balance between honoring its rich
tradition of educational excellence and embracing the need for continuous
evolution. Now nearly two centuries old, the DePauw brand can be seen as a
throughline of individuals uniting in a “community of communities” to create a
whole greater than the sum of its parts.

This brand guide is a strategic and creative touchstone, codifying the university’s
visual, verbal and experiential elements. Its purpose is to ensure consistent
communication of values, mission and unique offerings to prospective and current
students, faculty, staff, alumni and the wider community, while fostering a sense of
trust, recognition and pride in DePauw.

This iteration of the DePauw brand guide will reaffirm and refresh current brand
guidelines. The updated visual and verbal language holds closer the storied history
of the institution while creating adaptable and foundational guidelines that help
us amplify DePauw’s forward trajectory and distinctiveness, moving beyond
accolades and accomplishment to impart stories of depth, resonance and meaning.

BRAND GUIDE



Brand Messaging

DePauw’s key messaging begins with how we position the university in the
higher education marketplace - our brand promise. It includes the major
pillars that allow us to deliver on that promise as well as core messages and
evidence (or proof points) that support our mission.

BRAND PROMISE

DePauw is a top-tier national liberal arts and sciences university
that, through a fusion of academic excellence and vast experiential
opportunities, develops leaders the world needs.

BRAND PILLARS

Justas pillars or columns hold up a building, brand pillars enable us to deliver
onwhatwe promise. Many universities claim the same strengths that DePauw
cites, so we must describe them and represent them in distinctive ways.

Four brand pillars of DePauw University
e Tradition of Excellence

e Community of Communities

e Liberal Arts at Its Most Innovative

e The DePauw Network

SUPPORTING MESSAGES AND PROOF POINTS
These support the pillars and connect them in a variety of ways. Doing so
consistently over time will shape the DePauw story.






BRAND PILLAR

Tradition of Excellence

g‘ .
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CORE MESSAGING

DePauw University stands as a beacon
of academic heritage. Our Tradition of
Excellence is not only a testament to
nearly two centuries of longevity, but
also a celebration of our unwavering
commitment to providing an exceptional
education. Our school and its graduates
have a long history of deep respect and
recognition from peers and authoritative
sources, as well as from top graduate
schools and employers nationwide.

Our commitment to excellence
extends beyond the confines of the
classroom, encompassing cocurricular
experiences that shape well-rounded
individuals. From academic pursuits
to athletic endeavors, fraternity or
sorority memberships and participation
in fellows programs, our students
seamlessly navigate these intentional
and relational communities, forging
connections that last a lifetime.

Tradition is not static at DePauw; it
evolves and adapts to the changing
needs of our students. Our Tradition

of Excellence is a living legacy, fueling
a continuous cycle of achievement,
innovation and interconnectedness.
Our students carry with them the proud
legacy of DePauw’s history, creating a
dynamic narrative that propels us into
the future.



DEPAUW AT A GLANCE

STATES + D.c. ‘ counThies

19% 21

SOMESTIC STUDENTS G iNTHNATIS

| UM\ rr‘slT\

3 6200 MILLION

1 ool =
L- e Watch on @ YouTube

LANTHROPIC
IMPACT

SAMPLE PROOF POINTS @ depauwu - Following
Nearly two centuries of history
i3 i g depauwu 1w
and tradition : i | © Congratulations to Professor David
National rankings E j Alvarez on being named a Fulbright
. q g y ] Scholar for the 2024-2025 academic
Awards, fellowships, publications B ’ | ; year! He'll be teaching seminars on

18th-century literature and religious
tolerance at Ghent University in Belgium.

Committed faculty and staff

Competitive athletics
Global impact : .
Leadership development e > "\ said. “I believe there are many

"l am excited to connect DePauw to
other institutions in Europe,” Alvarez

Greek life opportunities for exchange that will

Alumni success ; /. ! : Qv N
Study abroad ) : 560 likes
y : 7 7 days ago
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BRAND PILLAR

Community of Communities

CORE MESSAGING

DePauw University is a community
composed of intentional and relational
communities, each offering students
access to educational, social and
experiential learning opportunities
that are staggering in their quality

and diversity. Students wear their
inclusion in these communities as a
badge of honor. And they should.

At other institutions, such
communities can create silos that
might limit the scope of student
experience and decrease interactions
between groups and members. Not
at DePauw. These communities

are permeable, and students move
between and among them, often
retaining footholds in multiple
communities at once. Many students
are athletes, members of a fraternity
or sorority, and part of a fellows
program. What’s more, double
majoring is prevalent at DePauw,
enabling students to strengthen their
personal network across academic
communities.

6 DEPAUW UNIVERSITY



SAMPLE PROOF POINTS P oo

@ depauwu - Follow

@ depauwu From meet and greets to
lifelong bonds, here's a glimpse of
the unforgettable moments from
Greek Rush at DePauw.
#DePauw #GreekLife

Tw

ashrupprecht Go tiala @tialaortega
1w 1like Reply

‘ alexahourdas |~ @hannahh fieldss

1w 1like Renlv

Qv A

At DePauw University, we believe that finding
your place, making lasting friendships, and

taking on leadership roles are integral to your
college experience. You'll discover more than
just classmates; you'l find friends for lfe.

Original audio

Greek life @ meonnven

HOHOI‘, Bonner and Posse scholars \ #KeopThaBsl #DingDing #DePau
Scholar-athletes f ‘
First-year mentors © szt
Management,media,environmental, . @) ooy o s
global and science research fellows
programs; Information Technology & e

22w 1like Reply

Associates Program § -
Cocurricular centers such as i 52 S
Women’sCenter,CenterforSpiritual —

Life, Center for Diversity and

Inclusion

100% residential

Rainbow and healthy living
communities
100+ student organizations

BRAND GUIDE 7



BRAND PILLAR

The Liberal Arts at Its Most Innovative

CORE MESSAGING

DePauw’s intentionality in creating
community and space for students

to explore their interests pays major
dividends as they progress throughout
their educational journey. That
exploration is the essence of a liberal
arts education.

What makes DePauw’s brand of liberal
arts unique is the seriousness of its
demands. It is writing-intensive,
rigorous and tied directly to
experiential learning opportunities
that bring concepts to life in real-
world contexts. This process is
facilitated by faculty who hold
students to the highest of standards.

DePauw students hunger for a good
challenge. They embrace the messiness
of reconciling differing opinions. And
they do so with an openness, empathy
and curiosity that create a contagious
intellectual energy. It is because their
intentions are pure and purposeful:
DePauw students want to understand.
They want to connect.

8 DEPAUW UNIVERSITY



‘ |
The world needs leaders
who think criticall}}‘ about the
complexities of our time
and collaborate ethically
within their comrmunities.

SAMPLE PROOF POINTS

e The three-school model

e Academic centers such as
Hubbard, McDermond, Prindle,
Pulliam, Tenzer, Center for
Diversity and Inclusion,
Hartman
21st-Century Musician
Initiative
Faculty and student profiles
New programs
Academic and extended
experiences such as
internships, study abroad,
research
First-year seminars
Nature Park

INNOVATE a

y 4 | ARTS COLLEGE CREATE FUTURES

&= ﬁm anpihy
NATIONAL LIBERAL ~ COLLEGES THAT
1
—

Meaningful
mentorship

- GREG SCHWIPPS,

1 O .1
L
STUDENT-TO-

FACULTY RATIO

100*

OF COURSES TAUGHT
BY FACULT

%

THE HIGHEST DEGREE
IN THEIR FIELD

Ullem Campus Farm
Faculty-student research

depauwu

ra and

ﬁ tenzercenterdpu
Original audio

.

