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and motivate the University’s legions of supporters and
the general public to support The Campaign for
Washington State University: Because the World
Needs Big Ideas.
This style and standards manual provides an easy-to-use guide
for creating communications that will support the campaign.
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T H E C AMPAIGN F O R
W A S H INGT O N S TATE UNI V ER S ITY
Creating the model land-grant research university
for the twenty-first century
Washington State University’s major fundraising campaign—which launched its public phase Dec. 2, 2010—presents a
historic opportunity for WSU to become the model land-grant research university for the twenty-first century.
For WSU, this means conducting research that benefits the world, focusing intellectual pursuits on the most pressing
problems, preparing students to achieve success across cultures and borders, and equipping communities with the
tools of the new economy.
As the state’s university, WSU must also be local, serving every county and touching the lives of every citizen in the
state. The University must create a fertile interdisciplinary foundation, and it must be innovative and entrepreneurial.
In today’s dynamic global marketplace, all of these essential characteristics are connected.
With the enthusiastic participation and shared commitment to the future by Cougars everywhere, this vision of the

C a m pa i g n n a m e a n d t h e m e s t r at e g y
Name: The Campaign for Washington State University

School and Unit Names

The name, or title, of the campaign concisely and clearly communicates the

School and unit names should appear after the campaign title in written or

important activity in which the University is engaged.

spoken references.

Tagline: Because the World Needs Big Ideas

This:

The tagline addresses why WSU is engaged in a campaign. It also explains

The Campaign for Washington State University: Because the

how the University will answer society’s needs (through big ideas).

World Needs Big Ideas is a University-wide effort. Through the

Paired, the campaign name and tagline communicate that WSU makes

campaign, the College of Sciences is seeking endowments to

a fundamental and significant impact statewide as the state’s land-grant

support faculty and students.

research university AND significantly benefits the world through its cuttingedge research and programs.

or:

Referencing the Campaign

The Campaign for WSU is a University-wide effort. Through the

When used for the first time in written or spoken form, the campaign name,

campaign, the College of Sciences is seeking endowments to

The Campaign for Washington State University, should appear in its entirety:

support faculty and students.

future will become reality. Success in The Campaign for Washington State University will provide the resources to fuel

Donors to The Campaign for Washington State University:

the big ideas that transform lives around the globe.

Not this:

Because the World Needs Big Ideas, will be asked to create

The Campaign for Sciences seeks endowments to support

scholarships for the University.

faculty and students.

After using the full name of the campaign on first mention, a shortened

Not this:

version of the name may be used in subsequent references:
The fundraising campaign in the College of Sciences,
Thank you for your gift to The Campaign for Washington

in conjunction with The Campaign for Washington State

State University.

University: Because the World Needs Big Ideas....

or:
Thank you for your gift to The Campaign for WSU.
In subsequent references “the campaign,” with a lowercase “c,” may be
used. Remember to capitalize the word “University” whenever referring to
WSU in text.
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T H E C AMPAIGN L O O K AND F EEL
A guide for creating communications
The Campaign for Washington State University is focused on the future—on ensuring promising opportunities for
students, faculty, and local, regional, and global communities. These identity standards, which address messaging,

website pages, brochures, HTML emails, newsletters, etc., directed to the following stakeholders should apply the
campaign identity standards to the communications they produce:
n

Alumni

n

Donors

n

Prospective donors

n

Friends of the University

n

Parents

n

State business, political, and civic leaders

n

Federal delegates, staffers, and research funding agencies

n

State and selected national media leaders

n

Washington state citizens at large

n

Faculty and staff

n

Corporations and foundations

n

National peer university presidents and academic leaders

n

Other influencers

typography, colors, design elements, and imagery, were created to ensure that WSU’s commitment to transforming
the future is communicated consistently—both graphically and editorially.
The campaign identity standards are grounded in the principles and goals described in the University’s existing
institutional brand identity standards. Campaign communications should echo key institutional messages and graphic
elements. One of the primary goals of the campaign identity standards is to ensure that the University speaks in a
single, consistent “voice,” which increases WSU stakeholders’ understanding of the institution’s core messages.
The campaign standards also reinforce a foundational guiding principle for all WSU communications: the desire to
present information in an uncluttered but refined manner. This approach creates the sophisticated, yet approachable
tone that defines the WSU brand personality. Incorporating ample white space and fewer words and graphic elements
in all communications also draws attention to the information presented.
The campaign identity standards should be applied to all electronic and print communications that include
information about the campaign. Members of the campus community who create campaign-related event invitations,

Prospective students comprise the major WSU audience segment to which the campaign identity standards do not
apply. In communications to prospective students and in other communications that do not mention the campaign,
follow WSU’s existing identity standards.

