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Chancellor’'s Administrative Memorandum

In order to present a positive, unified image of Fayetteville State University to
all our internal and external publics, we will introduce a comprehensive new
Visual Identity program in January 2002. included in the program are a new
institutional logo, a male Bronco athletic logo, a Lady Bronco athletic logo,

and a new university seal.

All of these images and guidelines for their introduction and use were developed
in collaboration with the Trustees, alumni, students, the Chancellor’s Executive
Council, and the university's Marketing Committee. The new Visual Identity
program will enable us to have licensed FSU trademarks for which vendors
must pay to use, so that university scholarship and other funds may benefit.

Along with the new logos, a comprehensive, practical guidebook designed to
assist you in developing publications and electronic communications will be
introduced and distributed. This publication will explain Fayetteville State
University's visual identity program and outline the required procedures for
using them to build maximum recognition and awareness of FSU.

In addition, once the new institutional logo is unveiled, | am asking each
office to cease using letterhead that does not bear the new logo. To assist in
this transition, the university will provide your office with an initial supply of
the new letterhead and envelopes. A new business card design, which must
be used on all FSU business cards printed in the future, will be available in the
Print Shop. Please take these plans into account as you order letterhead,
envelopes, business cards and publications over the next two months.

Under the leadership of the University’'s Marketing Committee, chaired by
Dr. Jon Young and Ms. Lauren Cook Burgess, FSU's major recruitment and
image publications will be redesigned for the 2002-2004 recruitment cycle, as
well. We will ask that all individuals involved in developing and publishing
student recruitment and other printed public documents work with this
committee to ensure that there is a consistent use of the identity that contributes
significantly to promoting the quality image we all want FSU to project.

The success of the identity program will depend on faithful adherence to the
guidelines that will be provided to you in January. | ask your cooperation in
upholding these standards so that Fayetteville State University speaks with a
clear and consistent voice.

%J&A’f A ek,

Willis B. McLeod
Chancellor, Fayetteville State University
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What is Graphic Identity?

The purpose of the Graphic Identity Guide is to explain Fayetteville State
University’s visual identity program and to outline the procedures for
implementing a comprehensive design system that will effectively build
maximum recognition and public awareness of FSU. These guidelines, which
have been approved by the Chancellor, must be adhered to in order to ensure
consistency in the appearance of all publications (including electronic media,
signs, and apparel) that are produced with university funds and/or that
represent Fayetteville State University to the general public.

A graphic identity is the presentation of a consistent look and style of
communication materials that creates a positive image of an institution or
corporation. The purpose of a graphic identity system is to establish a

familiar and easily recognizable image to a general audience.

The most common form of graphic identity is use of a consistent logo, typestyle
and color(s). These three elements play a key role in defining an institutional
identity. The application of these elements are most commonly presented on
stationary, business cards, brochures, newsletters and other printed materials. But
for a graphic identity to function effectively, it should be applied to any item

used to represent the institution, be it signage, electronic media, or apparel.

Beyond the the primary goal of establishing a recognized image, a graphic
identity is beneficial in streamlining the design process and reducing production

costs of communication materials by:

« Creating a standard format for publications that do not require or
do not have the budget for professional design services.

» Eliminate the need and costs associated with “starting from scratch”

each time a publication is produced.

« Ensure that printers of university publications have quality materials
that reproduce well.

This publication is presented as a guide for producing all university materials.
While FSU encourages university personnel to be creative in producing
publications and documents, the success of the identity program with the
public depends on faithful adherence to the guidelines described here. The logos
and design formats provided within have been adopted by the Chancellor
and are not to be altered in any fashion. Furthermore, the Business Office will
not accept requisitions for any printed items, including advertising, without
prior approval from the Office of University Communicatibns, which will be
assisted in reviewing materials by the university Marketing Committee.
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NEED HELP?

For help or questions regarding the
contents of this guide contact:

University Communications

tauren Cook Burgess

Assistant to the Chancellor for University
Communications

C.). Barber Administration Building,
Room 13

486-1474

Iburgess@uncfsu.edu



Elements of Graphic Identity.

Logos:

The university logos are the key elements in creating a consistent image. They
are the symbols which most readily identify the university and are the most
highly visible elements of graphic identity as they have a tangible shape and
structure. To illustrate the power of a logo, think of the following companies:
IBM, Chevrolet, McDonald’s, and Coca-Cola. In each of these examples you
probably visualized not only the product, but the graphic symbol (logo) these
companies consistently use when representing themselves. It is the goal of
the university to achieve the same visualization when the public reads, hears,
or thinks of Fayetteville State University.