@ cicemtomeres -

u Tike Reply
S depauwu If you can think it, you can print it! @&
(@ oo s . ( can
f T2 Tike Reply Check out the highlights from the recent
@ vt isonetackin 2o . #TenzerTechover. Innovation at its best!
12w ke Reply #DePauw #3DPrinting
&5 fixhampton Need picture of “FISHTAR" ° 6w

Tike Reply

P

20 3likes R

Qv W

@ 3 Liked by depauwfilmandmedia and 345 others
March 6

View insights Boost post

oQv 2]

@33 Liked by depauwspiritualife and 639 others

@ Add a comment...
© na

ment.
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BRAND PILLAR

The DePauw Network

CORE MESSAGING

A connective thread draws
together the powerful DePauw Seeee L] ,
Network. Its strength comes from LA ? 9
the weight and brilliance of gold.

Students who thrive at DePauw
balance confidence and curiosity,
ambition and empathy. Their
desire for connection in a
community of communities sets
them on a trajectory that enables
them to accomplish great things.
This is the elusive but instantly
recognizable quality we call Gold
Within. And gold recognizes
gold. That’s why alumni return

to campus to recruit their fellow
alumni. It’s why they answer cold
calls and emails from DePauw
students they’ve never met.

It’s why alumni are passionate
advocates for Old Gold. They’ve
experienced the magic of
DePauw, and they want to share
it with the world.

10 DEPAUW UNIVERSITY



The Deluuwo Mindset

SAMPLE PROOF POINTS

e Alumni network and
alumni engagement
Giving —
Lifetime of support S

Lifelong relationships
Alumni-hosted
internships

Faculty mentorship
Student peer mentors
Alumni mentors

J.R. Foster 02 and Meredith Sierpina 24

Gl Thvough Curosify

Matigan Williams "24
and Holiday McKiernan ‘80

o fom Rt e bl s

ﬁ depauwu - Follow

J& depauwu DePauw Summer

Spotlight

Niesha Lewis, New York, New York
*This summer I've been working at
Warner Bros. Discovery with the
Magnolia Network team as a
producing intern for their
documentary/docuseries
productions in the realm of home
renovation, interior design, and food
and garden. In my role | have been
able to assist the network's
producers in various aspects of
television development. This
internship connects to my studies in
film at DePauw because in my “Intro

A Ninital Eilm Dradustian® ~airca

Qv A

730 likes

ﬁ depauwu - Follow

J& depauwu Emmanuel Alonge, a

senior computer science major, has
achieved remarkable success
through a winning combination of
talent, mentorship, and support. His
latest triumph occurred at the
national-level poster competition
during the Tapia Celebration of
Diversity in Computing
(@cmditandtapia), where he claimed
the first-place prize in recognition of
his outstanding work in the field of
computer science.

oQv W

512 likes

Tofosen s i g o o el o e

me ey g
s

@ depauwu

@ depauwu Professor Harry Brown's workspace is fueled by

empathy:

“I think compassion is a teachers best attribute. Curiosity
flourishes in an environment of mutual trust and humility

I have a lot of gifts given to me by students on my shelves,
paintings by DePauw artists on the walls and books pertinent

to whatever classes I'm teaching in a given semester." &

#GoldWithin #FacesofDePauw #DePauw

o

(@ covorcn o o
o Roply

o ashbax One of my favorite professors! Class of ‘07 o
Tow Reply

Rl (@) ssevormochip best s svens
6 1like Reply

. @ _hollyquinn Legend =

6w Glikes Reply
View reples (1)
@ deepa.prakash Harry is the best! And sois this gorgeous ¢
office!

18w 1like Roply

Q) cissicnugs the sttt king
D °

View insights Boost post

ed by dpuhonorscholar and 913 others
023

.
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BRAND GUIDELINES

Storytelling

Rankings and statistics are useful, but telling the story of DePauw is more than relating facts and
figures. At DePauw, we look for stories populated with interesting people doing interesting things.
We look for a community of communities. And we look for stories telling of lives rich with meaning
enhanced through the shared DePauw experience. We tell, listen to and share these stories with
genuine curiosity, humility and warmth.

the environments.
that shape the

DePauw community.

ERICA HANRAHAN
h,

head softball coac
sssss 2012

fwe never get the latte, it

14 DEPAUW UNIVERSITY

VOICE AND TONE

At DePauw University, our communication
is authentic, informative and professional.
We strive to foster a sense of belonging,
mutual respect and shared commitment
to our mission, ensuring that every
interaction is marked by clarity, empathy
and optimism. Our voice is authoritative
yet approachable, distinctive yet familiar.
We aim to build trust and inspire our
community with a consistent voice and
tone that reflects our dedication to our
mission and values, as demonstrated
through our work. This approach enables
us to connect meaningfully with students,
faculty, staff, alumni and families,
reinforcing the DePauw experience across
all our communications.

EDITORIAL STYLE: DePauw uses Associated
Press Style, with variations. The DePauw
Style Guide is found at depauw.edu/
offices/communications-marketing/

identity-system/styleguide/.




VOICE AND TONE STYLE GUIDELINES
At DePauw University, we speak with a voice that is authoritative yet approachable, fostering trust and unity across all
communications to ensure consistent and resonant messaging. We provide the following guidelines on voice and tone:

Authenticity matters

Speak in a genuine and sincere manner. Let
your personality shine through, fostering a
connection with your audience.

Positive and inclusive language

Use language that is positive, inclusive and
respectful. Celebrate diversity and reflect
the welcoming atmosphere of DePauw.

Adapt to context

Consider the context of your
communication. Tailor your tone to suit
the nature of the content, whether it’s an
announcement, celebration, informational
post on social media or a print piece
designed to inform, guide and stir the
passion of a prospective student while
elevating the DePauw brand.

Conversational style

Embrace a conversational style to engage
your audience. Avoid overly formal or
technical language that might alienate
readers.

Empathy and understanding

Demonstrate empathy and understanding
in your communication. Acknowledge
different perspectives and respond
thoughtfully to comments or queries.
Speak to the challenges and perspectives of
your audience without pandering.

Consistency across media and platforms
Maintain a consistent voice and tone
across all types of formats and social
media platforms. Allow some flexibility
when considering the temporal nature and

CONNECTED WITH DEPAUW

YOURRECOMMENDATION
IS GOLD

context of some formats, such as social
media. Consistency reinforces our identity
and brand.

Humor without glibness

Humor can be a powerful tool when used
judiciously. Ensure that jokes or witty
remarks align with our values and are
unlikely to be misinterpreted.

Educational tone

Adopt an educational tone when sharing
information. Provide insights and
context that contribute to the audience’s
understanding.

ITINSPIRES

e Adapt to trends

Stay attuned to current trends and adapt
your voice and tone to resonate with your
audience. Ensure that these adaptations
align with our values and mission.

Crisis communication

In times of crisis, maintain a calm and
informative tone. Clearly communicate
updates and steps being taken,
demonstrating transparency and care.

BRAND GUIDE 15



WHO WE ARE

The DePauw community is a diverse group, embodying
various roles such as collaborative explorers and
empowering leaders. Our ability to transform brilliantly
and support selflessly sets us apart. We thrive as resilient
competitors, adapting to challenges with determination
and grace. Each aspect of our identity contributes to our
success in various endeavors.

COLLABORATIVE EXPLORER

&

oQv

789 likes
August 5, 2022

depauwu
Neal Fieldhouse

[Bepauwulstar Long '23 came to DePauw with
plans to major in kinesiology, go to graduate
school, and become a physical therapist. And
so far, she's right on track. With senior year—
and grad school applications—fast
approaching, Long has spent the past 10 weeks
in one-on-one research vith Kinesiology
professor Brian Wright putting the final touches
on her academic resume.

