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PRESIDENT

Dear Members of the Regis University Community,

At Regis University, our brand and presence
represent more. Our brand is our reputation: the
clear portrait that emerges when students, parents,
academics, alumni, community leaders, business
partners and observers discern what it means to
be “Regis University.”

Thriving brands have instant recognition and a

clear connection to their values. They forge genuine
relationships with their audiences through consistency
and competency in messaging, actions and visual
presentation. As we cultivate and strengthen the
Regis brand, it becomes essential that we present

our institution to key audiences with unity of design,
voice and purpose.

This guide articulates the visual branding standards
for Regis University, utilizing graphic elements that
have been created and shaped by our collective
identity. By embracing these brand standards, each
member of our university ensures that Regis maintains
a consistent presence as we engage with internal and
external audiences.

| am grateful for your commitment to strengthening
the Regis University brand through your adherence
to these guidelines.

Rooted in mission, rising with purpose,

Spwareo GepuotKitahsool

Shawna Cooper Whitehead, Ed.D.
President, Regis University
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A strong, unified brand benefits every Regis
college, department, unit and program.
These standards are the product of a collab-
orative effort between University Marketing
and colleagues across campus, reflecting
our shared commitment to presenting Regis
with clarity and integrity. They exist to help
strengthen Regis University’s reputation as
a leading academic institution and ensure

that every touchpoint — whether a depart-
ment newsletter, website page, fundraising
brochure, student recruitment piece or cam-
pus sign — contributes to a consistent and
recognizable brand experience. By applying
these standards, each of us plays an active
role in reinforcing Regis’ identity and giving
our audiences a clear, authentic picture of
who we are and what we stand for.

I Brand Stewardship
I Mission and Values

I Brand Protection

I Accessibility

Compliance
Trademark and Copyright Compliance

Non-Compliance and Enforcement
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Brand Stewardship

Regis University Marketing serves as the official
steward of the Regis brand. As stewards, our role is to
protect, guide and advance the University’s identity so
that every communication reflects our mission, values
and reputation. This responsibility extends across

all colleges, departments and initiatives: ensuring
consistency in how our brand is presented, providing
resources and approvals and safeguarding Regis’ visu-

Mission Statement

As a Jesuit Catholic university, Regis seeks to build a
more just and humane world through transformative
education at the frontiers of faith, reason and culture.

al and verbal identity for the long term. By entrusting
University Marketing with this role, the University
affirms that the Regis brand is a shared institutional
asset — not owned by any one unit, but carried for-
ward by all under a single, unified standard.

Values

Regis University encourages our students to seek
justice, serve others, discern truth, live with purpose
and continually examine and attempt to answer the
question, “How ought we to live?”
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Brand Protection

Protecting the Regis brand is about more than logos
and colors — it is about safeguarding the reputation
and credibility of the University. Every time our
brand is presented consistently, we reinforce who we
are, what we value and why we matter. Consistency
builds recognition, making it easier for our audiences
to quickly identify Regis in a crowded higher
education landscape. It also fosters trust: when
students, alumni, donors and partners encounter
materials that look and feel unified, they know they

are engaging with an institution that is professional,
stable and mission-driven.

When these standards are followed, the cumulative
impact is powerful — each brochure, webpage and
social post works together to tell one cohesive story.
When they are not, the risk is fragmentation: a diluted
identity that weakens recognition, confuses audiences
and undermines credibility. By protecting the brand,
we ensure that Regis’ story remains clear, authentic
and compelling to all who encounter it.
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Accessipility

As part of the mission, Regis University aspires

to be a community of learners who labor for a
transformed world and renewed ecosystem and who
journey as companions, responsible to each other.

In keeping with these aspirations, accessibility is a
key component of all aspects of the Regis brand

identity as we journey in companionship with people
of all abilities. The term “accessibility” in this context
refers to the various methods and techniques used
to ensure that people with disabilities can fully
engage with all University marketing materials.

Look for the [A11ly] icon for tips about ensuring your materials are accessible to all.
Learn more about the importance of accessibility at accessibility.uncg.edu/for-all/why-important/



N

Regis University

Brand Standards

[. Brand Protection and Philosophy

Compliance

Trademark and Copyright Compliance

The University holds registered trademarks on University logo, seal,
wordmark, mascot and graphics representing Regis University.

Reproduction of any trademarked University elements require
permission from University Marketing.