There are four approved logos for use in producing university publications.
The seal, the "lamp,” the athletic “bronco,” and the athletic “lady bronco”
logos are discussed in greater detail later in this guide. While there are variations
to these logos for use in full color, limited color, single color, and reverse printing
processes, the structural integrity of each logo should remain constant.
Altering the shape, dimensions or weight of these logos will result in an
inconsistent representation of the university image. In this guide, you will
find reproduction quality logo sheets as well as a CD-Rom that are
provided for your use when producing university publications.

Typeface:

Typefaces or fonts can play a critical role in expressing a concept. Typefaces
can be "loud” or “quiet” depending upon the weight, stroke, size and form of
the font design. Because of this, the university does not place any restrictions
on the use of fonts for headlines or text. However, the university has accepted
three standard font families that should be used when a typeface does not
play a special role in expressing an idea.

Frutiger Light

. . . Frutiger is a san-serif font that has uniformed and well-pro-
FFUtIg er ng ht ltalic portioned strokes. This makes for an easy, clean read. It works
Frutiger Roman (Regular) best with leading (line spacing) equal to or greater than the

. . height of capital letters. The Frutiger font expresses confi-
Fruti alic (R

ut ger It ( eQUIar) dence and a clean professional image. Due to the simplicity
Frutiger Bold of the font it is best used in smaller point size applications.

This allows the reader to see the font as words rather than

FrUtlger BOId ltaIIC individual letters. At larger point sizes the font begins to look
Frutiger Black “plain” as readers tend to see each letter as a separate form.
Frutiger Black Italic
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TRA]AN REGULAR Trajan is a serif display font that is a naturai compliment to

Frutiger in that it has contrasting line strokes and unigue

TRA]AN BOLD character shapes. Trajan is a small capital font, meaning there
are no lowercase letters. Due to this, Trajan does not work
well for paragraph text, and should only be used in headlines
and limited text applications.

Garamond Light Garamond is a serif font that works well in both headline and

. . text. It is common to most computers and should be used

Garamond nght ltalic when Frutiger and/or Trajan are unavailable. Unlike Trajan,

Garamond Regular Garamond has lowercase letters and is therefore better suited

) to body text. However, Trajan and Garamond are similar in
Garamond Regu lar Tralic structure and while they work well together be sure to allow a
Garamond Bold prominent difference in size between Trajan headlines and
. Garamond text so that the unique letterforms of Trajan are

Garamond Bold Italic

emphasized. Garamond is also a good compliment to Frutiger.

The following pages provide a more comprehensive display of these fonts.

If you choose not to use the approved university fonts here are some basic

design rules-of-thumb that will help in achieving a professional image.

» Avoid fonts that are close in appearance to the approved university Helvetica Too similar
typefaces. If the font you choose is not unique enough to be readily Times Too similar
distinguishable from the university typefaces, then it creates an Officina Sans  unique
inconsistency in the university identity. Instead, use the approved fonts. Mona Lisa Unique

« Choose a headline font that is easy to read. Ornate and illustrative Bortholt) Soript use sparingly
fonts are useful in limited applications, but should not be used in

. L. . 0 c R A Use sparingly
headlines consisting of more than just a few words.

+  Allow adequate and consistent spacing between lines of text, words and Tight line and letter spacing
letters. Tight spacing allows for more text, but becomes difficult to read. become difficult to read.

» Keep body text font size between 8 and 11 point. Larger point sizes 8 point Frutiger
tend to look bulky. Headlines and subheads should be noticeably 9 point Frutiger

10 point Frutiger

different in size without overpowering the text. Cutlines should be at . d
11 point Frutiger

least two point sizes smaller than the body text.
« Avoid excessive use of bold and italic fonts in body text.
»  Avoid underscored text. Instead, use italic or bold.

» Do not use double spaces at the end of a sentence. Double spacing
was an effective way to separate sentences from the erratic letter

spacing created on typewriters. Computers have solved this problem.

