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Our brand image is an essential ingredient in fuelling the 
University’s ambition to be recognized as one of North America’s 
best undergraduate universities. 

It has never been more important that our vision, values, stories, 
and unique attributes be communicated powerfully, intentionally, 
and consistently if we are to position ourselves for long-term 
success. A clearly articulated brand defines who we are, influences 
how our key audiences perceive us, and attracts students, faculty, 
staff, and benefactors who will be with us for the long-run.

This is an exciting time for Mount Allison University. Operating 
from a position of strength, we are in an extraordinary position to 
realize our goal of achieving a reputation for being one of North 
America’s best undergraduate universities. Allow me to thank you 
for your support in bringing our brand strategy to life.

Introduction

Robert M. Campbell
President and Vice-Chancellor
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These brand and identity guidelines are your toolkit to guide all University marketing and 
communications initiatives.

As a university, Mount Allison communicates with many audiences (including prospective and 
current students, faculty, alumni, donors, businesses, governments and the media) for a variety 
of reasons. While our audiences are different, the fundamentals of the Mount Allison experience 
should add up to a clear, easy-to-recognize character.

This primer outlines the basics that you need to know about the elements that fuel our brand 
image as well as practical examples on how to apply them. In simple terms, a brand is all that 
defines an organization to itself and its stakeholders. It is the sum of Mount Allison’s qualities and 
values that shape its reputation and experience. 

We did not arrive here by chance. The 2010-2011 branding project helped us define and articulate 
what distinguishes the “Mount A” experience from our peers and our competitors. Over eight 
months we had great input. Students, faculty, staff, alumni and numerous external experts shared 
insights about what makes Mount Allison one-of-a-kind through focus groups, interviews, surveys 
and workshops. We took the pulse of prospective students from across North America. We learned 
a lot. Mount Allison has distinguished itself as an exceptional university. However, in a sector that 
grows more complex and competitive every year, we cannot afford to rest on our laurels. We have  
a compelling offer but one that too few people know or understand. Our opportunity is to grow  
our reputation with audiences that have never heard of us.

Our brand is our face to the world. Building on our heritage, values and unique advantages,  
Mount Allison has a great story to tell. That is why it is very important to use these guidelines effectively.  
If you have any questions, please contact Tony Frost , Director of Marketing and Communications at 
364-2345 or tfrost@mta.ca

Welcome
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Version 2.0
Release date: October, 2012

Note: These guidelines will be updated 
periodically as we evolve existing 
applications and develop new ones. If 
you have any questions, please contact 
Tony Frost at 364-2345 or tfrost@mta.ca
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Faculty
  Staff & Administration
   Students
   Alumni
  Community
Influencers

to the experience that we create for the 
audiences that matter most to our success, 
including students, faculty, researchers, 
alumni, and donors. A clearly articulated brand 
positioning and promise are at the heart of 
how we behave, what we deliver, and how we 
engage all our stakeholders.

Connect the Dots

Inspire
Relevance of 
our vision and 
strategic goals

Positioning
& Promise

Deliver
The relevance and 
quality of what we 
have to offer

Act
How our conduct 
reflects our 
purpose, values, 
and promises

Engage
How we bring our 
promise to life in 
communications

Vision
& Purpose

Brand
Experience

Our brand connects our vision – being one of 
North America’s best undergraduate universities 



Version 2.0  |  October, 2012  |   Page 7

Based on our research, we have identified nine 
ingredients or “building blocks” that are essential 
elements of Mount Allison’s story.

Brand Building Blocks

Intimate, supportive 
community
Relationship fuelled,
sense of belonging, 
well-connected

Undergraduate 
academic excellence
Holistic liberal arts ed: 
arts/sciences/research  

Commitment  
to teaching
Challenging but 
nurturing; personal 
attention; accessible, 
open faculty

Immersive, intense
experience
Residence, co-
curricular, research, 
local community

Flexibility & choice
Personalized, 
diverse choices and 
opportunities for 
engagement

Stepping stone to 
your future
Grad schools, careers 
scholarships

Independent  
minded 
Self-directed  
and idiosyncratic,  
one-of-a-kind

Creativity
Fine arts and  
sciences mix, strong 
heritage platform  
for self-expression and 
exploration

Incubator 
Time, safe space, 
resources, mentors & 
challenges = place  
for personal discovery
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Based on our research, Mount Allison is well 
positioned to take leadership of an important 
and under-represented academic category in this 
country. While the type of intimate undergraduate 
experience that Mount Allison offers is far better 
understood and recognized in the US, it is far more 
distinct in Canada: We describe it as “Canada’s 
Immersive Learning Community.”