This summer, Long and Wright have used
motion capture tools to analyze something
familiar to just about anyone in Indiana: a free
throw. By measuring kinematic variables—how
the shooter’s body moves through the motion—
they could learn not only how to improve
someone’s technique, bt also how to speed up
healing an injury that micht affect performance.

“Not only am | learning how to conduct
research,” Long says, “but I'm getting a head
start on my senior thesis. And it will al help
with grad school”

When it comes to student-faculty research,
Wright says he and his colleagues in
Kinesiology are able to offer a wide range of
research opportunities for students. “My
educational background is in cardiopulmonary
physiology. But a lot of research experiences
that I've had over the years have actually
expanded into biomechanics. Having that
flexibility has been really great to offer students
the opportunity to have & little bit more choice
in some of their projects.”

Wright says student-faculty research in the
department is a team effort, “and that's an
important lesson for the student because that's
how science works. My goal is always to try to
ensure that the project gives the student an
opportunity to present at a regional
conference, which this project most certainly
willz

#DePauw #GoldWithin
89w

© Addacomment
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depauwu
DePauw University

@ Eommmessugess 5 gt v n
DePauw Student Government sarty on as a
fist-year senator. Tasked with crafting
resolutions for a campus community they'd just
joined, Burgess started to think about changes
that would make an immedite difference.

“I wanted to make something that would be the
most impactful to the community, and
‘something that | was personally involved with,"
Burgess says. “And in that, | thought about how
menstrual products aren't free, and that's not
very good for equity on campus. ... | thought |
might as well push for a big chang

‘Their resolution — to make menstrual products.
free on campus — passed unanimously. Up
next, the difficult part: implementing change
across campus.

Burgess sought guidance from DePauw
Women's Center director Sarah Ryan, having
heard of her as a person who could “get things.
done-" Sure enough, Ryan helped Burgess map
a path forward, creating a budget, publicity.
materials, and a plan for what products would
be supplied.

‘The project quickly grew to involve input from
many others, including Facilties director Tony
Robertson, who helped Burgess figure out how
existing bathroom vending machines could be.
converted to work without coins.

“It was very, very helpful to have all these
people, as well as [Vice President for Student
Affairs] Alan Hill, who told e, Hey, this is
‘something we can make happen. You have to
keep pushing for it, keep beng passionate
about it, and all these people will come
together and make it happen,” Burgess says.

“And many of us from many different corners
did eventually make it happen.”

Just months after Burgess crafted their first
Senate resolution, they had made a lasting
impact at DePauw.

915 likes.

May 6, 2022

© Addo comment

ACES OF DEPAUW

HOME | ABOUT | FACES OF DEPAUW

1 my classroom, I
encourage a lot of
dialogue and mutual
questioning. ¥

A

- ‘@m@

EMBRACING UNPREDICTABLE MOMENTS MORE FACES

What excites me about teaching is the opportunity to discuss and learn about the 4 MARWA AARAB ‘26

pressing issues that confront us all with curious students who will be changemakers in As an international student keen on
years to come, in various and different ways. There are unpredictable moments of magic medicine and research, | chose
that happen in class - regardless of how you prepare and what material you assign and DePauw University..read more.
those are the moments that make teaching so much fun.

, N ol . = TAYLOR FLEMING ‘24

Ilike to tea security - and challenge students' 3 I addition to the gorgeous campus,
conceptions about what security means to them. | also like to teach international chose DePauw because | wanted to go
relations theory because this helps students see that their intuitive takes on many issues where..read more.

and situations are actually formed by some sense of how the world hangs together. Once
they see that there are fundamentally different ways to approach international relations,
they can then interrogate and analyze their own takes more systematically. NAIMA SHIFA
@ The biggest part of my teaching is
building connections with my students

At DePauw, there is a high degree of student participation and students have agency in e s

their own education. It is a genuine give and take, a genuine conversation and a
genuinely interdisciplinary approach to the pressing questions of the day.

EMPOWERING
LEADER

BRILLIANT
TRANSFORMER
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DEPAUW STORIES

SCIENTIFIC /\/efleond.
_ T‘ — = SELFLESS SUPPORTER
- ‘ ‘ 1= [=

= © B <

Hallward-Driemeier "89 reflects
on a life of blessing others

204 recebied,
& 'fl‘-"t- 0
frdes

at DePauw, he has overseen 80 to 90 06,an assistant biology professor at

BRILLIANT

student researchers in his lab, and many DePauw, who did not work in the lab
have gone on to become physicians or but credits Schneider and his classes with

TRANSFORMER ot e T o st g i sy Cropes
Jesse Will own lab at the ulimate fild of;

University of Minnesota Medical School, Ssid Chopra: “He has been a tremendous
Other students have followed Schneider

3 = s the acquaintances emerged from their influence on my life, and continues to be.”
Henning Schneider: A it ecin They ncude Nipan Chope

- - Medical School, Rick Born 83 and Henning:
Diverging roads

Schneider chose different pathways,
And for each, that has made al the difference.
By Mary Dieter Born teaches Harvard medical and graduate
students in a couple of classes a semester, with the

assistance of teaching fellows. But his primary role

is conducting rescarch, and most of his salary over

arch grants,

H. Welch professor
ng and research go

hand in hand; they belong together. The question s,

QESO: OB

where's the balance?”

32 | DEPAUW MAGAZINE FALL 2022

“How are you going to use this great gift of a DePauw education as you live your
lives from here forward?”

on a science career attended 13 years of
clementary through preparatory school,
then went directly into a master's or

That was the question posed to the class of 2024 by Douglas Hallward-Driemeier
’89 during DePauw University’s 185th Commencement ceremony on Sunday, May
19. Beneath sunny skies on the East College lawn, the former assistant to the
Solicitor General of the United States and current partner at Ropes & Gray in
Washington, D.C. reminded the graduates that their new university degrees would
bring them great benefits and even greater responsibilities.

ersity of
America for his postdoctoral program.

Later, when he began his job search, he
titutions and liberal

better response.
y liked the teaching
part that T had done and my philosophy of
combining that with research,” he said.
Schneider figured that, in his 19 years

FALL 2022 DEPAUW MAGAZINE | 33

RESILIENT COMPETITOR

The juggler The most American athlete ever
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BRAND GUIDELINES

Photography Guidelines

OVERVIEW

Photography captures the
essence of the DePauw
experience through visual
storytelling. It conveys the
dynamic nature of campus

life, showcasing moments

of learning, growth and
community. By visually
illustrating these aspects,
photography adds depth and
authenticity to the narrative of
the DePauw experience, making
it more engaging and relatable to
a wider audience.

Our photography style is
visually striking, candid and
authentic, and showcases the
DePauw experience through
images of place, academic
rigor and student life. Images
are vibrant and engaging and
reflect the energy and vigor of
the campus and the DePauw
experience, focusing on people
doing interesting things,
relationships and mentoring,
sense of community, and
campus beauty.

18 DEPAUW UNIVERSITY



PHOTOGRAPHY STYLE GUIDELINES
These guidelines are meant to
provide a consistent visual identity,
contributing to a cohesive and
compelling representation of
DePauw University.

e Visual tone
Aim for a visual tone that is visually
striking and candid. Photos should
engage viewers, making them
feel like participants rather than
passive observers.

e Activity and engagement
Capture active scenes showcasing
people engaging in interesting and
meaningful activities.

e Celebration of campus beauty
Celebrate the beauty of our
campus and the lively energy
it exudes. Use photography
to showcase iconic locations,
creating a visual celebration of the
environment.

e Authenticity
Prioritize authenticity over staged
or artificial scenes. Let the genuine
moments shine through in your
photos, capturing real interactions
and experiences. When staged
photography is required, every
effort should be made to make the
image feel authentic and true.