The University maintains permissions with Follett, Halo, Specialty
Incentives and 4Ilmprint for reproduction of University marks or
trademarked brand assets.

Any business or individual that would like to sell or purchase

items or apparel with Regis University’s name or trademarks

for commercial or non-commercial purposes will need to obtain
written permission from University Marketing and/or the University
brand manager. This includes using trademarked logos for retail
distribution or any business selling products to faculty, staff,
students or any campus units.

Obtaining permissions exempts any user from financial or legal
action. This permission does not allow for alterations of University
brand elements.

Non-Compliance

Failure to follow these standards carries risks that extend
beyond appearance. Inconsistent use of logos, colors or
messaging can dilute the Regis brand, causing confusion
among our audiences and weakening the reputation we
have built over generations. Off-brand materials may also
create legal exposure if trademarks or copyrighted assets
are misused. Ultimately, these missteps can erode trust with
students, alumni, donors and partners who expect Regis to
present itself with clarity and professionalism.

When non-compliance occurs, University Marketing will
work with departments to identify and correct issues. In
some cases, this may require revising or replacing materials
before they are distributed. Persistent or serious violations
may be escalated to divisional or University leadership

to ensure compliance. By addressing issues quickly and
constructively, we protect the integrity of the Regis brand
while supporting colleagues in producing high-quality, on
brand communications.



l. Logo and
Visual l[dentity

Our visual identity is the most immediate and with care, we ensure that every com-
and recognizable expression of who we are. munication reflects the same institutional
The Regis logo, colors and typography form strength and integrity. This section provides
a unified visual language that communi- the foundation for maintaining a cohesive
cates our mission, heritage and credibility. visual presence that represents Regis with

By using these design elements consistently professionalism and pride.

I Brand Components I Color Palette I File Usage and Quality Standards
Wordmark I Typography I Expanded Logo Rules
Shield I Guidelines for Brand Elements Event and Co-Branding Guidelines
Seal Minimum Size Merchandise and Apparel Guidelines
Unit Logos Clear Space I Brand Alignment Checklist

Logo Misuse I Print Vendors
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Brand Components

Shield Logo Seal

w

REGISZg UNIVERSITY

The goal of our brand architecture is to Regis University brand. Each has its own
reinforce our identity as “one university,” history, purpose and guidelines for use. _ _ _
differentiating us from competitors When used consistently and as intended, When u;njg the Regis Seal, Sh'?',d _or Logo

' _ . . . . . in any digital context, whether it’s in an
and influencing perceptions. This style this “family” of design elements works email, on a PDF or on a webpage, include
guide presents the portfolio of approved together to strengthen our brand. appropriate alt text as part of the image file.
design components for maintaining the Keep it simple and descriptive - screen reader

users just need to know what organization the
logo represents.
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Our Logo

The Regis University logo is the
%

primary visual representation of RE GIS 7 W UNIVE RSITY

the University and the corner-
stone of the Regis brand identity.

A

The logo always incorporates two elements: Shield Wordmark
A contemporary wordmark that conveys The shield represents the core iden- The wordmark features a modernized
academic excellence and reliability. tity and history of Regis University, antique typeface that bridges past and
A shield symbolizing the history, mission embodying the institution’s Jesuit present — its 19th-century inspiration
heritage and enduring values. signals an established institution, while

and Jesuit heritage of Regis University.
its contemporary refinement reflects

When used together, these components
embody both the University’s tradition

modern academic excellence.

and its forward-looking vision.
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Our Shield

Regis University was founded in 1877 as
Las Vegas College in New Mexico by ltalian
Jesuits and moved to Colorado in 1884.

The seven alternating stripes (originally
red and gold) are from the shield of the
Onaz-Loyola family. St. Ignatius of Loyola,
born in 1491, founded the Jesuits in 1540.
The stripes represent his seven brothers
who were heroes in battle.

S

y

The shield is a key element of the University logo
and represents the core and history of Regis.

The mountains are symbolic both of the
Rocky Mountains and of the mountains
of the Massif Central where St. John
Francis Regis lived and worked.

The IHS monogram represents Christ
and the Jesuit order, formed from the
first three Greek letters of “lesous”
(Jesus): iota, eta and sigma. This Jesuit
seal is displayed on the pediment at
Main Hall’s entrance on the Northwest
Denver Campus.

The shield can be used on its own as a

graphic element, but should always be

accompanied by the Regis University logo.

