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ONE OF THE REMARKABLE ATTRIBUTES OF WHITMAN IS OUR 
WELL-DEFINED SENSE OF SELF. We speak with uniform pride about our 
rigorous academic program, the outstanding enrichment opportunities that support 
the program, the beauty of our setting, and the remarkable spirit and intellect of 
Whitman community members. There is consensus in the way we speak about these 
defining features and attributes. Similarly, there also must be unity in the 
way we communicate them visually, but over many years Whitman has 
accumulated diverse and often inconsistent looks in our printed and digital materials.

To create a coordinated and consistent appearance for our internal and external 
communications, the college partnered with North Charles Street Design Organization 
to develop a unified brand identity and a set of guidelines that inform us about how 
the identity elements are used.

The elements and guidelines are based on feedback and research that involved 
interviews with various college constituencies, through which we determined a set 
of Whitman identifiers – symbols, graphics, colors and typography – that reflect the 
Whitman of today and acknowledge our treasured heritage. 

The guidelines in this guide standardize the Whitman style for use across the range 
of our communications - from publications and stationery to the website and from 
athletics to campus and vehicle signage.

CONSISTENT USE AND COLLEGE-WIDE ADOPTION OF THESE STANDARDS BY ALL INVOLVED IN THE 
CREATION OF WHITMAN COMMUNICATIONS WILL HELP ENSURE CONSISTENCY AND UNIFORMITY OF 
WHITMAN’S LOOK.



Situated within the rich and complex landscape and 
history of the Walla Walla Valley, Whitman College provides 

a rigorous liberal arts education of the highest quality 

to passionate and engaged students from diverse backgrounds. Whitman 

students develop their intellectual and creative 
capacities in a supportive scholarly community that 

prioritizes student learning within and beyond our classrooms. 

We help each student translate their deep local, regional, 

and global experiences into ethical and meaningful lives of purpose.
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WHITMAN COLLEGE strives to present a consistent brand identity in all of our communications. To ensure this consistency, 
we do not allow departments or programs to create logos or wordmarks that fall outside our brand identity system, or to alter our logos 
and wordmarks. This includes the Whitman Wordmark, Pride Mark, and Blues logos.

The only general exception to this rule is for departmental lockups, which consist of the Whitman Wordmark with the addition of the 
name of a department or program, and are commonly used for stationary. See page #.

Clocktower Logo

PRIMARY (STACKED)
Whitman Blue
Black

Black only to be used when 
color cannot be present

STACKED REVERSE
White

PRIMARY
(HORTIZONTAL)
Whitman Blue
Black

HORTIZONTAL 
REVERSE
White

Brand Marks



Clocktower 
Icon Word mark

P RI M ARY LO GO

There are many components of the Whitman logo and all should be used in the logo when space allows but the logotype or word 
mark may be used alone only in situations where space is limited.
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CLEAR SPACE
To ensure enough clear space 
appears around the primary 
logo at all times — the height 
of the word mark (shown here 
as an “X”) should be used as a 
visual guide.

PRIMARY LOGO 
ARRANGEMENTS
The following arrangments 
should be used whenever 
possible. 

MINIMUM SIZE FOR PRINT 
AND DIGITAL USE
To ensure optimal reproduction 
quality for print and digital, the 
primary logo and word mark
should never fall short of the 
measurements listed below. 



NEVER change the placement of the 
icon in relation to the word mark.

NEVER adjust the opacity 
of the primary logo

NEVER alter the color of 
the primary logo

NEVER surround the
primary logo with any object, 

shape, line or clip art

NEVER overpower your 
materials with the logo or unreasonably 

resize the logo or word mark.

NEVER skew the entire 
primary logo or the word mark.

NEVER apply drop shadows or 
outer glows to the primary logo.

NEVER use the clocktower icon 
without the word as a logo

NEVER use other fonts than what’s 
used in the existing logotype.

WHITMAN COLLEGE

u
u

u

u

The primary logo should only appear in Black, White, or Whitman Blue with adequate contrast over 
any appropriate background color or image. (See color palette, pg. 14)

WHITMAN BLUE ON WHITE 

WHITMAN BLUE  ON WARM GRAY 

BLACK ON WHITE 

REVERSED OVER COLOR BACKGROUND

INCORRECT LOGO USAGE
To ensure legibility and consistency of the Whitman brand, 
the logo must not be altered, adjusted, changed, adapted, 
modified, refined, customized or tailored in any way.