BRAND GUIDE 19



20 DEPAUW UNIVERSITY

Dynamic interactions

Highlight dynamic interactions between
faculty and staff members and students.
Showcase these interactions in various
settings, including classrooms, service
activities, research projects, study abroad
scenes and group discussions.

Inclusivity and diversity

Illustrate the richness of our diverse
campus community by showcasing
multicultural events and celebrations.

Mix of shots

Embrace a mix of shots, both tight and
pulled back. Experiment with unexpected
camera angles, creative depth-of-

field techniques and unconventional
environments to offer fresh perspectives.

Natural lighting

Whenever possible, leverage natural
lighting to enhance the warmth and
vibrancy of your images. Consider the time
of day and weather conditions to optimize
visual appeal.



PHOTO EDITING GUIDELINES

These photo editing guidelines serve as a
framework for maintaining professionalism,
integrity, visual appeal and brand alignment in
all edited photographs.

e Maintain authenticity
Preserve the integrity of the original image.
Avoid excessive manipulation that distorts
reality or misrepresents the subject matter.

e Enhance, don’t overpower
Enhance the visual appeal of the
photograph by adjusting brightness,
contrast and color balance to achieve a
natural and pleasing look.

e Respect copyright and ownership
Obtain proper permissions for image use,
and respect the copyright and ownership of
all materials involved.

e Retouch with caution
Use retouching techniques judiciously
to improve the overall appearance of
the image without altering the subject’s
essential features or characteristics.

e Retain original composition
Preserve the original composition of the
photograph whenever possible, avoiding
unnecessary cropping or resizing that may
detract from the intended visual impact.

e Pay attention to detail
Take care to address any distracting elements
or imperfections in the image, ensuring a
clean and professional final result.

e Monitor image quality
Maintain high standards of image quality
throughout the editing process, avoiding
over-compression or other factors that may
degrade the resolution or clarity of the final
image.

BRAND GUIDE 21



BRAND GUIDELINES

Videography Guidelines

OVERVIEW
Video allows versatility in storytelling, combining dynamic visual elements with voice and sound,
resulting in a more impactful and emotional story. Our videography style is an extension of our bright,
warm and open photography aesthetic, following similar principles of capturing the essence of the
DePauw experience through place, academic rigor and student life.

The following guidelines are meant to provide a consistent visual identity for videography,
contributing to a cohesive and compelling representation of DePauw University.

Visual tone

Aim for a striking and candid visual tone
that showcases a close-knit sense of
community, connectedness and impactful
relationships. Videos should engage
viewers, making them feel like participants
rather than passive observers.

Activity and engagement

Capture active scenes showcasing people
engaging in interesting and meaningful
activities. Highlight the dynamic nature

of life at DePauw through vibrant and
engaging visuals.

Celebration of campus beauty

Celebrate the beauty of our campus and the
lively energy it exudes. Use videography to
showcase iconic locations, creating a visual
celebration of the environment.

Authenticity

Prioritize authenticity over staged or
artificial scenes. Let the genuine moments
shine through in your videos, capturing
real interactions and experiences.

Dynamic faculty-student interactions
Highlight dynamic interactions between

22 DEPAUW UNIVERSITY

faculty and staff members and students.
Showcase these interactions in various
settings, including classrooms, service
activities, research projects, study abroad
scenes and group discussions.

Inclusivity and diversity

Illustrate the richness of our diverse
campus community by showcasing
multicultural events and celebrations.

Mix of shots

Embrace a mix of shots, both tight and pulled
back, incorporating interesting angles. This
variety addsdynamismtothestorytellingand
keeps the viewer visually engaged.
Engaging narratives

Craft engaging narratives that go beyond
the ordinary to tell compelling stories about
the DePauw experience, academic pursuits
and student life.

Natural lighting

Whenever possible, leverage natural lighting
to enhance the warmth and vibrancy of your
videos. Consider the time of day and weather
conditions to optimize visual appeal.

DEPAUW

UNIVERSITY

School of Business and Leadership!




4 depauwu and alumnidepauw
@ room ot - wasn

about where a DePauw degree can take
ur amazing alumni as they share wher
they've ended up after graduation!  #DePauw #Alumni
ow

% cfipierre This is awesome! .
5w 1like Reply

® L

mccartergetshigh @ | garden on the internet &
G ) 3
Gu alkes Reply -

oQv A

46JO Liked by alumnidepauw and 435 others
June 12

Vertical video example

RESOURCES: Scan the QR codes for additional
information and recommendations on
LinkedIn Learning.

TECHNICAL CONSIDERATIONS

By considering these technical aspects, you can create videos that not only align with DePauw’s
visual identity but also meet the standards of various online platforms, ensuring a seamless and

engaging viewing experience for your audience.

e Aspectratios

Different social media platforms have

specific aspect ratio requirements for

optimal viewing. Ensure that your videos

adhere to these guidelines:

e Instagram Reels: 9:16 (Vertical)
1080 pixels wide, 1920 pixels tall

e YouTube Shorts: 9:16 (Vertical)
1080 pixels wide, 1920 pixels tall

e TikTok: 9:16 (Vertical)
1080 pixels wide, 1920 pixels tall

e YouTube: 16:9 (Horizontal)

e Resolution and quality
Aim for high-resolution videos to ensure
clarity and visual appeal. Use HD (1080p) or
higher settings during filming and editing
to maintain quality across platforms.

e Frame rate
Choose an appropriate frame rate for
your videos. Common frame rates include
24fps (frames per second) for a cinematic
look or 30fps for standard video. Higher
frame rates (60fps or more) are suitable for
capturing fast motion.

e Captions and subtitles
Add captionsorsubtitlestomake your videos
accessible to a wider audience. Many social
media platforms automatically play videos
without sound, and captions improve the
viewing experience.

Audio quality

Pay attention to audio quality. Use external
microphones for clearer sound, minimize
background noise and ensure that dialogue
is audible. A good balance between ambient
sound and voice is crucial.

Length

Tailor the length of your videos to the
platform. Shorter videos (15-30 seconds) are
effective on platforms such as Instagram,
while longer-form content (up to three
minutes) can be shared on YouTube or
Facebook.

Accessibility

Prioritize accessibility by designing videos
that are inclusive. Provide alternative

text descriptions for visually impaired
audiences and use accessible design
principles throughout your video.

Consistency across platforms

Maintain consistency in visual style,

tone and messaging across various social
media platforms. Adapt content to suit the
platform’s requirements while ensuring a
cohesive brand identity.

Optimization for mobile viewing

Ensure that important visuals and text are
prominently displayed, even on smaller
screens.
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BRAND GUIDELINES

Social Media Guidelines

OVERVIEW

The dynamic and immediate nature of social media combined with the
diverse platforms that contribute to our digital presence allow for more
variations of storytelling, from informative to lighthearted. The flexibility
of social media is an effective way to highlight the many aspects of the
DePauw experience.

In addition to our fundamental guidelines, we provide detailed insights and
considerations for a more comprehensive approach.

GUIDELINES

DePauw University’s social media - both official and affiliated accounts -
are spaces to celebrate, inform, organize and converse. To that end, DePauw
community members should participate in social media in ways that express
our core values.

« Diversity and inclusion
Social media accounts that speak for campus entities should represent the
broadest potential participation in those groups and communicate with
external audiences in respectful and welcoming ways.

e Community focus
Socialmedia contentisn’texclusive tostudents. Staff and faculty members
are encouraged to use social media to share their daily interactions with
students, consistently modeling respectful dialogue.

e Collaboration and curiosity
When possible, highlight the ways everyone is supported in their
endeavors. As an academic community, curiosity is vital to both teaching
and learning, and DePauw’s social media should express this curiosity.

e Impact
When posting to social media, consider the permanence and impact of
each post. Typically, story posts are used for less permanent, day-to-day
updates, while main feed posts should highlight more significant events
and achievements that reflect the university’s core values and mission.
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TYPES OF ACCOUNTS

Beyond the university’s core values, it is expected that all DePauw-
affiliated accounts abide by all professional and community
standards, as well as any applicable visual identity guidelines. All
official and affiliated social media accounts must be associated
with a primary account holder at DePauw and registered through a
depauw.edu email address.

