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INTRODUCTION
2
This style guide presents Wilson’s logotype, font family and
color palette; provides clear guidelines for how these elements
are to be used; and gives users the tools they need to maintain
the College’s identity across all visual communications.
The guide is comprehensive but not exhaustive. There will
frequently be a need for design solutions that fall outside of
given formulas. At those times we ask that you consult with
design professionals in Wilson's Office of Marketing and
Communications. No visual identity will survive long unless
its users understand how it expresses the vision, mission and
personality of the College.
Every visual identity is a struggle between the overall
institutional identity and the goals of each piece of visual
communication. If the institutional identity is too strictly
applied, the message is smothered by the system. If the rules
are ignored, each piece of communication is isolated, and the
investment and effort in creating a visual brand identity for the
College is undercut.
The diagram below shows the types of applications that
require strict adherence to graphic standards (at the core)
and those that offer the designer and client wider expressive
scope (at the periphery). At the outset of each communications
project, the creative team and the client should understand
where the piece resides in this continuum.

Logotype and Seal (proportions, color and relative position)

Stationary System – Business Card, Envelope, Folder, Mailing Label, etc.
Other – Signage, Website
Print Collateral – Brochures, Viewbook, Magazine, etc.
Other – Student Organizations, Apparel

No modification allowed

Strictly controlled

Some latitude

Increased latitude

THE LOGOTYPE, UNIT AND “W” MARK
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Wilson’s core identity consists of three elements: the Wilson
logotype (Fig. A), the Wilson “W” mark (Fig. B1 and B2) and
the Wilson Unit (Fig. C). These elements are the foundation of
the College’s overall identity. The rendering and color of the
logotype, and the size and relationship of the “W” mark to the

Figure A: Logotype

logotype in the unit must be consistently applied to all levels
of communications.
The Wilson logotype and “W” mark are a modified version of
the typeface New Baskerville. The logotype should never be
recreated using the New Baskerville typeface in any program.
Only supplied files of identity artwork should be used for
reproduction of the Wilson identity system. Additionally, the
New Baskerville font is restricted to the logotype and “W”

Figure B1: “W” mark

Figure B2:
“W” marksmall uses

mark—no other text appearing with the Wilson identity should
use New Baskerville.

NOTE: While only Wilson blue JPG files are available for
download, all instances/formats of the logotype, unit and
“W” mark are available as artwork from the Office of Marketing
and Communications. For general use, we prefer the campus
use the downloadable files, but if your project is better served
through one of the alternate styles such as a reverse logo (e.g.
white logo on blue background), please contact us.

Figure C: Logotype and “W” mark unit

USING THE IDENTITY
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CHOOSING THE RIGHT MARK:
» Whenever possible, please use the unit (Fig. B) on materials.
» If you are constrained for space, use the logotype (Fig. A).
Figure A: Logotype

USING THE "W" MARK:
» If you are using the "W" mark as a graphic element (Fig. C), use
the logotype (Fig. A) for the institutional identity on the piece.
Do not use the unit.

USING THE LOGO UNIT:
Whenever the logotype and “W” mark appear together in
the same treatment, they must assume the position and scale
Figure B: Logotype and “W” mark unit

relationship shown in Fig. B. This combination of logotype and
“W” mark is referred to as the Wilson unit.

REVERSING THE MARKS:
When reversing the identity marks (running them in white)
IT IS IMPORTANT TO NOTE that the “W” mark is rendered
differently when appearing as white on a dark background
(Fig. D). The standard “W” mark is not be reversed under
any circumstances.

Figure C:
"W" as
graphic
element

Figure D: Reversed unit
showing alternate “W” mark

THE COLLEGE SEAL
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The Wilson seal has been refined based on a classic, circa
1935 version of the seal (Fig. E). It is reserved for official
communications from the College and the president’s office,
as well as traditional college programs (Commencement,
Convocation, Honor Principle, etc.).
It is not for general use by campus groups or departments
and should be used separately from the logotype and
“W” mark.
A simplified version (Fig. F) has been created for use on
Figure E: Standard Seal

specialty items like pins. To use this file, please contact the
Office of Marketing and Communications at ext. 3142.