The Whitman wordmark can be paired with an array of color blocks, bringing into play our secondary 
color palette. 

WHITMAN WORDMARK
The Whitman wordmark comes 
to us from our admission 
viewbook. The wordmark 
is used primarily in relation 
to communications efforts 
targeting prospective/new 
students, appearing in the 
viewbook, and collateral for 
incoming students and  
their families.

EXAMPLES OF 
MATERIALS  
using the Whitman 
wordmark targeted 
specifically at new 
students and their 
families.



PRIMARY COLORS
Whitman’s primary colors are “Whitman blue” and “Whitman gold.” The Whitman 
blue should be the most prominently featured color in our communications that use 
color.

Whenever possible, the logo should be printed in PMS 281 blue. When four-color 
process inks are used the blue can be produced by using the custom build CMYK 
formula 100/85/3/50.

The secondary color is PMS 123 yellow. When four-color process inks are used, the 
yellow can be produced by using the custom build CMYK formula 0/22/88/0.

Please contact Printing Services for assistance with the technical aspects of using the 
standard Whitman colors.

SECONDARY COLORS
The secondary palette should be used to compliment the primary palette. These colors 
add to our ability to differentiate the Whitman brand. Secondary colors should be used as 
an accent. Roughly speaking, less than 20% of the colors in a document or on a web page 
should be taken from the secondary color palette.

TERTIARY COLORS
The tertiary color palette is intended to be used in situations where greater flexibility is 
required. These swatches should not be used as alternatives to the secondary palette. 
Roughtly speaking, less than 10% of the colors in a document or on a web page should be 
taken from the tertiary color palette.

Colors

2017-2018 VIEWBOOK SPREADS  These spreads demonstrate implementation of the secondary palette. Note the use of transparency in the use of color fields.



Whitman’s primary colors are “Whitman blue” and gold. The Whitman blue should be the most prominently featured color in our 
communications that use color.

PRIMARY COLORS

SECONDARY COLORS

TERTIARY COLORS

Whitman Blue Whitman Yellow

PlumGreen

Blue Green

Forest

Sky

Whitman Black

The secondary color palette along with our primary color above are the brand’s signature palette and will greatly aid as a notable 
identifier to our brand in terms of color usage.

Brand Palette

Pantone: 281
CMYK: 100 • 70 • 25 • 36
Madiera (embroidery): 1243

HEX: #001F5B
RGB: 0 • 31 • 91

Pantone: 123
CMYK: 0 • 24 • 91 • 0
Madiera (embroidery): 1069

HEX: #FFC627
RGB: 255 • 198 • 39

Pantone: 7657
CMYK: 47 • 94 • 0 • 36

HEX: #6E2B62
RGB: 110 • 43 • 98

Pantone: 383
CMYK: 29 • 3 • 99 • 19

HEX: #8E9A36
RGB: 142 • 154 • 54

Pantone: 633
CMYK: 98 • 6 • 10 • 29

HEX: #007396
RGB: 0 • 115 • 150

Pantone: 349
CMYK: 90 • 12 • 95 • 40

HEX: #046A38
RGB: 4 • 106 • 56

Pantone: 292
CMYK: 54 • 16 • 0 • 0
Madiera (embroidery): 1274

HEX: #6CB2E2
RGB: 103 • 178 • 232

Pantone: Black
CMYK: 0 • 0 • 0 • 90

HEX: #333333
RGB: 57 • 56 • 57

2017-2018 VIEWBOOK TABLE OF CONTENTS
This treatment shows our secondary palette in context. Note the use of 
transparency in the use of color fields, combination of colors, and the 
use of reversed text while maintaining readability. 



THE TYPOGRAPHY WE USE in print and on the web is a powerful part of our visual identity. The typefaces we use to communicate 
with our outside audiences are Vito, a sans-serif font, and Meta, a serif font. Vito includes several variants including compressed, condensed, 
extended, and wide. Each variant is comprised of 12 faces. Vito is the primary font used to exemplify the Whitman brand, often appearing on its 
own. Meta includes a singe variant comprised of twelve faces.