1
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Our Seal

Universitas Regisiana Societatis Jesu trans-
lates from Latin as “Regis University of the

Society of Jesus,” denoting the name of the
University and its sponsoring organization,

the Jesuit Order.

The Regis University seal is rich in history and meaning.

The official seal of Regis University has very limited use. It should be used only in formal,
official, institutional communications specifically from the Office of the President and on

university diploma, awards, certificates, ceremonial communications, commencement mate-

rials, transcripts, contracts and Office of the President stationery. It should never be used in

daily communications by departments or programs or on temporary items such as signs or

banners. Permanent campus signage should follow the style guide from Physical Plant.

The crown is a symbol of the Universi-

ty’s patron, St. John Francis Regis (or
Jean-Francois Regis in his native language),
a Jesuit saint who lived 1597-1640. Known
as the “Father of the Poor,” he was a teach-
er, missionary and champion of the outcast
in the Massif Central, a mountainous district
of France located west of the Alps.

The motto “Men and Women in Service of
Others,” Homines Ad Serviendum Aliis in
Latin, is an expression used to describe the
purpose of Jesuit education: to form men
and women who use their knowledge and
energies in the unselfish service of others.
The motto also expresses the desire of
Regis faculty and staff to be of service to
students and the community.

12
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Unit Logos

Using Regis logos properly in conjunction
with unit names and in signature lines

is essential for communicating the
relationships of colleges, departments,
units and individuals to the University.

ANDERSON
//éw College of Business and Computing

REGIS UNIVERSITY

Unit Primary Logo

Units within the university are eligible for
individualized signatures with the units
name in the primary position. This format is
solely reserved for Regis colleges and the
Office of the President or Provost.

Alternate configurations have been created
to accommodate space or color constraints
as well as to incorporate department,
college or unit names. Unit signatures

and logos are available upon request and
should only be reproduced using the files
provided by University Marketing.

REGISPJUNIVERSITY

ADMISSIONS

Unit Secondary Signature

Units within the university (departments,
centers, institutes, administrative units) are
eligible for individualized signatures with
the units name in the secondary position.

Only official unit names may be utilized on University
logo signatures. Names must be verified by
University Marketing. To allow for space constraints,
the use of “Office of” is limited to the Office of the
President and the Office of the Provost.

f‘I}\LleNOVATION CENTER
w

REGIS UNIVERSITY

Unit Tertiary Logo

Divisions within the colleges and/or schools
are eligible for individualized signatures
with the University’s name in the tertiary
position when appropriate. This variation
should only be used when necessary to
identify the college or division to which a
unit is subordinate.

13
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Color Palette

Color is a significant brand identifier.
By using the same colors on every
print or digital product, these colors
will become recognizable as part of
the Regis brand identity.

When using color digitally, ensure
appropriate contrast and accessibility
for compliance with ADA standards.

Regis Blue

PMS 7463C

C-100, M-80, Y-43, K-45

R-0, G-43, B-73
#002B49

Accent

PMS P115-10C

C-18, M-0, Y-0, K-2
R-204, G-226, B-238
#cCe2ee

PMS 7406C

Regis Gold

C-0, M-20, Y-100, K-2
R-241, G-196, B-0

#F1C400

Accent

PMS 124C

C-7, M-35, Y-100, K-0
R-237, G-171, B-0
#edab00

Accent

PMS 7527C
C-3,M-4,Y-14, K-8
R-214, G-210, B-196
#DeD2C4

14
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Typography

Like other graphic elements, typefaces
help to set the visual tone for our commu-
nications and supports brand consistency.
Two primary typefaces support the Regis
brand and each plays a specific role.

Gotham

Gotham is the primary sans-serif typeface
for Regis University. Any variation or weight
of this font, including Narrow, Rounded,
etc., may be used. Gotham works well for
headlines or body copy and can be used on
its own or paired with Sentinel.

GOTHAM BOOK
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

GOTHAM BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

Users without access to Gotham should
download Montserrat, available for free

on Google Fonts.

Sentinel

Sentinel is the typeface featured in our sig-
nature logo and is the primary serif typeface.
Sentinel is licensed by the University and,
therefore, somewhat limited in availability.

SENTINEL BOOK

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

SENTINEL BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Users without access to Sentinel should
download Merriweather, available for free

on Google Fonts.