Official: Endorsed by the university, official accounts strictly adhere to
university brand guidelines and communicate with a broad audience.

Affiliated: Affiliated accounts are recognized but not formally
endorsed by the university and are encouraged to follow brand
guidelines, but have more flexibility and variation depending on the
group, such as a more targeted (internal) audience. Examples include
accounts run by student organizations or specific departments, or
clubs, such as @depauwfilmclub, @depauwsustainability,
@mapsdepauw, @depauwenglish_.

\ _/\ @ depauwu

' R ,ﬁ depauwu & POV: You step onto campus for the first time next

N N fal, filled with excitement and endless possibilities.
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ELEMENTS OF AN EFFECTIVE SOCIAL POST

IMAGERY: Use of images
that align with brand
guidelines.

ATTENTION-GRABBING INTRODUCTION:
The caption begins with an invitation

to “step inside the world” of Creative
Writing Il, capturing the reader’s interest
and drawing them into the post.

|

b depauwu l
depauwu Step inside the world of Cre#ve Writing II:
Nonfiction Workshop with Professor Greg SChWipps! /@]
In this captivating course, students delve into the art and craft
of nonfiction, infusing it with the vibrancy and immediacy of US E O F
fiction. From profiles to trayel writing, personal essays to .
memoirs, they explore divéfée forms under the expert EMOQOIJIS:
guidance of Professor Schwiphs. E .

mojis add

With the advantage of a smaller clbgs size, Professor
Schwipps fosters a warm and personglized atmosphere, often
addressing students as "friends" and viding individualized
attention.

@#DePauw #CreativeWriting

6d

visual appeal
and reinforce
the creative

and dynamic

@ mabellawler SCHWIPPS! & t fth
5d 2likes Reply See translation nature o e
course.
dpuedsa One of the best!
5d 1like Reply
@ karolynbuescher The BEST!!! )
4ad 1like Reply
/A:F) mecartergetshigh  one of my favorite professors ever @ ¢
W 5d 4likes Reply
@ cactus_connor Good memories! . CAPTION:
4d 1like Reply . .
Descriptive and
@ realsydneywest One of my absolute favorite classes | have ¢ informative, yet
v e s =k . ,
View ipsights Boost post relatively concise
and light.
3 b Liked by dionne.b.jackson and 734 others

HASHTAGS: The use of relevant
hashtags like #DePauw and
#CreativeWriting increases the
visibility of the post and connects
it to broader conversations within
the DePauw and creative writing
communities.

CONDUCT POLICY

Comments made by visitors to
university social media accounts do not
reflect the opinions or policies of the
university. Comments that are abusive,
profane, violent, obscene, spam; that
advocate illegal activity, contain
falsehoods or are wildly off-topic; or
that libel, incite, threaten or make ad
hominem attacks on DePauw students,
employees, guests or other individuals
will be removed. Messages selling
products or promoting commercial,
political or other ventures are not
permitted.

RAMIFICATIONS OF NONCOMPLIANCE
Noncompliance with these social

media guidelines may result in various
consequences, including but not limited
to:

e Loss of platform access

e Reputational damage

» Legal consequences

» Loss of official status

e Disciplinary action

It is essential for all members of the
DePauw community to understand and
adhere to these guidelines to maintain a
positive, respectful and inclusive online
environment. Noncompliance not only
jeopardizes the university’s reputation
but also undermines the values we
uphold as an academic institution.
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BRAND GUIDELINES

Website Standards and Guidelines

OVERVIEW

This section outlines the standards and guidelines for the development, design and maintenance of
the university website. These standards ensure consistency, ADA accessibility and a user-friendly
experience while promoting the university’s brand message, image and mission.

The depauw.edu site is a collaborative endeavor led by the communications and marketing team.
New visitors, namely prospective students, are a key audience - a streamlined, intuitive admissions
site ensures they can find timely and relevant information. Other user-audiences served by
depauw.edu include current students, faculty, staff, athletics and alumni.

DEVELOPMENT

The depauw.edu website uses a content
management platform customized for the
university’s use. It includes content modules built
with a set of visually consistent and spatially
flexible templates for use by approved content
partners. Training modules are available with
support from the DePauw Communications and
Marketing web team.

The depauw.edu site hosts focused content for
admissions, current students, faculty and staff,
human resources, the alumni office and athletics
and interacts with platforms some of these entities
maintain. To maintain site speed, performance and
usability, the site is updated and streamlined on a
rolling basis.

For expository writing (e.g., blogs), archival
content, and episodic (podcasts, annual shows)
content, content developers should consider
supplementary web resources that might include

scholarship.depauw.edu, Google Sites or WordPress.

The depauw.edu site also interacts with or is
complemented by resources for learning, interoffice
content and campus calendars though tools like
Moodle, e-services and Campus Labs.
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Actuarial Science’

HOME | ACADEMICS | MAJORS & MINOR:

Accomplished professors. Small classes.

Four-year career pathways.

ApPLY SCHEDULE A VISIT

Areas of Study

quip students vith both technicaland business kil
Major

Major Degree School Format Course Credits
ActuarialScience Undergraduate, BS. School of Businnes & Lesdership

Related Areas of Study

,,,,,,

Majors Minors

Mathmatics + ‘Applied Statistics »

Mathmatics >

DESIGN
Logo usage

Adhere to the university’s brand guidelines
for logo usage, placement and size.

Ensure our logo links back to the
homepage.

DEPAUW
UNIVERSITY

Brand consistency

Reflect DePauw University’s brand values
and identity in all aspects of the website,
from color schemes to imagery and
messaging.

Use the standardized color palette
reflecting the university’s official colors
and complementary colors (see below).
Maintain uniform typography with
designated fonts for headers, body text and
other elements (see below).

Web fonts

Roboto Serif
Montserrat

Web colors PMS HEX
141 F2C75C
. Black mecz4
. Cool Gray 10 EFEFEF
(Web site) . 5473 16666F




Responsive design

e Ensure webpages are fully responsive, providing
an optimal viewing experience across all devices
(desktops, tablets and smartphones).

Navigation

e Implement a clear, intuitive navigation structure
with easily accessible menus.

e Use a breadcrumb trail to enhance navigation and
user orientation within the site.

Economics

HOME | ACADEMICS | MAJORS & MINORS | ABOUT EC

Accessibility

e Adhere to Web Content Accessibility Guidelines
(WCAG 2.1 AA) standards to ensure accessibility
for all users, including those with disabilities.

e Provide alternative text for all images and
multimedia content.

» Use semantic HTML5 elements to enhance
accessibility and SEO.

Is something unfamiliar or do you have questions?
Reach out to webteam@depauw.edu for guidance.

CONTENT AND SITE MAINTENANCE

Quality and relevance

e Ensure all content is accurate, up to date
and relevant to the university’s audience.

e Use a consistent tone that reflects
the university’s voice - formal yet
approachable.

Multimedia

e Optimize images and videos for web
use to enhance load times without
compromising quality.

¢ Include captions and transcripts for all
video and audio content.

Links and interactivity

» Regularly check and update hyperlinks
to avoid broken links.

» Ensure interactive elements, like forms
and buttons, are easily recognizable and
functional.

SEO (Search engine optimization)

e Use descriptive, keyword-rich titles
and meta descriptions.

e Ensure proper use of heading tags
(H1, H2, H3) to organize content
hierarchically.