There are far too many nuances to designing a professional publication than
can be listed within this guide. If you are unsure about how your publication
will reflect the university image, contact University Communications or seek
the help of a design professional.
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Frutiger Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890,.?/:;""{[}1-

Frutiger Light Italic
ABCDEFGHIIKLMNOPQRSTUVWXYZ
abcdefghijkImnopgrstuvwxyz
1234567890,.2/:;""{[}]-

Frutiger Roman (Regular)
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.2/:;""{[}1-

Frutiger Italic (Regular)
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.2/:;"'{[}]-

Frutiger Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.2/:;"'{[}]1-

Frutiger Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.?/:;"{[}]-

Frutiger Black

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.2/:;"'{[}]-

Frutiger Black Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
1234567890,.2I:;"'{[}]-
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TRAJAN
ABCDEFGHIJKLMNOPQRSTUVWXYZ
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890,.2/:"(1}]-

TRAJAN BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890,.2/:;"{[}1-

Garamond Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.2/:57°{[}]-

Garamond Light Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.7/:; ’{[}]-

Garamond Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890,.2/:57°{[}]-

Garamond Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
1234567890,.2/:;"{[}]-

Garamond Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890,.2/:57{[}]-

Garamond Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcedefghijklmnopqrstuvwxyz
1234567890,.¢/:;’{[}]-
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Color:

Due to the variances of printing processes, the most difficult element in
graphic identity is maintaining a consistent use of color. Fayetteville State
University uses the Pantone Matching System (PMS) when specifying color for
university publications. The approved colors are PMS 293 (blue) and PMS 110
(yellow). PMS 872 (metallic gold) may be substituted for PMS 110, but bear in
mind that the metallic effect of PMS 872 (metallic gold) is most visible when
printed on coated (enamel) paper.

When using four-color (full color) process printing the approved PMS colors
293 (blue) and 110 (yellow) may be matched with screens from process color.
PMS 872 (metallic gold) cannot be matched through four-color process. In
cases where it is necessary to use PMS 872 (metallic gold) it must be specified
as a fifth color.

The university logos incorporate PMS 293, and/or PMS 110/PMS 872. All uses
of the logos must be to these PMS specifications. In addition, colors used to
accent printed materials should also be to these PMS specifications. This is not
to say that university publications are restricted to these colors only, but they
should be used as an integral part of the design.

Because of the emphasis placed on school spirit, color is often a key reference
when identifying a university. Examples include:

University of North Carolina — Carolina Blue
North Carolina State University — NC State Red
East Carolina University — purple and gold

While Fayetteville State University’s spirit colors are blue and white, white is
a non-communicable color. White is viewed as the absence of color rather
than as a true color. Therefore, PMS 110 (yellow) and PMS 872 (gold) are used to
effect the glow of the lamp in the institutional logo. Both these colors shouid be
used sparingly in design for graphics beyond the logos so as not to communicate
the message that the university spirit colors are blue and yellow/goid.

Provided in this guide are color swatches that show the approved university
PMS colors. These swatches should be used when communicating color for the
production of university publications. Additional swatches may be obtained
through the Office of University Communications.
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THE PANTONE MATCHING SYSTEM

The PMS color standard has been accepted
throughout the printing industry to elim-
inate the task of trying to communicate
color through verbal communication.
Consisting of printed guides, the PMS
standard indicates mixing formulas from
a base of basic colors. While there are
variables such as paper color, press speed
and ink density that can affect color, the
PMS system provides printing professionals
with a universal point of reference.

PMS COLOR VS. FOUR-COLOR PROCESS

PMS colors are used when printing a solid
area of color. Screens can be used to
achieve different shades, but the hue
remains true to the original color.

Four-color process is a printing technique
that utilizes overlaying dots of cyan,
magenta, yellow and black ink to create
a full spectrum of color. Often referred to
as “full color” the four color process is
used to reproduce color photographs
and illustrations.

COLOR VS. COSTS

When designing a publication it is impor-
tant to know how color effects costs.
Other than paper, the most defining cost
of printing is the type of press needed to
produce the finished piece. The number
of colors a press can print in a single pass
is determined by how it is manufactured.
Printing presses are built in configura-
tions of one, two, four, five, and six color.

Most printed materials are specified as
one, two, or four or more color. Black is
considered a color. Three-color printing is
common, but because it requires an addi-
tional pass through a two-color press it is
often wise to either eliminate the third
color or add an additional color to fully
use a second pass.

Printing four colors requires a single pass
through a four-color press, or two passes
through a two-color press. The complexity
of design and the quantity to be printed are
usually the determining factor in choosing
which press is most cost- effective.

Printing more than four colors requires a
four-color press and additional passes from
a one- or two-color press or the use of a
five- or six-color press. Only high-quality

printers will have five- or six-color presses.

Always consult with a professional to
determine the most cost-effective way to
produce your publication.