WSU’s Brand Promise
WSU’s education, research, and outreach activities make the world
a better place. These activities contribute to the economic and civic
vitality of the state, nation, and world, enhancing the quality of life for
everyone in our ever-changing global society.

| 7
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T H E V I S UAL ELEMENT S
Overview: Five primary elements

C a m pa i g n h o m e pa g e

The Campaign for Washington State University look and feel consists of a system of complementary and easy-to-use
graphic elements, imagery, colors, and typography. Consistent application of these elements will create a consistent
visual style for campaign communications.
Five primary elements make up the visual identity:
n

Campaign logo

n

Cougar head graphic in crimson-colored block

n

Color palette

n

Imagery

n

Typography

Three secondary elements are used to complement the primary elements:
n

Hairline rules

n

Blocks of solid color

n

The WSU academic signature, the WSU Foundation signature, or another approved WSU signature

The campaign logo serves as the primary graphic identifier of the University in all campaign-related communications.
It replaces WSU’s academic signature, or logo, which continues to serve as the primary graphic identifier of the
University for non-campaign-related communications.
Consistent application of The Campaign for Washington State University logo to campaign-related communications is
essential. The logo should be placed in a prominent position in electronic communications and on the outside cover
C a s e s tat e m e n t c o v e r

of print communications.

N e w s l e tt e r s p r e a d

HTML email
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Th e c a m p a i g n l o g o
The campaign logo consists of the words THE CAMPAIGN FOR WASHINGTON STATE UNIVERSITY and BECAUSE THE
WORLD NEEDS BIG IDEAS. The logo should be treated as a single element and the words must remain consistent in
their relationship and proportion to each other as shown in the example below.
Reproduction sizes
The campaign logo must not be reproduced smaller than 1 1/4” wide by 5/8” high. For electronic publications do not reduce the
signature smaller than 189 pixels x 94 pixels, with 22-pixel padding on all four sides.
The logo should be reproduced only in the colors specified in the digital files provided. A one-color version of the signature is available for
use when budgets do not allow for four-color print reproduction.

USER

TIP

Placement and presentation

Color reproduction
Logo on a white background
Whenever possible, the full-color version of the logo should be used on a white
background, as shown, for both electronic and print communications.
logo on a crimson background
When the logo is reproduced on a crimson background, as shown, reverse all
elements to white.
logo on a light gray background
When the logo is reproduced on a light gray background, as shown, reverse all
elements to white except for the Cougar head which is reproduced in crimson on a
white background.

A clear space around the logo, as demonstrated below, is highly preferred.

Downloadable files

One-color reproduction

Reproduce the campaign logo using

One-color logo
When the logo is reproduced in black or gray, on a white or light background, all
of the logo elements appear as a solid.

only the digital files provided here:

X

One-color logo, reversed
When the logo is reproduced on a black or dark background, all of the logo
elements reverse to white except for the Cougar head which is reproduced in
crimson on a white
background.

identity.wsu.edu/campaignwsu

X

X

X

Academic and WSU Foundation signatures
WSU’s academic signature, the WSU Foundation signature, other approved University Signatures, or a college- or unit-level
University signature may be used as a second-level identifier of the University in campaign communications. When one
of these signatures is used, it should be applied so that it does not visually compete with the campaign logo or otherwise
clutter the communication. The academic signature without the “World Class. Face to Face.” tagline should be used when
the academic signature is applied to campaign communications.
In selected instances, particularly on websites, the WSU academic signature, the WSU Foundation signature, other approved
University Signatures, or or a college- or unit-level University signature may serve as the primary graphic identifier.
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C o u g a r H e a d i n c r i m so n b l ock
The graphic of the Cougar head symbol centered within a crimson-colored block, as shown, is another
primary element used to identify campaign communications. This element is a revered part of the WSU
graphic identity system. Its application to campaign communications establishes credibility with university
stakeholders.

When establishing an endowment with the WSU
Foundation, you have the opportunity to choose how your
investment will support the University. The perpetuity of

Primary uses

your endowed gift will help WSU sustain support in the
area of your choosing and you will feel satisfaction in

The Cougar head/crimson block typically should be used in conjunction with

knowing that you have invested in something you care

USER

TIP

elements varies, based on design considerations. See the examples at right.
Additional uses
The Cougar head/crimson block also may be applied in other ways to

block using only the digital files

campaign communications:
n

provided here:
n

identity.wsu.edu/campaignwsu

stronger relationship with the students, faculty, and
programs that benefit from your generosity.
Endowments are also an excellent way to honor someone

Downloadable files
Reproduce the Cougar head/crimson

deeply about. Through your endowment, you may build a

Ben efi ts
to t h e
Donor

and to complement the campaign logo. Its location in relationship to the logo

special or to memorialize a loved one. Colleagues, friends,

endowed gifts
ensure excellence

and family may choose to support the endowed fund you

at WsU for

created because they know how special it is to you. Your

generations

family and WSU will enjoy a long relationship built
around something you value.

to come.