Leading Our Category

It is important to define the category or “peer set” 
where we want to be recognized as best-in-class.

Independent-minded
students looking to develop 
their real potential

Academic rigour in an 
intimate, human-scale
environment for immersive, 
whole-person learning
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In other words, it is the perception “space” we want 
to own. Our positioning is an internal strategy – our 
aspiration. It acts like an internal GPS  – a guidance 
system to ensure our marketing and communications 
are well targeted, not all over the map. 

Mount Allison does not have a marketing tagline. As 
a university, we have many diverse constituents. We 
want to avoid a singular representation for all that 
would be too simplistic to be relevant or accurate. 
We will have taglines for advertising or fund raising 
campaigns. These will be focused on achieving specific 
outcomes and resonating with particular audiences in 
a way that reinforces the University’s brand. 

Great teaching, immersive learning, a community fuelled by personal 
connections, academic rigour – these are all at the heart of the Mount Allison 
story. As a living/learning community focused on undergraduate excellence, 

Mount Allison positions itself in a unique league in Canada and among a 
small cadre of similar excellent universities in the US.

Relationships – with faculty, admin, 
staff, students, alumni, and the 

extended community – are at the 
core of the Mount Allison experience

Focus on arts and sciences 
academic rigour as a platform for 
future success, personal growth, 

and civic engagement

Super-charged, intensive and 
challenging environment for the 

independently minded 

Holistic, living/learning 
community that integrates 
learning in and out of the 

classroom, on and off campus

Brand Positioning

Our positioning describes the territory that we want to claim 
for Mount Allison in terms of perceptions. When people hear 
of Mount Allison, what associations do we want to evoke?

Relationship-Fuelled 
Higher Learning
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Immersive learning 
community  

for independent- 
minded leaders   

Ours has to be enduring, relevant, and distinctively 
different. Our promise must be relevant for our 
various audiences – including students, faculty, 
alumni, influencers, and partners.

Brand Promise

Like any promise, it is a simple way of stating the  
value that people can expect from their Mount Allison 
experience. We never make promises lightly.

For faculty and administrators
Appeal to those who value a true liberal 
arts education based on an immersive, 

residential experience

For alumni, local and 
government stakeholders 

Mount Allison is a vital  
community that generates pride 

and support for its excellence

For influencers and partners
Mount Allison represents a  

valuable, high quality alternative in 
the education landscape in Canada 

For Students and Faculty
Appeal to high achievers  

and creative thinkers looking  
for a teaching-centric 

undergraduate experience 
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such as student recruitment and fund raising, and 
due to the changing realities of the post-secondary 
marketplace, this function has become even more 
of an imperative. 

As with all organizations, Mount Allison’s branding 
activity is based on the actual attributes that 
make up the University. These attributes develop 
as strategic planning delivers on the institution’s 
mission and purpose. The Brand activity we engage 
in is deliberately prescriptive in its proactive use of 
a visual identity system and Brand strategy centred 
around the Brand promise articulated in this Guide. 

Through all of our activities, we present, utilize, 
and create functional and emotional associations 
which are evaluated by audiences. Engagement 
with these associations causes both a rational and 
emotive response to occur which ultimately affects 
how the University brand is perceived. Our goal is 
for select audiences to have a Brand preference for 
Mount Allison.

Know Us When You See Us! 