15



N

Regis University

Brand Standards

Il. Logo and Visual Identity

Minimum Size

To ensure consistency, recommended size
for reproducing brand elements have been
provided. Stated as a minimum width, these
measurements ensure legibility and visual
clarity of the brand.

REGIS UNIVERSITY

27

To maintain legibility, never reproduce logos
smaller than they are shown here. There is
no maximum size for the logo, but it should
never be the largest element on the page.

REGIS
%) UNIVERSITY RE G‘IS

UNIVERSITY

1.25" .75”

75"

16
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C

This refers to the minimum “breathing
room” that must be maintained
around a design element. This area
should be free of any other graphic or
editorial component. Clear space also
refers to the minimum distance from
the edge of the page to the design
element. Spacing rules apply to both
print and web layouts.

ear Space

REGIS ZUNIVERSITY

The clear space around the horizontal logo
should be equal to the height of the logo.

1077|404
I e REGIS

{EE GIS UNIVERSITY]

UNIVERSITY] |

The clear space around the vertical and stacked logo
should be equal to the height of the “R” in Regis.

The clear space should equal
one-quarter the size of the seal.

17
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L 0go Misuse

Unofficial variations of graphic elements REGIS Regis liiversity
that do not follow the Regis brand ///JW UNIVERSITY “
standards create confusion and reduce x

. . . X DO NOT rearrange or DO NOT change the
the integrity and strength of the Regis )

) remove logo elements typography or sizes of the fonts
brand. People may wonder if they are
seeing something from another school
by the same name, for example.
REGIS @@ UNIVERSITY % SCHOOL OF PHARMACY

Using the University’s branding
elements correctly and consistently x DO NOT outline the logo x DO NOT add anything to
eliminates confusion and reinforces the stand alone shield
the Regis University brand. Examples
of unacceptable variations of Regis
University branding elements are shown UN}VERSITY
here. This list is not exhaustive. BE/GJS%/ REGIS vUNIVERSITY
Holiday and Seasonal Graphics X DO NOT rotate the logo X DO NOT reproduce in low resolution

To maintain the integrity of the
University’s identity, official logos may
not be altered, decorated or themed for )
holidays or special events (e.g., adding RESL I IR S

seasonal colors, icons or effects). The logo % 3 TV Al REGIS f/"’f?‘UNIVERSITY
is a protected asset and consistent use N AN
ensures it remains strong, recognizable
and professional across all audiences. X po NOT place the logo X Do NOT use unofficial colors for the

over noisy image areas logo; use only approved one-color options

18
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File Usage and Quality Standards

File Formats

File Type Use

Al /.EPS Professional print, large sighage

.PNG Web and digital
JPG Image files
.PDF Final deliverables

Basic Quality Rules
Minimum print resolution: 300 dpi
Digital graphics: 72 dpi or higher

Maintain proportions; do not stretch logos or images

Notes

Vector files; scalable with no loss in quality
Transparent background; ideal for on-screen use
Use at 300 dpi for print clarity

Preferred for vendor sharing and proofing

Prohibited Image Types
To maintain visual consistency and professionalism, please avoid:

Stock images that misrepresent the Regis community
Screenshots of logos or images from websites
Blurry, pixelated or low-resolution photos

Clip art or animated GIFs

19
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-vent anc

General Principles

Always use approved Regis logos and colors when
representing the University publicly.

When partnering with other institutions or sponsors,
present Regis as an equal or primary partner visually.

Keep layouts clean and balanced — no logos should
appear crowded, distorted or placed within other logos.

Maintain the clear space and minimum size rules found in
the Logo Guidelines section.

Co-Branding Guidelines

Logo Placement for Events and Partnerships

Regis logo appears left or top aligned in most layouts.

Partner logos appear to the right or below, separated by
ample white space or a divider line.

When listing multiple sponsors, use simple text such
as “Presented in partnership with” above the group of
partner logos.

Approval

All event or co-branded materials should be reviewed
by University Marketing before publication to ensure the
Regis name and marks are used correctly. This review
process is intended as a partnership — not a barrier — to
help your event look professional and consistent.

20
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Me
Ap

‘chandise anad
narel Guidelines

Branded Merchandise

Branded merchandise extends the Regis identity beyond campus.

Consistent, high-quality use of logos and colors builds pride and recognition.

Use licensed vendors or coordinate
through University Marketing.

Fonts should match approved
University typefaces when possible.