Figure F: Simplified Seal

THE TYPOGRAPHIC PALETTE
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AVENIR NEXT

Wilson’s typographic palette consists of two primary type

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

families: the sans serif font Avenir Next and the serif font

abcdefghijklm
nopqrstuvwxyz

All correspondence should be set in Avenir Next, regular.

1234567890

Freight. These fonts should be used for all materials.

Freight may be used in any publications or papers you are
producing. The two fonts are complementary and can be used
in the same publication. For example, a brochure may have
its main text set in Freight, while a box containing additional
information may use Avenir Next as a means of setting it off
from the main text; or one font may be used for headlines and

FREIGHT
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklm
nopqrstuvwxyz
1234567890

STAG
ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklm
nopqrstuvwxyz
1234567890

other text.
A secondary typeface, Stag, is used within the Office of
Marketing and Communications for headlines, pull quotes or
other highlighted text.
If these fonts are unavailable, Arial can be substituted for
Avenir Next, and Georgia for Freight.

THE COLOR PALETTE
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Wilson’s primary color is PMS 072. The traditional second color

Primary Color

is Warm Gray 2 which is now part of the overall secondary color
palette. The PMS (Pantone Matching System) colors appear
with their CMYK (Cyan, Magenta, Yellow and Black) translations
for four-color printing.

PMS 072
CMYK–100/88/0/5

PLEASE NOTE: When creating merchandise and apparel, it
is not always possible to use the exact palette. In these circumstances choose the best available match. On apparel and
merchandise, the Wilson logo should always appear in Wilson

Secondary Colors

blue (or best available match) or white.

Warm Gray 2
19/18/22/0

PMS 1665
0/73/87/0

PMS 635
34/0/11/0

PMS 374
36/0/82/0

Always PMS 072, best available match or
white. See page 1 for white (reverse) uses.

PMS 1815
31/100/100/30

BLACK-AND-WHITE APPLICATION
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The black-and-white logo should only be used when Wilson
blue is not an option, such as in a newspaper ad. In these cases,
if on a white background, the logo unit should be 100% black.
It is important to note that the “W” mark is rendered differently
when appearing as white on a dark background. The standard
“W” mark is not be reversed under any circumstances.
Screening the “W” mark as a graphic element is an option
when the logo unit is inappropriate or impractical, such as
when when there is not enough space in a design to include
the unit. We recommend screening the “W” mark to between
7 and 10 percent.
PLEASE NOTE: You should always test the strength of the screen
to make sure the tinted seal is not too strong or distracting.

THE STATIONERY SYSTEM
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The Wilson stationery system consists of letterhead (w/blank
second sheet), business card and envelope. The logotype and
address information have been treated consistently across all
applications, both in composition and in color. The “W” mark is
used more flexibly, appearing as a graphic element on letterhead and on both the front and back of the business card.
Identity collateral is printed on 100 percent post-consumer
recycled stock from Neenah Paper.

Barbara K. Mistick
President

barbara.mistick@wilson.edu
717-262-2000

1015 Philadelphia Avenue
Chambersburg, Pennsylvania 17201
f 717-262-2046
www.wilson.edu
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FORMATTING LETTERS
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The Text Area
The margins for a standard letter are:
Top: 1.75" Bottom: 1" Left: 1" Right: 1"
Second sheet margins are the same left, right and bottom, but
you will need to set the top margin to 1". Preformatted
electronic letterhead templates are available from the Office of
Marketing and Communications.
Correspondence Text Specifications
Font: Avenir Next, Regular (If unavailable, please use Arial)
Text size: 9.5 pt.*
Line spacing: exactly 12 pt. or single space

1"

1.75"

Office of the President
Barbara K. Mistick, D.M.