All brands seek to create and maintain engagement  
with its audiences. Creating engagement with new 
audiences is extremely important for obvious reasons  

Brand 
Perception

Relationship

A
ud

ie
nc

e 
En

ga
ge

m
en

t

Consideration

Response

Brand Activity

Attributes

Awareness

Judgements Feelings

Functional 
Associations

(Brand Performance 
– quality, credibility, 
relevance, points of 

parity and difference)

Emotional 
Associations

(Brand Imagery – 
personality, points 

of parity and 
difference)

Identity
Visuals

Voice/Tone
Messaging

Brand Promise Strategy
Tools/Tactics
Touchpoints
Evaluation

University Mission/Purpose

Brand Engagement

People, Programs, Culture, History, Values, Traditions,  
Environment, Location, Operations, etc.

Organizational Strategy
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Welcoming First impressions count! Be 
genuinely welcoming, inclusive, authentic in all 
our touchpoints with audiences.

Engaging Engagement starts with dialogue, a  
personal connection or story that is stimulating, 
playful, or intriguing and invites interaction.

Independent-minded Fuel the curiosity of our 
audiences by celebrating eclectic, original voices 
and ideas that reflect our diverse community 
and interests.

Supportive Mount Allison’s commitment to 
academic excellence is enabled by its close-
knit, supportive community that recognizes the 
importance of collaboration and inter-personal 
development.

Experiential Our approach is always human-
scale and multi-sensory to create an immersive 
experience.

Working on brand:
To ensure you are “on brand” when  
you communicate something, ask yourself  
the following: 
- Does it reflect our brand character?
- Does it appeal to a smart,  
 independent-minded person?
- Is what I am doing “immersive” in nature?
- Does it encourage or support relationships? 

Brand Character

Our character shapes how we interact with our 
stakeholders and bring the Mount Allison “way” to life.

Welcoming
Responsive, inclusive,  
authentic

Experiential
Human-scale,  
immersive, holistic, 
multi-sensory, 
participatory

Characteristics 
that define 

“Mount Allison-ness” 
in how we 

communicate 
and interact with 
our stakeholders

Supportive
Close-knit, intimate 
collaborative, insightful, 
community-building

Engaging
Dialogue-driven, 
interactive, stimulating, 
playful, intriguing

Independent-minded
Curious, open, eclectic, 
intelligent, original, 
global perspective



MAKe
reALit
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Mount Allison University’s Masterbrand is a 
visual symbol that represents the community 
as a whole. Within the A of Allison is our flame 
symbol that represents the torch of knowledge 
that fuels the experience here.   

The relationship of the words, the typographic 
ligatures and the size and placement of the 
flame are all carefully positioned to create a 
balanced design that is both recognizable and 
memorable. For that reason it is important to 
use the official versions in order to consistently 
reinforce our brand image.  

Our Masterbrand

Full Wordmark Left: this version is a preferred version and 
should be considered for use most of the time. 

Full Wordmark Stacked: this version should only be used in rare 
situations where horizontal space is restricted and may impede legibility. 

Official colours: The Masterbrand uses both of the 
official colours. Specifications and a secondary colour 
palette are on page 21.  

Garnet
Pantone® 202

Gold
Pantone® 118

Full Wordmark Centred: this version is one of the preferred 
versions and should be considered for use most of the time. 
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Clearspace is a protective area that surrounds 
our Masterbrand. Its role is ensure no graphic or 
typographic elements encroach too closely and 
appear to either be part of our Masterbrand or 
hinder its visibility. The space is determined by 
the height of the capital “A” in the “Allison”. 

A minimum height has been established for 
print and on-screen applications. This should 
ensure that the key elements of the design 
remain visible and clear. Judgement should be 
used when determining sizes for applications 
where there are technical constraints such as 
embroidery and silk-screening.

Our Masterbrand
Clear Space
Minimum Size

Clearspace  This protective space ensures visibility for our Masterbrand.  
It is determined by the height of the letter “A” in “Allison”. 

Clearspace  The same clearspace guideline applies to the 
stacked version of the Full Wordmark.

Minimum Sizes  Follow these height specifications for 
print and on-screen applications. 

.25 inch / 18 pixels

.375 inch / 27 pixels

.25 inch / 18 pixels
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It is ideal to use the Masterbrand in the two 
official colours but this is not always possible. 
Artwork is available for applications where full-
colour cannot be used or the Masterbrand needs 
to be in white when placed on top of a solid 
colour or an image. 