As a featured stand-alone graphic symbol identifying WSU and the
campaign on web pages and in other forms of electronic communication
As a secondary graphic device applied to multiple pages of campaign printed communications.
When the Cougar head in the crimson block is used as a stand-alone device in electronic and print
communications, it is strongly recommended that the following considerations govern its use:
• Apply the Cougar head/crimson block in an understated and sophisticated manner
• On web pages, consider placing the Cougar head/crimson block centered, at the bottom of the
page, in addition to placing it at the top of the page in proximity to the campaign logo. Adding the
element at the bottom subtly reinforces the campaign identity as a reader scrolls down the page.
• In the interior pages of print communications, anchor the Cougar head/crimson block to the trim
edge of a page—considering bleed implications—or align it with the edge of a text block or
hairline artwork

R e p r o d u ct i o n s i z e s
The Cougar head/crimson block must not be reproduced smaller than 3/8" wide by 3/8" high. For
electronic publications do not reduce the element smaller than 40 x 40 pixels.
The size proportion of the Cougar head/crimson block to the campaign logo must be maintained as shown on
page 11.
The Cougar head/crimson block should be reproduced only in the colors specified in the digital files
provided. A black-and-white version of the element is available for use when budgets do not allow for color
print reproduction.

9
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Color Palette

p r i m a ry

co l o r s

The color palette for The Campaign for Washington State University communications uses selected colors from WSU’s
established institutional color palette.

CRIMSON
Pantone 201 (coated or uncoated)
RGB 152/30/50
CMYK 0/100/65/34

Feature crimson and gray in all campaign communications. The other colors in the palette are green, aqua, orange,
beige, deep crimson, deep gray, deep green, and black. Black is included as one of the colors in part because it is an
acceptable alternative when budgets dictate that executions be limited to a single color.

Gray
Pantone 431 (coated or uncoated)
RGB 94/106/113
CMYK 11/0/0/65

Green, aqua, beige, orange, and the deep values should be used only as complementary colors to crimson and gray.
For example, the complementary colors might be applied to call attention to headlines or captions, or to add color to
the background of a communication.
Green is the preferred accent color, followed by aqua and orange. It is recommended that use of the specified beige

Black
RGB 0/0/0
CMYK Process Black

be limited to backgrounds only.
The overall goal in establishing a color palette is to create color consistency throughout WSU campaign communications.

Typically, crimson rather than gray
should be used to create the significant
color presence. But there are occasions
when it may be more appropriate to use
gray in this manner.

a cc e n t

co l o r s
Green
Pantone 390
RGB 182/191/0
CMYK 24/0/98/8
For full-page floods, large surface areas

Aqua
Pantone 631
RGB 60/182/206
CMYK 67/0/12/0

Orange
Pantone 716
RGB 236/122/8
CMYK 0/55/90/0

Crimson and gray

For electronic applications of the colors in the color palette, use RGB

All electronic and print campaign

colors. For print applications, use Pantone® Matching System (PMS)

communications should feature a

or CMYK (process) ink colors. Specific colors are identified.

significant presence of crimson and/or
gray. For example, crimson and/or gray
should be the most visually significant

USER

TIP

Beige
Pantone 7501
RGB 219/206/172
CMYK 0/4/20/6

Deep Crimson
Pantone 209
RGB 121/0/28
CMYK 0/100/65/60

colors on the home page of websites or
Use of the deep accent colors is limited to specific needs,
the front cover of printed materials.
applications, and audiences. For example, the deep green is

Deep Gray
Pantone 432
RGB 90/90/90
CMYK: 20/5/5/75

formulated explicitly for instances in which text highlights will be
employed. The deep crimson and deep gray were established to
distinguish specific elements from the institutional colors—the
Cougar head from the color block—for instance. Their use

Deep Green	
Pantone 383
RGB 154/176/52
CMYK: 40/10/100/8
Use sparingly, for text and fine details

requires prior approval.
Generally, avoid screening or tinting the colors
in the color palette. Applying the colors at 100
percent of their value will help maintain the visual
consistency of the campaign brand.
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IMAGERY
Photography and videos created to communicate about the campaign will be most effective when they reflect the
variety of ways the University—through its people—makes a positive impact on the lives of everyone it touches:
students, alumni, donors, citizens, etc.

Ph o t o C u t o u t s
The photo cutout technique, as shown, should be selectively employed to
create distinctive, campaign-defining images in communications. When

The most compelling images will be those that show people in action, involved in hands-on activities such as

photos lend themselves to this technique, apply it to featured images in

conducting research, studying, and participating in campus and community activities. Images of this nature support

electronic and print communications.