* PLEASE NOTE that san
serif typefaces like Avenir
(and even more so with
Arial) appear larger than
the corresponding sizes of
serif typefaces, like Frieght
or Times. So 9.5 pt. Avenir
is the equivalent to 10 pt.
Times. If substituting Arial,
please use 9 pt. If you are
crafting letters to older
readers, you may use up to
11 pt. Avenir (10.5 pt Arial),
but please do not use
anything larger.

October 31, 2014

Ms. Sarah Wilson
1869 Farm Hill Road
Chambersburg, Pa. 17201

Dear Ms. Wilson,
These are the voyages of the Starship Enterprise. Its continuing mission, to explore strange new worlds, to
seek out new life and new civilizations, to boldly go where no one has gone before.
It indicates a synchronic distortion in the areas emanating triolic waves. The cerebellum, the cerebral cortex,
the brain stem, the entire nervous system has been depleted of electrochemical energy. Any device like that
would produce high levels of triolic waves. These walls have undergone some kind of selective molecular
polarization. I haven’t determined if our phaser energy can generate a stable field. We could alter the
photons with phase discriminators.
Communication is not possible. The shuttle has no power. Using the gravitational pull of a star to slingshot
back in time? We are going to Starbase Montgomery for Engineering consultations prompted by minor
read-out anomalies. Probes have recorded unusual levels of geological activity in all five planetary systems.
Assemble a team. Look at records of the Drema quadrant. Would these scans detect artificial transmissions
as well as natural signals?
Deflector power at maximum. Energy discharge in six seconds. Warp reactor core primary coolant failure.
Fluctuate phaser resonance frequencies. Resistance is futile. Recommend we adjust shield harmonics to
the upper EM band when proceeding. These appear to be some kind of power-wave-guide conduits which
allow them to work collectively as they perform ship functions. Increase deflector modulation to upper
frequency band.
Shields up. I recommend we transfer power to phasers and arm the photon torpedoes. Something strange
on the detector circuit. The weapons must have disrupted our communicators. You saw something as
tasty as meat, but inorganically materialized out of patterns used by our transporters. Captain, the most
elementary and valuable statement in science, the beginning of wisdom, is ‘I do not know.’
Resistance is futile.

Sincerely,

Barbara K. Mistick
President

1015 Philadelphia Avenue, Chambersburg, Pennsylvania 17201-1279
t

717-262-2000

f

717-262-2046

|

www.wilson.edu
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RULES GOVERNING LOGO USAGE
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Wilson’s logotype and "W" mark are the center of the College’s identity system. By using the new system
consistently and in accordance with guidelines for its implementation, we will sharpen the profile of the
College by distinguishing Wilson materials from those of other colleges and universities. The rules that follow
ensure proper display of the identity.
Creation of Wilson departmental logos is not permitted at any time.
Questions
If you have any questions or want a consultation on how to apply this identity system to your publications,
please contact marketing and communications at ext. 3142.

RULE

1. DO NOT stretch, distort or alter the logotype
or "W" mark in any way; do not remove or
add items from the logotype or "W" mark.

2. DO NOT use the logotype without the ligature.

3. DO NOT type out the logotype on your own. The
letterforms have been modifed and cannot be
reproduced by typing the wordmark.

4. DO NOT change the composition of the unit.
The placement and proportional relationship
of the logotype and the "W" mark should not
be altered.

EXAMPLE OF INCORRECT USE

RULES GOVERNING LOGO USAGE
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RULE

EXAMPLE OF INCORRECT USE

5. DO NOT put the logotype, unit or "W" mark in
colors other than blue, black or white.

6. DO NOT place the logotype or seal on a busy
photo, making it illegible.

7. DO NOT use the seal with the logotype.

8. DO NOT use the "W" mark on its own. It is a
complementary mark, whether as part of the unit or
as a graphic element. The logotype should always
be present within the context of the "W" mark.

9. DO NOT attach any copy to the logotype.

ACCOUNTING

10. DO NOT use the college identity on any
personal materials or social media outlets.

Any symbols that you wish to use on materials should be done so in consultation with the
Office of Marketing and Communications.

For any questions concerning the
use of the Wilson identity, please
contact the Wilson College Office
of Marketing and Communications.
717-262-2607