It is important to only use garnet or gold when 
reproducing the Masterbrand in colour. If either of 
these colours are not available, use the black and 
grey or all black versions shown here.

Please note that colour options shown are to be 
used for all versions of the wordmark.

Our Masterbrand
Colour Options

Garnet and Grey  Use this version for two-colour applications 
where Garnet can be used with black (or grey). 

Black and Grey  Use this version for one-colour applications when 
using reasonable quality printing. 

Black  Use this version for photocopying, faxing or when other  
low-quality reproduction processes are used.

Garnet  Use this version for one-colour applications where Garnet 
can be used as the single colour.

White and Gold  Use this version when placing the Masterbrand on a colour or an 
image. Ensure that the flame will be strong and clear against the background.

White  Use this version if the background colour or an image reduces the 
clarity of the flame of letterforms.
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Co-branding is when our Masterbrand is placed 
in an adjacent position to other symbols or 
wordmarks and the intention is to intentionally 
link them. It is often a challenge to determine 
how to set up this relationship. By following the 
specifications described in the lower right, a 
balanced relationship will be created. However, 
there may be cases where multiple identities 
are used but are physically distanced from one 
another. For instance, they may be placed in 
opposite corners on a poster. In those cases the 
vertical rule would not be necessary

In co-branded situations it is important to 
reproduce the Masterbrand in the official two 
colours (or CMYK/RGB versions). The same 
considerations explained on page 16 apply to 
co-branding as well. If the official colours are 
not available, do not use the colours of the 
organization that is part of the co-branding. 

Our Masterbrand
Co-branding

Co-brand example

Co-brand structure The logos should visually be balanced. Examine the logo 
that is to be co-branded with Mount Allison to determine appropriate alignment 
that will achieve this balance (in this case the x-heights of the two logos have 
been aligned). Specify a 0.35 vertical rule to separate the logos. Follow the 
clearspace guideline which uses a capital “A” to determine the distance between 
the logos and place the vertical rule exactly in the middle of that space. The 
rule should overhang at the top and the bottom by a distance equivalent to the 
height of the letter “N” found in the word “UNIVERSITY”.

Co-brand example
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A sub-brand structure has been developed 
to identify the individual faculties and units 
within Mount Allison University. These graphic 
relationships should not be altered as they have 
been designed to achieve a balance between the 
our Masterbrand and each faculty. The name of 
the faculty or unit is typeset in Requiem which is 
the font used to create the Masterbrand.

The sub-brand name should print in the colour 
specified below.  However, the range of options 
described on page 16 are also acceptable for the 
sub-brand identity.

Changing the ratio, spacing, font, or colour of the 
sub-brand name in relation to the Full Wordmark 
is not permitted.

Our Masterbrand
Sub-brands

Arts

Social Sciences

Facilities Management

Sub-brand Left: Arts 

Sub-brand Centred: Social Sciences 

Sub-brand: Facilities Management 

Pantone® Cool Gray 11

CMYK 0c 0m 0y 68k

RGB 77R 78G 53B

HTML 4d4e53

Do not move the sub-brand title in relation 
to the Full Wordmark.

Archives
Do not re-size the sub-brand title 
in relation to the Full Wordmark.

Library
Do not use a different font for the sub-
brand title.
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To ensure the integrity of the Masterbrand 
it is important that none of the elements 
within it are changed or moved. This includes 
adjustments to the ratio of the graphic, the 
fonts used or the colours it appears in.

Our Masterbrand
What not to do

Do not move the flame in relation to the type within the Full Wordmark 
or any other components of the Brand Identity Ingredients such as the 
Lettermark or the Short and Long Colloquialisms.

Do not use other fonts for any part of the Full Wordmark or 
other components of the Brand Identity Ingredients.

Only use colours that are provided in the master artwork 
for all components of the Brand Identity Ingredients.

Do not separate the words in the Full Wordmark or 
other components of the Brand Identity Ingredients.

Do not distort the Full Wordmark or any other 
components of the Brand Identity Ingredients.

Do not change the spacing of the word University.