Logos must always appear in full — no Maintain the minimum size and

partial, recolored or outlined variations. clear space rules, found in the Logo

Approved imprint colors: Regis Blue,

Guidelines section.

Regis Gold, White or Black.

21
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Brand Alignment Checklist

Use this checklist as a resource to make sure your work or the
work you are assisting others with is in line with the University
mission, values and personality. Doing this helps present a
stronger voice and presence for the University.

[] Work aligns with one of the Regis values

Seek justice Discern truth

Serve others Live with purpose

[ 1 Work represents Regis accurately and positively

Be an ambassador of Regis — take a step back and
consider how the piece reflects the University.

[] Work follows Regis brand and style guidelines
[] Message reflects Regis’ personality and tone

[ 1 Writing aligns with the Writing Style Guide

Visit University Marketing.regis.edu to review the guide.

*If your work or project does not align with this

list, consider restructuring it or submit a request

for assistance at one.regis.edu/University

Marketing.

[ ] Message resonates with the intended audience

Current Student
University-wide investment
in your experiential learning
through a holistic experience

Faculty and Staff

Opportunities to improve,
grow and strengthen skills in
a foundation of trust and faith

Alumni
Support for the pursuit of
lifelong learning and service

Surrounding Community

Health, spiritual and cultural
anchor of the community

Prospective Adult Learner

Connect with the cause you
care about and play a leading
role in the solutions

Prospective Doctoral Student
Craft your health care mission
with transformational, hands-
on, experiential learning
Prospective Traditional Student

Well-rounded, critical-thinking
education in four years

22
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Print Vendors

$ Simple Print Jobs

For simple print projects such as posters, flyers,
postcards, a-frames or short booklets — University
Marketing can provide a list of recommended print
vendors. Reach out to brand@regis.edu to request
the most up to date vendor list.

$8S Complicated Print Jobs

For complex print projects including those with
high visibility, large quantities, intricate produc-
tion steps or requiring data merges and/or mailing
services, contact University Marketing for guidance
and vendor coordination.

For projects requiring quick turnaround, FedEx
or online vendors may be used.

University Marketing reserves the right to review
all materials prior to production to ensure brand
consistency and quality.

*Complicated pieces can take up to a month

or more for production and mailing.

23



Il. Photography and
Video Standards

Photography and video are among the most  This section establishes the standards

powerful tools for telling the Regis story. for how we create, curate and present

Through authentic imagery and thoughtful visual content so that every image and

visual storytelling, we capture the people, video reflects the diversity, humanity

places and moments that embody our Jesuit  and transformative spirit of the Regis

values and academic mission. community.

I Philosophy and Approach I Photoshelter I Video Branding

I Photography Standards I Video Standards Visual Elements

I Production Guidelines Technical Specifications Tone and Content
Composition Production I Model Release Requirements

Content
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Photography Standards

Philosophy and Approach

Our photography sets our brand in motion
by telling our story through images. The
Regis story is one about changing lives
through an education that seeks to make
the world a better place. Images should
be authentic and the composition should
deliver a feeling of what it’s like to be a
part of Regis University.

When using photography in any digital
context, it’s important to include descriptive
alt text so people who use screen readers
can understand the content of the photos.

Learn more about alt text at:

accessibility.huit.harvard.edu
/describe-content-images

Production Guidelines

Composition Guidelines

Show candid, unposed moments
whenever possible

Subjects do not need to look
directly at the camera

Include varied shot types: wide
shots, close-ups, point-of-view
shots and campus landscapes

Ensure subjects are clearly
visible and well-lit

Frame compositions that feel
natural and authentic

Content Guidelines
Reflect the diversity of the Regis community
Showcase the range of campus locations
Capture authentic moments from campus life

Feature various aspects: classrooms, athletics,
community spaces and Colorado landscapes

25
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Photoshelter

PhotoShelter is the University’s online image library, providing
access to a curated collection of branded photography featuring our

campuses, Colorado, classrooms, athletics and more.