WSU’s brand message platform and the Because the World Needs Big Ideas campaign tagline.
To accentuate the positive impact of WSU, still and video images should feature close up, bold, and colorful images.

St i ll - L i f e Im a g e s
Still-life images that represent key research and academic activities, as

In order to maintain visual consistency in presentation of the campaign brand, it is recommended that only highquality imagery be incorporated into electronic and print communications.
Complex, busy, or lower-quality photo images should be cropped to highlight the area of interest or by using them

shown, are another way to create visual distinction and consistency in
campaign communications. Still-life images may be used as either the
featured visual or as a complement to other images.

smaller. Consider using stock images or illustrations when high-quality solutions are not available via campus resources.
C o l o r Im a g e s
The Campaign for Washington State University core communications present

USER

TIP

photos in color, which is the preferred method of reproduction. However,
images can be presented using a variety of color techniques based on the
goal of a website, printed publication, etc.

The examples shown represent effective executions of
The Campaign for Washington State University’s visual themes.

C a m p a i g n Ph o t o L i b r a r y
Development of a library containing photos that support the major campaign
themes is under way. Images in the database will be made available to the
campus at large to use in campaign communications.
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TYP O GRAP H Y
The Campaign for Washington State University uses Lucida Sans and Helvetica Neue Condensed as the featured type
fonts for electronic and print campaign communications, respectively. The fonts were chosen to complement WSU’s
official institutional typeface: the ITC Stone Serif and Stone Sans family of fonts. The campaign fonts feature a clean,
contemporary look, enhance the readability of WSU communications, and contribute to the University’s image as a

HELVETICA N EUE CO N D EN SED FAMILY
37 Thi n Condens ed

a bc defghABCDEFGH / 1234567890

37 Thi n Condens ed Obl i que

a bc defghABCDEFGH / 1234567890

47 Light Condens ed

abcdefghABCDEFGH / 1234567890

USER

47 Light Condens ed O blique

abcdefghABCDEFGH / 1234567890

When used as a headline,

57 Condensed

abcdefghABCD EFGH / 1234567890

Helvetica Neue should be set

57 Condensed

abcdefghABCD EFGH / 1234567890

67 Medium Condensed

abcdefghABCD EFGH / 1234567890

67 Medium Condensed O blique

abcdefghABCD EFGH / 1234567890

77 B old Condensed

abcdefghA B CD EFG H / 1234567890

77 B old Condensed O blique

abcdefghA B CD EFG H / 1234567890

87 H eavy Condensed

abcdefghA B CD EFG H / 1234567890

87 H eavy Condensed O blique

abcdefghA B CD EFG H / 1234567890

progressive institution.
El e ct r o n i c C o mm u n i c at i o n s
The Lucida Sans font is used for HTML emails and used in conjunction with the Arial font on websites. Because
the Stone fonts are not widely available on computers and therefore not practical for web use, Lucida Sans was
chosen for the site identifier text and larger page heads on web pages because of its similarity to Stone and its wide
availability. Arial is used for small-size text because Lucia Sans does not render well in smaller sizes on all popular
browsers and platforms.

TIP

all caps and with tracking set
between 20 and 150 depending
on the design considerations.

For WSU websites, use the font sets as specified in the central cascading style sheet (identity.wsu.edu/web).
P r i n t c o mm u n i c at i o n s
Helvetica Neue Condensed is the featured typeface used for both headlines and body text in campaign print
communications. Primary and secondary level headlines in Helvetica Neue Condensed should be presented in all
caps. Helvetica Neue Condensed also may be used in conjunction with Stone Serif. When Stone Serif is selected, it is
recommended that its use be limited to body text.

STONE SERIF FAMILY

Applying the Typefaces

HELVETICA
NEUE
37 THIN
CONDENSED Stone Serif Medium Italic H E LV E T I C A Stone
Stone Serif Medium

abcdefghABCDEFGH / 1234567890

Stone Serif Medium Italic

abcdefghABCDEFGH / 1234567890

Stone Serif Semibold

abcdefghABCDEFGH / 1234567890

Stone Serif Semibold Italic

abcdefghABCDEFGH / 1234567890

Stone Serif Bold

abcdefghABCDEFGH / 1234567890

Stone Serif Bold Italic

abcdefghABCDEFGH / 1234567890

Font licenses for the Helvetica Neue Condensed typeface have been provided
to campus communications staff that require them. Units that still need the
fonts should contact:

David Hoyt
Office of Marketing and Creative Services
dchoyt@wsu.edu
509-335-2082

N E U E Serif
77 bold
C O N D E N S E D Semibold
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S E C O NDARY V I S UAL ELEMENT S
Overview
In addition to the primary visual elements that define campaign communications, there are three additional graphic

APPLIED
RESEARCH
AT W S U

elements that may be applied to add visual consistency and sophistication.