Do not realign any parts of the Full Wordmark or the parts 
of any other components of the Brand Identity Ingredients.
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While the Masterbrand graphic is the 
foundation of a visual design platform, many 
other elements play a role in creating the Mount 
Allison University brand image. One of the key 
ingredients is typography. Specific fonts have 
been chosen to ensure consistency across all 
communication materials. Most applications 
require the flexibility that both a serif and a sans 
serif font provides. Our serif font is Garamond 
Premier Pro, a font that originated in the 16th 
century. It is a classic design with hand-crafted 
character. The sans serif font is Myriad Pro, 
designed in the 1990s. It exudes a modern and 
precise personality. Together, they represent the 
history of Mount Allison University as well as our 
current and future positioning. 

While these fonts are to be used on most 
print applications, on-screen usage is more 
challenging due to limited font choices available 
on the range of devices. Alternative fonts have 
been specified that have similar characteristics 
to the primary fonts and are widely available as 
default options on most computers.  These can 
also be used on applications such as PowerPoint 
or when the primary fonts are not available.

Typography

sackville: Aa Bb Cc 123
Sackville: Aa Bb Cc 123

Sackville: Aa Bb Cc 123
Sackville: Aa Bb Cc 123

Sackville: Aa Bb Cc 123
Sackville: Aa Bb Cc 123

Sackville: Aa Bb Cc 123
Sackville: Aa Bb Cc 123

Primary print fonts: Serif Garamond Premier Pro family. Garamond Premier Pro Regular and Italic are shown above. 

Primary print fonts: Sans Serif Myriad Pro family. Myriad Pro Regular and Italic are shown above. 

Alternative print and web safe fonts: Serif Times family. Times Roman and Italic are shown above. 

Alternative print and web safe fonts: Serif Verdana family. Verdana Regular and Italic are shown above. 



Version 2.0  |  October, 2012  |   Page 21

The primary colour palette consists of garnet 
and gold. Specifications for these are provided 
below each sample on the right.

A secondary colour palette has been provided 
as additional options to complement the 
University’s primary colours and add variety 
and visual interest to the broad range of 
communication materials produced each year.

The CMYK specifications are Adobe Illustrator 
conversions. RGB and HTML are Adobe 
Photoshop conversions. The solid Pantone® 
and CMYK specifications apply to coated and 
uncoated paper stocks. 

Professional print suppliers should be 
able to match these colours by using the 
specifications provided. However, devices such 
as in-house or personal colour printers will not 
automatically print colours the same way.  
If necessary, the specifications may need to be 
adjusted in order to closely match the pantone 
numbers shown here. Adjustments may also 
be needed when printing on other materials 
such as vinyl.

Colour

Primary colour palette

Secondary colour palette

Pantone® 180

CMYK 0c 79m 100y 11k

RGB 193R 56G 50B

HTML c13832

Pantone® 202

CMYK 10c 97m 61y 48k

RGB 135R 36G 52B

HTML 872434

Pantone® 118

CMYK 0c 18m100y 27k

RGB 175R 137G 0B

HTML af8900

Pantone® Metallic 871

Pantone® 158

CMYK 0c 61m 97y 0k

RGB 234R 113G 37B

HTML ea7125

Pantone® 321

CMYK 100c 0m 31y 23k

RGB 0R 137G 152B

HTML 008998

Pantone® 261

CMYK 48c 100m 0y 40k

RGB 93R 36G 90B

HTML 5d245a

Pantone® 294

CMYK 100c 58m 0y 21k

RGB 0R 52G 121B

HTML 003479

Pantone® 575

CMYK 48c 0m 100y 53k

RGB 86R 118G 50B

HTML 567632

Pantone® 292

CMYK 49c 11m 0y 0k

RGB 94R 176G 229B

HTML 5eb0e5

Pantone® Cool Gray 11

CMYK 0c 0m 0y 68k

RGB 77R 78G 53B

HTML 4d4e53

Pantone® 577

CMYK 24c 0m 46y 10k

RGB 173R 1980G 135B

HTML adc687
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Our Masterbrand is the foundation of our visual identity, 
but other ingredients help build our brand image. 
Colour and typography are described in previous pages. 
In addition, this select group of graphic elements 
extends Mount Allison’s distinct visual style to provide 
flexibility while maintaining a consistent and readily 
identifiable character.