Website Fonts
If your department's website or personal page is located on whitman.edu and is created in our content management system, the correct font 
typefaces, sizes and colors will be applied to your pages automatically. Meta will be used for page titles and subheadings and Vito will be used 
for the remainder of the copy on page.

As you work on pages in Whitman's website, follow these guidelines:

Use headings in the proper order. A Heading 1 (H1) tag will automatically be used for the page title of each page on our site. Any subsequent 
heading should be nested in order. For example, you should select Heading 2 (H2) for the title of major page subsections, and Heading 3 (H3) if 
you need to break down a subsection further.

Use headings only to break text up into sections. Do not use headings to make text stand out if the text isn't intended to be a section or 
subsection title–that makes your copy less accessible and searchable.

When you need a section heading, use the appropriate heading tag instead of increasing the size or boldness of the text.

Do not alter the color of the fonts. The correct color is set automatically by the templates in the content management system.

Fonts for Print
Vito and FF Meta Serif is available to a limited number of computer seats on campus. Please contact Ryan Barnes in Communications for more 
information. The alternative free option is Raleway and Merriweather and is available as downloads from Google Fonts. Before you will be able 
to use these fonts in any of your applications (Microsoft Word, Adobe InDesign, etc.), you will need to install them on the computer you will be 
using to create your print piece.

Alternative fonts
Our alternative fonts are Raleway—a sans serif, and Merriweather—a serifed font. Both are available for download at fonts.google.com

Typography
PRIMARY FONTS
VITO

Extra Light AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Extra Light Italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Light AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Light Italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Regular AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Regular italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Medium AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Medium italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Bold AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Bold italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Black AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Black Italic  AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

ALTERNATIVE SANS SERIF FONT—RALEWAY

Light AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890



META

ALTERNATIVE SERIFED FONT—MERRIWEATHER

Light AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Light Italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Book AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Book Italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Medium AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Medium Italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Bold AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Bold Italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Extra Bold AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Extra Bols Italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Black AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Black Italic AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890

Regular AaBbCcDdEeFfGgHhIiJjKkLlMmNnOoPpQqRrSsTtUuVvWwXxYyZz1233456890 EXAMPLES OF TYPOGRAPHY FROM THE 2017-2018 VIEWBOOK
Variants of Vito are deployed in various combinations of color, weight, 
and capitalization to create visual interest and emphasis.



THE RIGHT IMAGERY can help convey a sense of place and the personality 
of Whitman College. When using photography either online or in print, make 
sure that the photos do more than just add visual interest–they should work 
hand-in-hand with your text to convey your message.

Follow these guidelines when selecting photos:

• In general, preference candid shots over photographs that look overly staged.
• Avoid passive shots, such as people sitting at a table in a meeting.
• Crop and resize the photos as necessary to make sure they fit well in the 

intended space.
• Avoid stock photos. Instead, search our photo archive for an appropriate 

image.
• Never assume that you can reuse a photo you find on the Internet. Only use 

photos that are college property, that you have a license for, or that you have 
permission to use.

• If you find a photo in our archive that you would like to use, but is water-
marked or is otherwise not available to you for download, complete our photo 
request form and we will send you a copy. Please make sure you include the 
file name of the photo so we can find the photo for you quickly.

Photos in Print Materials
Select a photo that's large enough to fill the intended space, and use the highest 
resolution of an image that you can find. Do not stretch photos beyond their 
actual width as this will give the piece a fuzzy or pixelated look.

Photos on Websites
Before you use a photo in a website, use an editing tool to resize it to the 
appropriate width. For example, if you want to use a photo a space that is only 200 
pixels wide, make sure you resize or crop the photo so that it's no wider than that.

Web pages containing images that are too large can take a long time to display, 
especially for people using slow Internet connections or mobile devices. Viewing 
web pages with large images can also eat through a cellular data plan very quickly.

If your website is hosted on Whitman's content management system (as it 
should be!) you'll find recommended photo sizes in the page editing interface as 
well as in the Editor's Guide tab in the content management system.

For low-cost image editing options, see our recommended tools page.
https://whitman.edu/communications/branding/recommended-tools

PhotographyResources / Touchpoints