= I

Actuarial Science

\CADEMICS | MAJORS & MINORS | ACTUA

rofessors. Small classes.

career pathways.

SCHEDULE A VISIT

Areas of Stufly

auip My fiith both technical and business skils.

Major

Major Degree School Format

Headline hierarchy in SEO

Content management

e Designate a web content manager
responsible for overseeing updates and
maintaining content quality.

e Implement a content review schedule to
ensure regular updates and relevance.
Annual review is recommended on all sites.

The DePauw web team regularly checks
and archives depauw.edu for content that
is out of date, contains broken links or is
otherwise an impediment to the site’s clean
performance and user-friendliness.

User feedback

¢ Provide a mechanism for users to offer
feedback about the website.
Regularly review and act on user
feedback to improve the site’s usability
and content.

Training and documentation

e Offer training for staff and faculty
involved in content creation and
management.

e Maintain comprehensive documentation
of all website standards, procedures and
best practices.

By following these standards and
guidelines, DePauw can ensure its website
and affiliated sites are professional, user-
friendly and reflective of our core values
and mission. Regular review and adherence
to these web standards will help maintain
its effectiveness as a communication and
engagement tool.

Questions? Contact webteam@depauw.edu
for guidance.
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Al-Generated Content

UNIVERSITY POLICY ON Al IN COMMUNICATIONS AND MARKETING

Artificial intelligence (AI) offers unprecedented opportunities for creativity and efficiency. Recognizing these
capabilities, we are committed to leveraging Al in a manner that upholds our standards of authenticity, transparency
and ethical practice. The following policy outlines the permissible and prohibited uses of AI in university
communications, ensuring our community remains accurately and responsibly represented.

ETHICAL CONSIDERATIONS

Adherence to academic integrity: The use of Al
must reflect our overarching principles of academic
integrity and the ethical use of technology.

Avoiding bias: Al-generated imagery should not
perpetuate biases or misrepresentations, especially
concerning protected characteristics such as race,
gender and age.

This policy is designed to embrace the potential of
Al as a tool for innovation and creativity, while also
safeguarding our integrity, authenticity and ethical
standards. It will be subject to ongoing evaluation
to remain aligned with the evolving landscape of Al
technology and its applications.
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USE OF Al IN WRITING

Ethical use of Al involves transparent and accountable practices that enhance rather

than diminish human interactions. Al can streamline administrative tasks, personalize
communications and analyze data for strategic decision-making. However, it must be
monitored and evaluated at every step to mitigate unintended consequences and uphold
ethical standards. Al can enrich our engagement with DePauw communications. It can
optimize resource allocation. And it can foster a collaborative approach to communication
and marketing. It is up to its users to make this a reality. A few guidelines:

Maintain transparency: Clearly disclose when Al tools are used to generate or
significantly assist in writing content. This ensures honesty and trust with your
audience.

Guard against bias: Regularly audit AI-generated content to identify and mitigate any
biases that may inadvertently surface based on training data or algorithms.

Prioritize authenticity: Use AI as a tool to enhance creativity and efficiency, but always
ensure that the final output aligns with DePauw’s values and voice.

Respect privacy: Safeguard sensitive information and adhere to data protection
regulations when collecting, storing or analyzing data using Al technologies.

Human oversight is essential: Even with Al assistance, maintain human editors and
reviewers to ensure accuracy, relevance and appropriateness of content, particularly in
nuanced or sensitive communications.



PROHIBITED USES OF Al IN WRITING:

Plagiarism and academic integrity: Using AI to
generate or modify content that could be considered
plagiarism, such as copying directly from sources
without attribution or paraphrasing without proper
citation.

Misrepresentation: Creating content that falsely
represents the university or its members, misleads
the public or presents inaccurate information.

Manipulation of information: Using Al to spread
misinformation or false propaganda that could
harm the university’s reputation or mislead the
community.

Violating privacy: Employing Al tools that
compromise the privacy of students, faculty, staff
or other stakeholders by collecting or analyzing
personal data without consent or in violation of
privacy laws.

Discriminatory practices: Generating content
that perpetuates or amplifies biases based on
race, gender, ethnicity, religion or other protected
characteristics, whether intentionally or
unintentionally.

Automated spam or unsolicited communication:
Using Al to send mass unsolicited emails, messages

or posts that could be perceived as spam or intrusive.

Noncompliance with regulations: Using Al in ways
that do not comply with legal regulations, such as
copyright laws, data protection regulations (e.g.,
GDPR) or institutional policies.

Overreliance on AI: Allowing AI to fully replace
human judgment and creativity in writing.

Al USAGE IN PHOTOGRAPHY

Minor editing and retouching: The use of AI tools, including those available in
Adobe Creative Cloud, is authorized for minor editing and retouching of original
photographs and images. This includes adjustments to lighting, color correction and
removing minor imperfections.

Creative process assistance: Al tools may serve as aids in generating ideas, concepts
or drafts, which should then be refined through conventional artistic methods.

Conceptual and illustrative graphics: When genuine photographs are not available,
AI may be utilized to create conceptual, illustrative or abstract graphics that support
the university’s communications goals, provided these do not aim to depict realistic
university scenes or events.

PROHIBITED Al USAGE IN PHOTOGRAPHY

Misrepresentation of AI-generated images: Al-generated images must not be
presented as genuine photographs representing the university, its community,
events or experiences.

Use of stock or entirely Al-generated images: Do not use stock Al-generated images
or those created entirely by Al to depict the university’s community, campus scenes
or events.

Autonomous generation of visual assets: Al tools must not be used to autonomously
generate final visual assets. All Al-assisted creations require human oversight,
judgment and creative input.

Transparency and citation documentation: Any application of Al tools beyond basic
editing must be documented and cited in project files, including metadata, ensuring
traceability and accountability.

Disclosure: Any published use of AI-generated or Al-assisted imagery must include a
disclaimer, e.g., “Al-generated content” or “Created with the assistance of AI tools,”
to maintain transparency with our audience.
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BRAND ELEMENTS
I I L
OVERVIEW
Logos, marks or other iconic
symbols are not the sole elements

of the DePauw brand, but they
are the visual extension and most

easily recognized. Consistent use of

color, font and marks helps avoid
confusion and establishes strong
university identity.

The primary logo for DePauw

University exemplifies the brand
tone of the institution: bold,

curious, confident, smart.

Three versions of logo type allow
flexibility of use.

Est. 1837

Note: As a result of our brand
repositioning, the East College logo
will no longer be used. Refresh all
electronicmaterialswiththeupdated
primary logo. Existing inventory of
materialsprintedwiththeEastCollege
logo,includingbrandedmerchandise,
should be depleted before ordering
replacement merchandise with the
updated logo.
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USAGE

The logo must appear on all external
communications and must be used in
a clear and consistent way across all
applications. Do not stretch or distort
the logo.

Clear space

Leave adequate space, also known

as clear space, around the logotype,
and adhere to the minimum size
requirements below. The clear space for
the logotype is based on the x-height of
the logotype around all four sides.

Minimum size

To maintain legibility, the primary
logotype must not be smaller than 1
inch wide in print applications and 54
pixels wide in web applications.

Care should be taken with the primary
logotype in social media and print
applications where a smaller scale is
needed; it must not be smaller than 1.5
inches or 450 pixels wide.

Clear space

T
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1

1

1

1

1
|
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S |

DEPAUW
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Minimum size

DEPAUW
UNIVERSITY

PRINT: 1.5 inches wide
WEB: 450 pixels wide

x-height
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——pmm————

Y x-height
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CENTERS, DEPARTMENT

AND OFFICE LOCK-UPS

University offices and division names can
be combined with the primary university
logo for personalization.