Full Wordmark (Centred and Left): The primary visual 
identity.

Full Wordmark Stacked: Secondary version to be used 
only when horizontal space is restricted.

University Lettermark: When used on a publication, this 
mark must be accompanied by the full wordmark. On 
merchandise it may be used on its own.

Short and Long Colloquialisms: These have been 
developed to reflect Mount Allison’s colloquial name. 
These can be used on material produced for audiences 
familiar with us but not on material intended for broader 
markets.

University Flame: A key visual which can be used in many 
ways. When applied to photography, it can be used to 
reflect the spirit of Mount Allison (page 26). Must be 
accompanied by the wordmark on publications – it is 
not a stand alone logo.

Date: Use when appropriate to communicate the 
University’s heritage and tradition. 

Crest: Primarily used on executive stationery or official 
documents such as diplomas and transcripts.

Colour Stripe: Inspired by the Mount Allison scarf,  
this element can be used in different orientations, 
configurations and sizes.

Brand Identity 
Ingredients

University LettermarkFull Wordmark Stacked

Date

Full Wordmark Centred

Short Colloquialism Long Colloquialism

Crest Colour StripeUniversity Flame

Full Wordmark Left
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Photography is an ideal way to showcase Mount 
Allison, its students, and its staff. The image 
attributes should reflect the brand character 
described in detail on page 12: 

Welcoming
Engaging 
Independent-minded 
Supportive 
Experiential.

The images should also have a visual consistency:

Authentic
Bright and colourful 
Visually interesting 
Warm and inviting
Positive
Diverse range of people.

Using the attributes as a starting point and 
coupling those with our positioning, the style of 
the images can go a long way to communicating 
what is different and unique about Mount Allison. 
We are not ordinary so the images shouldn’t be 
either. Create photographs that are dynamic, 
colourful and celebrate our independent 
nature. Use unique angles and perspectives but 
make sure they still feel authentic and are real 
snapshots of life at Mount Allison.

Remember that the images should also be 
of very good quality and in a high enough 
resolution for multiple uses.

Photography



Version 2.0  |  October, 2012  |   Page 24

Our core stationery pieces showcase 
some of our brand ingredients in action.

Please note that stationery is available 
using two paper stocks: Standard and 
Premium. For information on differences, 
contact the Purchasing Department.

Stationery

University Advancement
62 York Street 
Sackville, NB  E4L 1E2 
Canada 
www.mta.ca

University Advancement
62 York Street 
Sackville, NB  E4L 1E2 
Canada 
www.mta.ca

TON Y F R O S T
Director of Marketing and Communications
tfrost@mta.ca
t  506 364-2345
f  506 364-2262

DR .  R OBE RT C A M PBE L L

President
rcampbell@mta.ca
t  506 364-2300   
f  506 364-2299

Mount Allison University
62 York Street
Sackville, New Brunswick
Canada  E4L 1E2
www.mta.ca

Mount Allison University
62 York Street
Sackville, New Brunswick
Canada  E4L 1E2
www.mta.ca

TON Y F R O S T
Director of Marketing and Communications
tfrost@mta.ca
t  506 364-2345
f  506 364-2262

DR .  R OBE RT C A M PBE L L

President
rcampbell@mta.ca
t  506 364-2300   
f  506 364-2299

Mount Allison University
62 York Street
Sackville, New Brunswick
Canada  E4L 1E2
www.mta.ca

Mount Allison University
62 York Street
Sackville, New Brunswick
Canada  E4L 1E2
www.mta.ca

Front of business card

Back of business card

No. 10 envelope

Letterhead
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One of the high-profile publications that Mount 
Allison produces on a regular basis is the alumni 
magazine, Record. The design has been updated 
to incorporate a number of the brand 
ingredients from page 22. Shown at right is a 
sample cover, and feature spread. 