Hairline rules

SMITH HALL
NORTH CAMPUS

E R I E S
S

Hairline rules are an excellent way to separate content such as multiple columns of text or sidebars, captions, or
callouts, or simply as design elements that tie together groups of related items, as shown. Most often, hairlines
are paired with color blocks to construct a visual framework that provides structure to design presentations.

USER

In general, hairline rules should be ½ point in weight and should be set off 6 points from color blocks.
However, this is only a rule of thumb. The degree of spacing to apply directly corresponds with the scale of
a communication’s dimensions. For instance, more generous spacing is required on a banner than would be
required on a brochure. Contact the Office of Marketing and Creative Services for recommended dimensions
for your particular needs.

TIP

Need help?
For assistance in determining how to apply

Blocks of solid color

b r o ch u r e

the campaign identity elements to existing

I

N

T

H

E

C

A

M

P

U

S

S

P

E

A

K

E

CRAIG GOODE, GUEST SPEAKER

’ S

W E D N E S D AY, A U G U S T 2 5 , 2 0 1 0
COMMONS READING ROOM

R

H E A R T H E A LT H Y
S M A R T TA L K

Hairline rules are used to add sophistication and create subtle block patterns throughout campaign
communications, echoing the visual theme created by presentation of the Cougar head in a crimson block.

#3

2-color ad

USER

TIP

The campaign look is directly based upon
the principles of the design grid—visible

Blocks of color using the approved colors of the campaign color palette may be incorporated in campaign
electronic and print communications to create additional visual interest and sophistication. Use the blocks in a
subtle manner, as shown.

communications, contact:
David Hoyt
Office of Marketing and Creative Services
dchoyt@wsu.edu
509-335-2082

The WSU academic signature, WSU Foundation signature, another approved University
signature, or college- or unit-level University signature
S H OW YO U R C O U G A R S P I R I T

On occasions it will be appropriate to incorporate the University’s existing academic signature, the WSU
Foundation signature, another approved University signature, or a college- or unit-level University signature in
electronic and print campaign communications.
In these cases, the signatures should be used in a secondary, complementary role to the campaign logo.

banner

It would be appropriate, for example, to include the University’s academic signature or the WSU Foundation
signature in a secondary role in those communications directed to target audiences that may not be as familiar
with the University. Use of the signatures in this manner subtly reinforces WSU’s institutional brand identity.

and implied. Both the hairline rule and color

through their strong geometry. Use restraint

A p p ly i n g t h e c a m p a i g n e l e m e n t s
t o e x i s t i n g co m m u n i c a t i o n s

when applying these elements as they

The primary graphic identifier of The Campaign for Washington State University—the campaign logo—as well as

block elements support this basic structure

the other four primary campaign visual identity elements, can be incorporated into University communications with a

can easily overpower a layout design. Use
C R E AT I N G A C L E A N
TECHNOLOGY FUTURE

whitespace as a design element.

Imagine a future where farms routinely collect carbon
dioxide in the soil to help deflate the greenhouse
effect. Research at WSU is helping us reach that goal.

minimum of revisions to existing design approaches.
Minor adjustments can be made to a campus, college, school, or departmental

In fact, the University is a leader in organic and
sustainable agriculture research, steering us away
from unhealthy overdependence on chemical use in
food production. Not only that, WSU was the first in the

website or newsletter while maintaining the integrity of an existing design format.

nation to offer an organic agriculture major.
It’s a big job. But the world needs big ideas.

WATER EVERYWHERE AND NOT A DROP TO DRINK
WATER POLICY IN THE WEST

cleantech.wsu.edu

For example, the primary graphic identifiers could be incorporated into the mailing

Spurring
Economic
Growth
Enhancing
Civic Vitality
THE BENEFITS OF
C O R P O R A T E –U N I V E R S I T Y

panel of a newsletter. Or the page in an electronic or printed newsletter containing a

A CLEANTECH DISCUSSION SERIES

PA R T N E R S H I P S

Spurring
Economic
Growth
Enhancing
Civic Vitality
THE BENEFITS OF
C O R P O R A T E –U N I V E R S I T Y

dean or departmental chair’s message could be revised to include campaign identity
b r o ch u r e / f l i e r

f u ll - c o l o r a d

elements. On the web, the campaign logo and the other four primary elements can be
incorporated into existing pages to identify the content as campaign related.