Wome  Ubmy  Reporls  Medar  Admin=  Sel  ViewPorta Nchole = Help
REGIS
I Galleries

22 Showcase // Top Images M University Experience W Events W Campus and Colorado
289 Files 8Collections 5 Galeres 23 Collections 19 Galleres 3 Collections 1 Gallery

M Classroom W Historical M New on Photoshelter W Invited Galleries
4 Collections 13 Galleries 2 Collections 11 Galeries 0Collections 21 Galeries 12 Collections 16 Galleries
oo
B 38 < O
Show Explorer Grid Size Share  Show info

Contact University Marketing for access to

regis.photoshelter.com
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Video Standards

Technical Specifications Production Guidelines

Resolution: Minimum Full HD (1080p) Framing and Composition Visual Branding Elements

Frame Rate: 24 frames per second Position subjects clearly in center frame Begin or end videos with the Regis

University logo or animated shield

Orientation: Horizontal (landscape) Ensure adequate lighting on all subjects

lockup

for general use; vertical for social o . .
Maintain professional framing

Audio

media-specific content Use Regis Blue and Regis Gold for lower
. ) ) thirds, title cards and transitions
Run Time: Max 2 minutes for web videos

Film in quiet environments When featuring partner logos, follow

Speak clearly and slightly louder co-branding guidelines detailed in the

than conversational volume expanded Logo Rules section

Captions Tone and Content

All videos must include
captions for accessibility

Position captions in lower
middle of video frame

Use fonts that align with
brand typography standards

Reflect Regis’ Jesuit values: authenticity,
inclusion, curiosity and service

Avoid overly corporate or commercial
production styles

Prioritize genuine, meaningful storytelling

27
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Video Branding

Tone and Content Visual Elements
Videos should reflect Regis’ Jesuit values Begin or end videos with the Regis
— focusing on authenticity, inclusion, University logo or animated shield lockup.
curiosity and service. Avoid overly Use Regis Blue and Gold for lower
corporate or commercial styles. thirds, title cards and transitions.

Include captions for accessibility.

When featuring partner logos, follow
the co-branding guidelines detailed in
the Expaned Logo Rules section.

28



V. Digital and Social
Media Presence

Our digital footprint is often the first en-
counter many have with Regis University.
Every website, post and digital campaign
contributes to how our audiences perceive
our institution and mission. This section pro-
vides guidance for presenting a consistent,

engaging and accessible brand experience
across digital platforms. By aligning our
voice, visuals and values online, we extend
the Regis story with clarity, authenticity and
respect for our audiences.

I Website Standards
I Platform-Specific Brand Applications
I Hashtag and Tagging

I User-Generated Content
Content Guidelines
Sharing Guidelines

I Social Media Crisis Protocol
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Websites

Maintaining a consistent brand identity across all Regis
University websites, whether official or unofficial, is es-
sential because the university’s digital presence is often
the first interaction a prospective student or stakeholder
has with the institution. Cohesion in visual design, voice
and messaging reinforces credibility, recognition and
alignment with institutional values.

According to Regis University’s Web Governance Policy,
official University websites are those with “regis” in the
URL and/or claiming affiliation with Regis University. All
official University websites must be approved by Uni-
versity Marketing and the vice president or dean with
administrative authority over the department or area
represented by the proposed website.

Unofficial University websites are personal or group
sites initiated by faculty, staff, students or student
organizations and must include the following dis-
claimer or similar:

“The views, opinions and conclusions expressed in
this page are those of the author or organization
and not necessarily those of Regis University or
its officers and trustees. The content of this page
has not been reviewed or approved by Regis
University and the author or organization is solely
responsible for its content.”

For full details about the management and
governance of Regis University websites and
supporting digital properties, please review the
official Web Governance Policy.

Website accessibility is both a vital brand component of all Regis web properties and a legal

requirement. To learn more about making websites accessible to people with disabilities,

visit the World Wide Web Consortium (W3C) at w3.org/WAL.

30
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Platform-Specific
Brand Applicat

While tone and content may vary
by platform, our visual and verbal
identity must remain consistent.

Profile images, cover photos, handles
and posts should always reflect

the Regis master brand first, with
department identification when
appropriate.

WHY THIS MATTERS:

Consistent branding builds instant
recognition, trust and professionalism
across all digital platforms.

ons

Core Guidelines:

Profile Images: All official accounts must use

the approved Regis logo or a lockup provided by
University Marketing. Personal photos, unapproved
icons or altered logos are not permitted.

Cover/Background Photos: Use high resolution
images that showcase the University experience —
campus life, academic excellence, mission-driven

service — while adhering to photography standards.

Seasonal or campaign-specific images may be used
when approved.

Handles and Usernames: Keep account names
simple and recognizable (e.g., “RegisUniversity,”
“RegisUAdmissions”). Avoid abbreviations or
nicknames that obscure the University connection.