Publications
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Our brand platform provides the building blocks 
for all visual communications. Each component 
adds to the “story” when promoting Mount 
Allison. In advertising, the consistent use of 
the Colour Stripe (page 22) creates a distinct 
graphic banner. The style of photography as 
described on page 23 supports the attributes 
of Welcoming, Engaging, Independent-minded, 
Supportive and Experiential.  The typography 
further differentiates the visual style and the 
messaging is reflective of the tone and content 
outlined on page 33.

Most important of all is the University Flame 
element. This device connects the subject(s) 
in the images back to the Intimate, Supportive 
Community that is Mount Allison and even a 
single individual is part of the whole.

Advertising
Promotional

YEAR OF
CULTURE

 AND
CREAT
IVITY

2011

Welcome to
Saxville, 
New Brunswick
�e immersive learning community 
for independent-minded leaders.



Version 2.0  |  October, 2012  |   Page 27

In the competitive environment of recruitment 
advertising, our advertising must be consistent 
in order to be recognized and attract the 
highest quality applicants. Production values are 
much more limited for this kind of advertising 
but simple devices such as the Colour Stripe 
(used in black and grey) coupled with our 
Masterbrand provide a strong visual context for 
the messaging. 

Advertising
Recruitment

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Suspendisse lacinia 
orci interdum massa rutrum pharetra. Nullam at nisi elit. Class aptent taciti 
sociosqu ad litora torquent per conubia nostra, per inceptos himenaeos. 
Morbi tortor mauris, molestie at malesuada in, adipiscing non elit. 
Pellentesque egestas laoreet facilisis. Vestibulum et ligula fermentum dui 
aliquet dignissim. Curabitur non nulla nec dui tempor euismod. Vivamus sem 
arcu, elementum a eleifend consequat, placerat et ligula. Vivamus consequat 
bibendum neque, quis varius sem molestie id. Vivamus molestie rutrum 
ligula, in rhoncus lacus varius at. Etiam molestie convallis mi quis fermentum. 
Vestibulum ante ipsum.  

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Mauris sed ipsum 
quam. Nunc id tortor eget nunc blandit interdum eget vitae est. Nunc sed 
nibh et diam imperdiet pulvinar eu a dolor. Nulla condimentum mauris ac 
libero tincidunt sagittis. Aenean neque orci, posuere ut varius sit amet, 
pellentesque vel velit. Phasellus vel quam eu eros bibendum imperdiet vel sit 
amet nisl. Aliquam rutrum placerat mauris, nec porta enim tempor ut. Fusce 
vitae sem et tortor.

This is a full-time, continuing position. If you are interested in the challenges 
and opportunities that this position has to offer, please forward your 
application on or before June 13, 2011 to: Charles F. Allison, Human 
Resources Department, Mount Allison University, 62 York Street, 
Sackville, E4L 1E2.  Fax: (506) 123-4567, E-mail: cfa@mta.ca

We thank all applicants for their interest; 
however, only those selected for an 
interview will be contacted.

Visit our web site at www.mta.ca/employment
for other employment opportunities at 
Mount Allison University or to register to receive
e-mail notification of new opportunities.

Brand Champion
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A signage system that uses our primary colours, 
our typography and the University Lettermark 
provides the basis for a distinct program for the 
University campus.

Signage

Wallace McCain
Student Centre

62
York Street

Garamond Premier Pro: Semibold 300 Point

Garamond Premier Pro: Semibold 255 Point

Garamond Premier Pro: Semibold 150 Point

Line Spacing 300 Point

EQ
.

EQ
.

EQ
.



Version 2.0  |  October, 2012  |   Page 29

The PowerPoint design incorporates elements 
from the brand ingredients.

PowerPoint

The Branding 
Project!

May	  30,	  2011	  

A	  presenta1on	  to	  the	  students	  
and	  staff	  of	  Mount	  Allison	  

The Quest to be the Best!

The	  branding	  project	  we	  have	  just	  
completed	  is	  meant	  to	  fuel	  the	  University’s	  
ambi1on	  to	  be	  recognized	  as	  one	  of	  North	  
America’s	  best	  undergraduate	  universi1es.	  

May	  30,	  2011	   |	  	  	  	  2	  
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Mount Allison

In anticipation of the development of an App 
for various devices, our University Lettermark 
provides a powerful symbol that invites the user 
to explore our offering. 