DEPAUW
UNIVERSITY

DEPAUW
UNIVERSITY

Office of Communications and Marketing

DEPAUW
UNIVERSITY

School of Business and Leadership Prindle Institute for Ethics

GOLD WITHIN LOGO

Use of the DePauw University Gold Within
logo is limited to use for admission materials
and recruiting purposes.

DEP" W
UNIVERSITY
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UNIVERSITY SEAL

Use of the DePauw University seal

is restricted to formal, official and
celebratory use and to signify the
earning of a DePauw degree. It may
not be used on marketing collateral or
most merchandise (except for high-
end merchandise such as gifts or
items to recognize an achievement).
Additionally, the use of the university
seal requires permission from the
university creative director.

S, o7
6 e,

CASTEL



UNACCEPTABLE USES

Do not alter, manipulate or distort the DePauw University logo, for Discontinue using East College logo.
example, by stretching or compressing it: (See note on page 32.)
peEdauvw  DEPAUW DEP. UNIVERSITY

UNIVERSITY UNIVEMNSITY UNIVERSITY Est. 1337

DEPAUW
UNIVERSITY

Est. 1837
Do not overlap or combine with other logos or marks:

UW

DKPAUW e
UNNERSITY IVWERSITY

Do not redesign or replace any element of the logo:

DEPAUW ~ DEPAUW aw  DEPAUW DERAUW
U ERSITY UNIVERSITY Univessity Greencasgle, Ind. UNIVERSITY

Unless specified in this manual, do not add words or Do not make the logo another color. The DePauw
images to the logo to create a composite logo treatment: logo should only be black, white or gold.
DERAUW D UwW

UNIVERSIT Y UNIVERSITY Bllillij\xfEWSITY
LIBRARY SERVICES Est. 183
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BRAND ELEMENTS

Color System

OVERVIEW

The official DePauw University
colors are black and gold.
White and dark gray are
secondary color options.
School colors are an important
tool for building school pride
and awareness.

For accurate color
representations, please refer
to a Pantone Matching System
(PMS) swatch for a visual
match and CMYK numbers for
the accurate color mix.
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PRIMARY COLORS
Black Gold Accent Color: Gray
PMS 141 Cool Gray 10

Color Conversion Tables

Web colors

PMS CMYK (coated) CMYK (uncoated) RGB HEX
141 5C 2IM 75Y OK 4C 20M b6Y OK R242 G199 B92 F2C75C
. Black 100C 78M 44Y 91K 86C 69M 43Y 57K R17 G28 B36 mcz4

. Cool Gray 10 40C30M 20Y 66K  26C 16M 9Y 43K R99 G102 B106 EFEFEF

(Web) . 5473 90C 48M 50Y 23K R17 G95 B103 16666F



SECONDARY COLORS
The colors on this page have all
been selected to complement
the official school colors.

They include accent colors
(bright and vibrant), hues
(medium tones) and tints

(pale colors). These provide

a wide range of options for
developing distinctive families
of publications within the
DePauw umbrella. Note that
these colors avoid any shades
of gold or yellow that could be
confused with DePauw gold.

It is important that no shades
are employed that would lead
to confusion about the official
school colors.

Accent Colors

PMS 377 PMS 5473 PMS 301 PMS 261 PMS 7625 PMS 144 PMS 871
Hues

PMS 5777 PMS 5425 PMS 7458 PMS 7511 PMS 7523 PMS 437 PMS 408
Tints

PMS 578 PMS 454 PMS 543 PMS 552 PMS 7508 PMS 435 PMS 420
“old” gold

This color is restricted to
apparel and merchandise.

PMS 1245
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BRAND ELEMENTS

Fonts

OVERVIEW

The DePauw identity system
includes specific fonts that are to be
used on all university publications.
Under no circumstances should a
designer employ fonts other than
those specified here. Questions
should be directed to the Office of
Communications and Marketing.

These typefaces have been selected
to provide sufficient flexibility

for a range of communications
while maintaining a coherent and
consistent DePauw look. They
complement the DePauw logo
system, and each font family offers
a wide range of weights and style
choices, including italics, bold,
etc., to allow for numerous design
options.
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The brand system includes the following typefaces:

PRIMARY

Adobe Caslon
Futura Std

SECONDARY AND WEB FONTS

Roboto Serif
Montserrat

SYSTEM DEFAULT
Use these typefaces in instances when Adobe Caslon and Futura Std
are not available, such as in business papers or emails.

Times, Times New Roman
Arial



BRAND ELEMENTS

University Stationer

As a part of the university’s effort to
present a unified image to the public,
stationery and business cards use a
consistent design and logo.

DePauw stationery follows the
format at right, printed with the
center-aligned logo in black with a
gold (PMS 141 U) rule on 70# Accent
opaque white text. Business cards
are printed on 100# cover.

DEPAUW
UNIVERSITY

Sarah Steinkamp
A

Business Card
25"y 2"

#10 envelope
9.5 x 4.125"

DEPAUW
UNIVERSITY

P.O. Box 37 + Greencastle, Indiana 46135-0037 * 765-658-4800 + www.depauw.edu

Date 1, 2012

Addressee’s Name

Title

Company or Office Name
Number and Street

City, State, Zip

Salutation:

This letter demonstrates the recommended typing format for all correspondence using this letterhead. This
typing format is an integral part of the letterhead design.

Lorem ipsum nostre pwtcon esutra e tratasoi stra bta nuestro trabe sotro. Les oido reum tdo ipsum at
incosume strata te asumpe colored ipsum non sutra et trata strata nuestro sume col Loreum ipsum at incon
sum. Asumpe colored ipsum non sutra et trata strata nuestro n ipsumel nontratasoi stra bta nuestro trabe
sotro.

Les oido reum tdo ipsum at incosume strata te asumpe colored ipsum non sutra et trata strata nuestro
sume colored ipsum non sutra et trata strata nuestro n ipsumel non. Les oido reum tdo ipsum at incosume
strata te asumpe colored. Ipsum non sutra et trata strata nuestro sume colored ipsum non sutra et trata
strata nuestro n ipsumel nonstrata te asumpe colored ipsum non sutra et trata nuestro sume col Loreum
ipsum at incon sum.

Colore ipsum nostre pwtcon esutra e tratasoi stra bta nuestro trabe sotro. Les oido reum tdo ipsum at
incosume strata te asumpe colored ipsum non sutra et trata strata nuestro sume col Loreum ipsum at incon

sum. Loreum ipsum at incon sum.

Sincerel

DEPAUW
UNIVERSITY

P.O. Box 37 - Greencastle, Indiana 46135-0037
765-658-4800 « www.depauw.edu

Addressee’s Name
10001 Street Name
City, State 10001

Letterhead
85" x 11"

ORDERING STATIONERY
Departments and offices still using
letterhead, envelopes and business
cards with the East College logo
should use up remaining stock of
those items prior to ordering new
stock.

Stationery for new programs may

be requested through the university
storeroom. Business cards for new or
recently promoted faculty and staff,
contact your department/divisional
administrative assistant.
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BRANDED MERCHANDISE

The DePauw brand is also reflected in the quality of
paper and materials that carry the logo or represent
the institution. When placing orders for print
materials or branded merchandise, please follow these
recommendations:

« For print materials, paper should be high quality.
Communications and Marketing recommends 80# Cougar
text and/or cover.

e Apparel and merchandise imprinted with the DePauw
logo need to be of high quality. The least expensive
option will likely not present or wear well over time.
Please give careful consideration to the quality of the
items you choose and their likely use.

¢ When possible, avoid dating items.

Examples of incorrect use for branded merchandise
» Inexpensive or disposable items, such as plastic frisbees,
chip clips, wristbands, plastic cups, etc.

e Poor-quality apparel.
e Flimsy or unprofessional signage.

e Any substrate that is of inexpensive or poor quality.