PA R T N E R S H I P S
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E V ERYDAY T O O L S Y O U C AN U S E
Overview
Electronic templates and pre-designed print solutions which reinforce The Campaign for Washington State University
identity program are available to the University community. Using the visual identity, typography, imagery, and other
supporting elements, electronic templates and pre-designed letterhead, envelopes, fact sheets, and other print

USER

materials offer a variety of effective approaches that maintain consistent campaign branding yet can be personalized

TIP

Letterhead and No. 10 envelope

n

Business card

described is optional. The only exception is campaign stationery, whose use is required when WSU units

n

Notecard and A6 envelope

communicate about the campaign to stakeholders.

n

Due to the University’s current budget challenges, use of most of the templates and pre-designed print materials

COATED:

Sappi McCoy Silk

The pre-designed print solutions and electronic templates are available online at identity.wsu.edu/campaignwsu. The

UNCOATED: Weyerhaeuser Cougar
Opaque White

print materials are designed to be used with laser printers, copiers, or docu-color copiers.

8½" x 11" proposal sheets

n

Presentation folder and interior sheets

n

Name tags

The Center for Advising and Career Development (CACD) supports all WSU students with the valuable
information, current resources, dedicated facilities, employer connections, and expert professionals that
are needed to plan their academic progress toward a degree and a career that is just right for them.

for Washington and for the world. As the state’s land-grant institution, Washington State University
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is committed to developing solutions to these complicated realities.
Through WSU’s College of Agricultural, Human, and Natural Resource Sciences (CAHNRS), a
partnership between producers, professors, and consumers has been growing vibrantly for more
than a century. Washington’s agricultural enterprise—the state’s largest employer—is among the
largest and most diverse in the United States and accounts for one-fifth of Washington’s annual
gross product.
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CAHNRS seeks $190 million through the Campaign for WSU to establish Washington as a global
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and
design
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newsciences.
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healthier and more sustainable tomorrow for our state and the world.
Growing the Next Generation of Leaders, Innovators, and Global Citizens

$19 0 MIL L ION

fa ct s h e e t

It is appropriate to use campaign-branded collateral when
T H E CE N T E R FOR A D V IS IN G A N D CA RE E R D E VE L O P M E NT

Feeding people at home and around the globe, protecting animal habitat and agricultural lands,
ensuring sustainable economies, and preserving the natural beauty of the terrain are big challenges

n

for campus, college, school, or department communications.

Recommended paper stock
options for all campaign materials

P r e - d e s i g n e d P r i n t t e m p l at e s

communicating about the campaign to a wide range of
WSU-affiliated stakeholders:

Some of the biggest questions facing society’s future are also
extraordinarily complex, such as how
Undergraduate Future Leaders Scholarships

Undergraduate
Merit, or
Diversity
Need Scholarships
to build a modern food system that is productive, competitive,
and sustainable;
how to&ensure
the

Graduate Fellowships
Center
for Experiential
Learning
health and well-being of children, families, and communities.
Through
the Campaign
for Washington
Technology Enriched Learning Initiative
State University, the college will play a major role in definingUndergraduate
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Student
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Graduate Student Housing at R&E Centers
through truly big ideas—feeding the world, powering the planet,
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environment
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Apparel,
and Textiles
Textiles Teaching Lab
home.
Renovation of “The Bookie” for Interior Design & AMDT
Sustainable Food Systems of the Future
Endowed Chairs (9)
Center for Sustaining Agriculture and Natural Resources Excellence
Center for Integrated Plant Genetics
Washington Wine Research and Education Institute Research Initiatives
Value-Added Business Development Center
Food and Agriculture Issues Response Center
Sustainable Food Systems Research Initiatives
Fruit Quality Research Facility
Greenhouse Restoration
Orchard and Vineyard Expansion
Winemaking Pilot Teaching Facility
Dairy Renewal Project
Organic Teaching Facilities
Leadership in a Bioeconomy
Endowed Chairs (5)
Biofuels Research Initiatives
Spillman, Cook, and Lind Farms Renovations
Greenhouse and Laboratory Renovations
Improving and Sustaining Natural and Urban Environments
Endowed Chairs (2)
Center for Precision Agricultural Systems Excellence
Natural and Urban Environment Research Initiatives
Arboretum Development Fund
Puyallup R&E Center Sustainable Design
Wildlife Research and Education Center
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FOR INFORMATION:
College of Agricultural,
Human, and Natural Resource
Sciences (CAHNRS)
Washington State University
PO Box 646228
Pullman, WA 99210-6228
509-335-2243
cahnrsalumni.wsu.edu/give.html

Dr. Daniel Bernardo
Dean, CAHNRS
Director, WSU Extension
509-335-4561
bernardo@wsu.edu

Caroline Nilsson Troy
Executive Director of
Development
College of Agricultural, Human, and
Natural Resource Sciences
509-335-4166
ctroy@wsu.edu