Post Treatments: Graphics, video and images shared
on platforms must follow brand color palettes,

typography rules and include logos only in approved
formats. Templates will be provided for consistency.

Platform Nuances:

Facebook and LinkedIn:
Prioritize institutional voice and
credibility. Use cover photos
that represent the University at
large or college-level lockups.

Instagram and TikTok:
Showcase student life, mission
and community engagement
with strong visuals. Profile
images must remain consistent
with other platforms.

YouTube: All official channels
must use the Regis wordmark
as profile image and branded

intro/outro treatments for video.
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Hashtags and Tagging

Hashtags and tags expand Regis
University’s reach and connect
audiences to our story.

WHY THIS MATTERS:
Consistent hashtag and tagging
practices make Regis content
easier to find, unify conversations
across channels and reinforce

our presence in higher education
dialogue while protecting against
brand dilution.

Hashtag Guidelines

Official Hashtags: Use University-

approved hashtags (e.g., #RegisUniversity,
#RegisRangers) for all institutional accounts.
Colleges, departments and programs may be
assigned secondary hashtags by University
Marketing to maintain clarity and avoid
duplication.

Campaign/Event Hashtags: Temporary
hashtags may be created for major
campaigns or events (e.g., #RegisGraduation,
#RangersGive). These must be reviewed and
approved by University Marketing before
launch to ensure they are unique, appropriate
and on brand.

Community Engagement: Encourage use
of official hashtags by students, alumni and
partners to build organic visibility. Monitor

these hashtags for engagement opportunities

and to address potential misuse.

Best Practice: Use no more than 3-5 hashtags
per post. Prioritize quality and relevance over

volume to maintain a professional tone.

Tagging Guidelines

University Handles: Always tag the official
Regis University account when posting
from affiliated unit accounts. This ensures
alignment and amplifies reach.

Partners and Affiliates: Tag partner
organizations, speakers or collaborators when
appropriate. Confirm that external accounts
are official and active before tagging.

Student Privacy: Do not tag individual
students without prior consent, especially in
sensitive contexts. Group images or crowd
scenes should remain untagged unless
specific permission is obtained.

Professional Etiquette: Avoid tagging in ways
that could appear promotional for external
businesses or organizations unless there is a
formal partnership.

32



N

Regis University

Brand Standards

IV. Digital and Social Media Presence

User-Generated Content

User-generated content showcases
authentic Regis experiences through
community voices. Content from
students, alumni, faculty and staff
must be curated, credited and
shared responsibly to protect our
brand and audiences.

WHY THIS MATTERS

Managed UGC humanizes Regis,
strengthens engagement and
builds trust. Unmanaged UGC risks
misrepresentation, brand dilution
and legal concerns.

Guidelines for Using UGC

Permission First: Always obtain permission
from the original creator before reposting
or featuring their content. Written
permission (via direct message, email

or official consent form) is required. For
minors, parental/guardian consent must
be secured.

Proper Attribution: Credit the creator in
captions or overlays unless they request
anonymity. (Example: “: @RegisStudent”).

Brand Alignment: Only use UGC that
reflects Regis’ mission, values and brand
standards. Content should be positive,
authentic and appropriate for all audi-
ences.

Avoid Misrepresentation: Never edit
UGC in ways that distort meaning or
misrepresent the context. Cropping and
light editing for quality is acceptable;
altering the story is not.

Diversity and Inclusion: Select content that
highlights the full breadth of the Regis
community, avoiding tokenism or staged
“diversity shots.”
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User-Generated Content

Process for Sharing UGC

Identify
Monitor hashtags,

Request Permission

Contact the creator to
mentions and tagged secure approval and
posts for potential UGC. confirm how they would

like to be credited

Content Types to Avoid

Low-resolution or poor Content with
quality images that reflect

poorly on the University. language or clothing.

inappropriate gestures,

Save and Track

Store approved UGC in
the University Marketing
content library with usage
notes and permissions.

Posts involving alcohol,
drugs or unsafe behavior
— even if well-meaning.

Share Responsibly

Repost or repurpose
content with appropriate
attribution and in alignment
with current campaigns or
brand storytelling.