ADDITIONAL RESOURCES

Branded PowerPoint templates, name tag templates,
electronic letterhead, Zoom backgrounds and other
resources can be found at depauw.edu/offices/
communications-marketing/resources/identity-system/.

Contact Communications and Marketing for information
about preferred and licensed vendors.
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EMAIL SIGNATURES

DePauw University does not have a
standardized email signature format,
but recommends the following to
keep your signature professional and
on brand:

Fonts: Choose an appropriate

font, such as Montserrat or Roboto
Serif. Arial, Tahoma and Verdana
are considered web-safe, and are
appropriate for screens. Using font
sizes smaller than 9 point is not
recommended.

Pronouns: It is appropriate to
include pronouns, if you like,
but the decision is up to each
individual.

Logo: Use one of the current
DePauw logos shown on page 32.
Be sure to use a high-resolution file
for best legibility.

THINGS TO AVOID
¢ Quotations: Avoid quotes. They clutter the signature block and create
arisk of the quote being inappropriate or offensive for a particular

audience, even if unintentionally so.

Example of branded email
signature

Tyler T. Tiger

University mascot
DePauw University
Department of Athletics
1 East Olive Street
Greencastle, IN 46135
765-658-0000
tylertiger@depauw.edu
he/him/his

DEPAUW
UNIVERSITY

Personal info: Do not include an image of your signature as this
can put your personal info at risk. Avoid including other personal
information, such as your home address, personal phone number,
personal website or non-DePauw email address.

Boilerplate language and legal statements: Avoid including boilerplate

language, such as equal opportunity/affirmative action statements,
and legal statements, such as confidentiality disclaimers. These
statements can be found on relevant DePauw web pages, such as
Human Resources, and are not also needed in email signatures.
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BRAND ELEMENTS

Athletics Branding System

OVERVIEW

The DePauw University athletics

logo system is a key component of

the university’s brand management
strategy. The best way to build up
DePauw athletics as a strong and
identifiable brand is by adhering to
these guidelines, applying and using the
logos consistently.

For your convenience, all marks, design
elements and production templates
seen in this document are available
through the Office of Communications
and Marketing. Whenever possible,
please use the art files provided. Do
not distort, add to or change any of the
files. Final designs of all applications
must be reviewed and approved by the
Communications and Marketing staff
before production.
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Primary Athletic Logo

DePauw word mark with tiger head

e The DePauw athletic word mark with tiger head is the primary athletic
logo and must be used in its respective entirety. This is the preferred logo
for representing DePauw athletics.

e The color palette should be used on all materials. This guide should not
be used to match color for final production pieces - a Pantone color
guide is recommended.

e The logo should be the dominant element of the design.

e Logos are available in full-color, three-color, two-color and line-art
options.

Correct use and preferred version

The DePauw athletics logos should be the cornerstone of all printed and
environmental athletic graphic elements. The full-color logo is the preferred
version, and should be used as frequently as possible.

The logo is a trademark of DePauw University and must be reproduced in
the configurations and colors shown in this document. No variation in its
design, other than what is provided, will be approved.

Use of the primary athletic logo is restricted exclusively to DePauw athletics
and should not be used to represent other divisions or departments of the
university or stand in place of the university logo. An exception to this rule
is bookstore apparel.

Tiger head logo

e The logos must be used in their entirety.

e Don’t stretch, distort or alter the logo.

e Primary use for uniforms and gear.

e The logo should be the dominant element when used.

e Available in full-color, three-color, two-color and line-art options.

PMS 123C

. PMS 377
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Secondary Athletic Logos

DePauw word mark

The DePauw athletic word mark must be
used in its respective entirety.

Don’t stretch, distort or alter the logo.
The logo should be the dominant element
when used.

Good option for hats.

Available in full-color, three-color, two-
color and line-art options.
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D logos

The DePauw “D” logos must be used in their
respective entirety.

Don’t stretch, distort or alter the logo.

The logo should be the dominant element
when used.

Primarily used for coaching, sideline and
practice gear except where noted.

Logos are available in full-color, two-color
and line-art options.

Exclusive use for Under Armour and
coaching/sideline and practice gear.

NGO =

Facilities branding

Sport-specific logos

The DePauw athletics sport-specific logos
must be used in their respective entirety.
Don’t stretch, distort or alter the logo.

The logo should be the dominant element
when used.

Primarily used for team gear.

Use on left chest, full front and gear.

Logos are available in full-color, two-color
and line-art options.

Logos are available for all university sports;
those shown below are examples. To obtain
specific logos, contact the Communications
and Marketing Office.




Athletic Color and Font System

Colors

In addition to DePauw’s black
and gold, the athletic logo system
employs three additional colors.

For accurate color representations,
please refer to a Pantone Matching
System (PMS) swatch for a visual
match and CMYK numbers for the
accurate color mix.

100% Black

CMYK: c=0 / m=0/ y=0 / k=100

RGB: R=35/ G=31 / B=32
EMBROIDERY COLOR: Mediera - 1000

PMS 123C

CMYK: c=0 / m=19 / y=89 / k=0
RGB: R=255 / G=199 / B=44
EMBROIDERY COLOR: Robinson
Anton - 9172 Warm Sunshine

PMS 1235C

CMYK: c=0 / m=31 / y=98 / k=0
RGB: R=255 / G=184 / B=28
EMBROIDERY COLOR: Robinson
Anton - 5765 Scholastic

PMS 377

CMYK: c=45 / m=0 / y=100 / k=24
RGB: R=120 / G=162 / B=47
EMBROIDERY COLOR: Mediera - 1169

30% Black

CMYK: c=0 / m=0 / y=0 / k=30

RGB: R=188 / G=190 / B=192
EMBROIDERY COLOR: Mediera-1118

80% Black

CMYK: c=0 / m=0/ y=0 / k=80

RGB: R=88 / G=89 / B=91
EMBROIDERY COLOR: Mediera - 1361

Fonts

The primary typeface of the DePauw
athletics logos is Geared Slab. This font
should only be used for logos and not
general typesetting. When used for logos,
this font is stretched to a horizontal scale
of 120%.

Geared Slab

The secondary typeface of the DePauw
athletics logos is Vitesse Bold Italic. This
font should be used in applications for
which headlines or large typography is
needed for callouts.

Vitesse Bold Italic
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Incorrect Uses of the Athletic Logo

e Do not stretch, distort or alter the logo.

¢ Do not redesign any element of the logo.

¢ Do not add any elements to the logo.

» Do not reposition, resize or separate components.

¢ Do not overlap other logos or marks.

e Do not replace an element of the logo.

< Do not add any elements to the logo.

e Do not add words or images to the logo to create a composite logo treatment.

LACROSSE
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Name-image-likeness (NIL) policy

The Division of Communications and
Marketing at DePauw University is
responsible for the oversight of official
university logos, marks, wordmarks and
other official identity elements that represent
DePauw, including the university seal,
mascot, Gold Within identity elements and
other licensed athletics or merchandise
marks.

No individual or organization may use
DePauw’s official marks or symbols for
financial or commercial gain without express,
written approval from Communications and
Marketing, including student athletes wearing
apparel featuring university logos, symbols

or marks while participating in name-image-
likeness activities. Similarly, university marks,
logos and symbols may not be altered in any
way. However, individuals, including student
athletes, are permitted to use such marks or
symbols for personal use (i.e., on social media)
that is not for commercial or financial gain.

DePauw University reserves the right to
determine what constitutes appropriate

use of its symbols and marks and to refuse
permission for usage deemed inappropriate.

For additional information about university
trademarks, licensing and usage, please refer
to the Identity Standards (www.depauw.
edu/offices/communications-marketing/).

To request permission for use, please

contact the university creative director,
University Communications and Marketing, at
communicate@depauw.edu.
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