$190 million

CACD IMPACTS EVERY WSU STUDENT
Thousands of students turn to CACD each year for help to answer life-changing questions…
“What should I major in?” “How do I build a degree that supports my career goals?” “What kinds

THE UNIVERSITY COLLEGE AT WSU:
PROMOTING THE ACADEMIC

of jobs can I get with this degree?” “How does one get an internship?” “What is an interview re-

SUCCESS OF 15,000

Alumni

n

Donors

n

Prospective donors

n

Friends of the University

n

Parents

n

State business, political, and civic leaders

n

Federal delegates, staffers, and research funding agency leaders

n

State and selected national media leaders

CACD, as a fully integrated advising and career office, is prepared to help them at every step.
The academic advisors, career advisors, peer tutors, and career counselors in CACD are informed

OPPORT UN I T I ES TO HELP

n

ally like?”

guides and experts. CACD is situated in a central campus location and equipped with career publications, computers with special software, and rooms for meetings and interviews. And, impor-

The Center for Advising and Career Development
works diligently
to facilitatetantly,
well-developed,
CACD seeks and maintains strong and lasting relationships
UNDERGRADUATES
EVERY DAY.
quality career connections between students and employers. But state dollars with
to support
such institutions, and non-profit organizations that seek
companies,
operations at WSU are dwindling. To maintain and boost its impact, CACD has
many
needs to be interns and employees.
WSU
graduates
that only private support can fill.
Just in terms of students’ career development,

During The Campaign for WSU: Because the World Needs Big Ideas, several areas here
in support
of indicators of CACD success:
are some
CACD have been identified. Annual and special gifts from businesses and corporations will
n In fall of 2010, The Wall Street Journal tipped its hat to WSU in a
support three key areas: scholarships that assist individual students in their career
preparation;
ranking
of the Top 25 universities that recruiters praise as preparprogram support that enriches all students’ career development; and sponsorships
of studenting students for the workplace.
centered career activities.
n

CAREER SERVICES STUDENT EXCELLENCE FUND ($1,000–$10,000 PER YEAR)

CACD IS PART OF THE

n

Scholarships for students on for-credit and/or unpaid internships

n

Scholarships for students in an on-campus undergraduate intern program

UNIVERSITY COLLEGE AT WSU.

WSU students at two Expos each year).
n

Employers return frequently to the WSU campus to meet with students about career opportunities that arise during the year, to give guest presentations to classes, and to visit with faculty

CAREER SERVICES DEVELOPMENT FUND (VARIOUS LEVELS)
n

The bi-annual Career Expo has brought together thousands of interested employers and wellprepared students and graduates from all majors for more than 15 years (more than 2,500

and staff for updates.

Reference materials in CACD’s Career Services Resource Room
• Hard-copy career magazines, books, and journals for student use ($25–$1,500)
• Online resources for students, such as GoinGlobal and Vault ($5,000–$10,000)

El e ct r o n i c T e m p l at e s

• Memberships in career-focused national organizations ($200–$500)
• Video library on career- and interview-readiness topics ($500–$2,000)
n

Subscription to CougLink (CareerLink), the student/employer online interactive database ($30,000)

SPONSORSHIPS OF CAREER EXPO AND RELATED PROGRAMS ($10,000–$15,000 PER YEAR)
n

Mock interview and résumé review programs ($10,000–$15,000)

n

Etiquette dinners ($15,000 each)

n

cacd.wsu.edu

TO SUPPORT CACD OR FOR MORE INFORMATION:
Deb Dzuck
Director of Development
509-335-2108
ddzuck@wsu.edu

Washington state citizens at large

n

Faculty and staff

n

Corporations and foundations

n

National peer university presidents and academic leaders

n

Other influencers

html e m a i l e x a m p l e s

n

Websites

n

HTML emails

n

Newsletters

n

PowerPoint presentations
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WASHINGTON STATE UNIVERSITY FOUNDATION

Trevor J. Durham
DIRECTOR OF COMMUNICATION
WSU Foundation
PO Box 641925
Pullman, WA 99163-1925

Dear Friends,
It’s been a challenging year for Washington State University. The global economic conditions led to unprecedented
cuts to state funding. As difficult as these past months have been for all of us, WSU must and will persevere. The
budget cuts presented the University with the opportunity to once again demonstrate our commitment to our
students, to our faculty, and to the excellence of our programs and research.

campaign.wsu.edu

509-335-2093, FAX: 509-335-8419
tdurham@wsu.edu
wsufoundation.wsu.edu

In spite of the recent financial challenges our economy has faced, the WSU Foundation once again closed the
books on an exceptional year of private fund raising—with more than $106 million in gifts, grants, pledges, estate
gifts and other planned giving vehicles, and other contributions during fiscal year 2009, which ended June 30.
This is thanks to the tremendous support of more than 62,000 alumni and friends who know that an investment
in our students and faculty is in fact an investment in our future.
It is our collective hope that we will see the global economy recover in the near future. Regardless, WSU will
endure with a renewed focus on access to education and world-class research. We will do this because our state
and nation are looking to us to be a part of the solution—not just for the economy but also for many of our
society’s biggest issues including education, human and animal health, energy development, and food safety and
production. To be successful, WSU will continue to depend on the generous contributions of our many alumni and
friends.
Thank you for all you have done for Washington State University during the past year, and I look forward to your
support in the coming year.