App Icon
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Building from the most streamlined elements 
of the brand ingredients, we are able to provide 
the athletics program with robust symbols that 
are very much part of the overall brand identity. 
Applications will be developed across the full 
range of sporting endeavors.

Athletics Identity 
Ingredients

Athletic Lettermark Gold with garnet outline
 (preferred version)

Athletic Flame  Gold with garnet outline
(preferred version)

The full Mounties logo in action. The next page shows the  
how it works across a variety of backgrounds.

Mounties wordmark  There are two primary versions 
of the Mounties wordmark. One has a garnet outline 
and a gold interior, while the other has a gold outline 
and a garnet interior. Full configurations and secondary 
colour options are shown on the next page.

Athletic Lettermark Garnet with gold outline

Athletic Flame  Garnet with gold outline

Athletic Text  The Athletic Text appears in a specific position 
beneath the full Mounties logo (shown on the next page). Garnet 
or gold are the primary colours. The examples above show how 
each line of text should appear. To create these, follow these 
specifications: the words are set in Myriad Pro Bold, the tracking is 
170 (Adobe Illustrator), and the font has been horizontally scaled 
to 120% and had its vertical height reduced by 5%. 

SW IMM ING

HOCKEY

VOL L EYBA L L

BASK E TBA L L

SW IMM ING

HOCKEY

VOL L EYBA L L

BASK E TBA L L
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An identity has been developed for the Mounties 
which consists of the Athletic Lettermark (the 
Flying A) and the Mounties logo. In some cases 
both the Flying A and Mounties logo may be 
used on their own, but using it in this manner 
requires the prior approval of the Director of 
Marketing and Communications. In all other 
instances, the two are to be used together. If a 
team or unit identifier is required, it is to be set as 
shown. The only modification that is permitted is 
to change the text where “FOOTBALL” is shown. 
A list of examples is shown below. Please note 
that all such text must appear in this format, not 
just team names (e.g. “ATHLETICS,” “STAFF,” etc.) 
No alterations to the relationship (size, space, 
formatting, colour, etc.) between any elements 
are permitted without being pre-approved. 
 
The preferred version of the logo is all-gold 
lettering. If required, a white outlined version (top 
row of the garnet and black background columns) 
is available for use. In some instances, the use 
of all-garnet lettering is permitted. Before using, 
check with Marketing and Communications.

Mounties Logos

100% garnet outline
100% gold interior

White background

100% garnet outline
100% gold interior

Yellow/gold background

100% garnet outline
100% gold interior

Grey background

100% garnet outline
100% gold interior
100% white outline

Garnet background

100% garnet outline
100% gold interior
100% white outline

Black background

100% black outline
35% black (grey) interior

100% gold outline
100% garnet interior

100% gold outline
100% garnet interior

100% gold outline
100% garnet interior

100% black outline 100% black outline 100% black outline 100% white outline 100% white outline

100% garnet outline 100% garnet outline 100% garnet outline

Pr
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Everything about Mount Allison should 
reflect the quality and spirit of the University 
experience. Promotional items and merchandise 
are some of our most visible assets. Choose 
them wisely. They should reflect the spirit of our 
brand attributes. The quality of these materials 
speaks volumes about our image. Always strive 
to use the best products.

Merchandise &
Promotional Items
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Key Messaging

The messages we want to reinforce in all our communications 
reflect our positioning and brand promise:  

relationship-fuelled higher learning.

great teaching, immersive learning, a community fuelled by 
relationships – these are all at the heart of the Mount Allison 
story. Whether they are students, faculty or staff, this is the 
kind of disciplined but supportive University experience that 
enables independent-minded leaders to develop their real 
potential in an intimate, human-scale academic environment.

As a living/learning community focused on undergraduate 
excellence and academic rigour, Mount Allison positions  
itself in a unique league in Canada and among a small cadre  
of similar excellent universities in the Us. 
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If you have any questions about the brand, please contact 
tony Frost, Director of Marketing and Communications at 
364-2345 or tfrost@mta.ca.

Contact Information