COLLEGE OF BUSINESS
PROPOSAL TO ALLIED GENERAL
June 22, 2010

Sincerely,

Elson S. Floyd, Ph.D.
President

Washington State University Foundation, PO Box 641925, Pullman, WA 99164-1925, 509-335-8419, campaign.wsu.edu

Washington State University Foundation
PO Box 641927
Pullman, WA 99164-1927

Newsletter Sidebar Art

Washington State University Foundation
PO Box 641927
Pullman, WA 99164-1927

These are examples of how the campaing
identity elements may be incorporated
into a newsletter sidebar.

print tools
Letterhead and No. 10 envelope

8½" x 11" proposal and fact sheets

The 8½" x 11" letterhead with pre-printed The Campaign for Washington State University logo allows
maximum space for imprinting a campus, college, school, or department name as well as the body of the
letter.

Two 8½" x 11" proposal sheets—a cover sheet and a secondary page sheet—pre-printed with primary
campaign elements have been designed for use in a variety of applications, including campaign proposals,
reports, fact sheets, and fliers. The sheets provide maximum space to imprint additional information.

Use of the specially designed letterhead and envelopes is required when campus units send
correspondence that addresses campaign issues.

Presentation folder

Business card
A business card design incorporating the campaign logo is available for university staff to order. The card
may be imprinted on the back with the WSU Foundation signature, the WSU academic signature, or one
of the University’s other customized signatures.

INVITATION SHELL?

Notecard and A6 envelope
Notecards with pre-printed The Campaign for Washington State University graphics are also available.
The notecards provide maximum space to imprint campus, college, school, or department information.
Campaign graphics are printed on the back flap of the envelope to allow maximum space to print
campus, college, school, or department information on the front.

USER

TIP

A 9" x 12" presentation folder with pockets imprinted with primary campaign graphics has been designed to
house multiple documents and publications. The folder exterior may be customized by campuses, colleges,
schools, and departments.

To access electronic templates or order

In addition to the vertical pockets, the interior includes die-cuts to house a business card.

identity.wsu.edu/campaignwsu

Name tags

or call: 509-335-7622

Avery standard adhesive name tag labels incorporating campaign graphics at the top have been designed. The
name tags can be customized by printing them on a laser printer.

pre-designed print materials, go to:
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El e ct r o n i c t o o l s
Web pages
Templates incorporating the primary campaign identity elements have been created that enable campus staff to add campaignrelated information to an existing website. Solutions are available for creating an entire web page dedicated to the campaign or
adding campaign elements to an existing page.

Give buttons
A “Give” button, or graphic has been created to provide a consistent way to communicate across Websites about the critical need
for campaign support. The button should be featured prominently throughtout the Website. Downloadable art files for Websites and
other electronic communications are available here: XXXXXXXX.

HTML emails
HTML templates incorporating the primary campaign identity elements are available. The templates should be used for all
communications about the campaign to WSU stakeholders.

Newsletters

Give Badge

Several badges, or graphics, incorporating the primary campaign identity elements have been created for use in electronic
newsletters. Badges for branding a single page as well as multiple pages in e-newsletters have been designed.

PowerPoints
A template incorporating the primary campaign identity elements has been created for use in PowerPoint presentations addressing
the campaign and its various aspects. Additional campaign-branded PowerPoint templates will be created and be made available
through the campaign identity site.

H T M L Em a i l

USER

TIP

REPORT TO CONTRIBUTORS
FISCAL 2010-11
APRIL 12, 2012

Logo used in sidebar area of web
pages

P R I V AT E S U P P O R T B Y C O L L E G E
I N D I V I D U A L S A N D O R G A N I Z AT I O N S

When the campaign logo is used in the sidebar
of a web page, the campaign tagline (Because
the World Needs Big Ideas) should not be used

powerpoint

due to legibility concerns.

Special version of logo for Home Pages
WEB B a d g e s

A special condensed version of the campaign
logo is available for use on the home pages
of Websites only when space may be at a

a p p l i c at i o n o f W e b B a d g e s

premium.

F o r Mo r e I n fo r m a t i o n
For more information about the Campaign Style and Standards Guide, please contact:
Office of Marketing and Creative Services
509-335-7622