Sensitive situations (e.g.,
hospitals, prayer, protests)
without explicit clearance.
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Media Crisis Protocol

Socla

Social media is often the first

place audiences turn during crisis,
controversy or urgent news. This
protocol guides how the University
and affiliated accounts should
prepare for, respond to and manage
crisis communications on digital
platforms with consistency, clarity
and alignment to Regis’ mission.

WHY THIS MATTERS

Clear protocol prevents fragmented
or conflicting messages that confuse
audiences and undermine trust.
Centralized crisis communication
protects Regis’ reputation and
demonstrates leadership during

difficult times.

Core Principles

Accuracy First: Share only confirmed
information approved by University
Marketing and, when applicable, the
Office of the President, Public Safety or
University Counsel.

Unified Voice: All official messaging
should be coordinated through University
Marketing and the appropriate University
Communication channels to ensure
accuracy and alignment.

Empathy and Respect: Acknowledge
community concern in a tone that is calm,
professional and compassionate. Avoid
speculation, opinion or inflammatory
language.

Speed with Care: Timely updates are
important, but never at the expense of
accuracy. If details are still emerging, use
holding statements (e.g., “We are aware
of the situation and will share updates as
soon as they are confirmed.”).
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Protocols During a Crisis

Activation: University Communications,
in consultation with senior leadership
determines when a situation requires
crisis-level messaging.

Centralization: Messaging is drafted
and approved centrally. Departments,
colleges and units may share or repost
the official message but should not
create their own.

Examples of Crisis Scenarios

Campus safety emergencies

Major leadership changes or controversies

Monitoring: Marketing and designated
staff monitor hashtags, mention

and comments to track sentiment,
misinformation or reputational risks.

Escalation: Concerning or threatening
comments (e.g., safety risks, legal
issues, discriminatory content) must be
flagged immediately to Public Safety
and University Counsel.

Sensitive national or local news events
affecting the University community

Media Crisis Protocol

Deactivation: Once the crisis subsides,
Marketing will provide direction on
resuming normal posting and, if
appropriate, share a follow-up message
of gratitude or reflection.

Reputational risks (e.g., social
media misinformation, inappropriate
viral content)
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V. Writing and
Messaging Standards

Our written voice defines how Regis speaks
to the world. Whether in marketing mate-
rials, correspondence or academic com-
munications, our tone should always be
authentic, inclusive and mission-driven.
This section outlines the principles of brand

voice, messaging and language that ensure
our communications resonate with honesty
and purpose. When we write with consisten-
cy and care, we give the Regis brand a clear
and compassionate voice that reflects who
we are and what we believe.

I Brand Voice and Tone Guidelines

I Inclusive Language Standards
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Brand Voice and Tone Guidelines

Our brand voice expresses who we are, what we stand for

as an institution and how we connect with the world. It’s the
personality behind every word we share, rooted in Regis Uni-
versity’s mission, vision and values. Using a consistent voice
and tone ensures that every communication, from an event
invitation to a national campaign, feels authentically “us.”

General Guidelines

Be authentic: Speak Be inclusive: Choose

truthfully and avoid words that welcome and
exaggerated or overly respect all audiences.

polished language Be purposeful: Let

Be clear: Use plain, our mission and values
direct language that’s guide what and how we

easy to understand. communicate.

We use our voice to bring our mission to life in every mes-
sage. It shapes how we tell stories, share information and
invite others into our community, regardless of whether
we’re speaking to prospective students, alumni, faculty or
the community. Through it, we reflect the purpose, compas-
sion and integrity that define our University.

Be consistent: Maintain Be relatable: Sound

a unified voice across genuine, warm and
channels while adjusting conversational — never
tone for audience and robotic or institutional.

context.
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Inclusive Language

Inclusive language is central to how we

express our values and live out our mission.

The words we choose have the power to
welcome, represent and connect — or

to unintentionally exclude. By writing
and speaking with care, we ensure every
member of our community feels seen,
respected and valued.

We use inclusive language to reflect the diversity of our students,

faculty, staff, alumni and partners. In practice, this means:

Using person-first language: “Students
with disabilities,” not “disabled students”
or “people experiencing homelessness,”
not “the homeless.”

Avoiding assumptions: Don’t presume
gender, background or identity; use
gender-neutral terms when appropriate.

Respecting self-identification: Honor
the names, pronouns and terms people
choose for themselves.

Choosing current and neutral language:

Avoid outdated, biased or stigmatizing

i

terms, “first-year student” not “freshmen.

Being mindful of context: Reference
identity only when relevant and include
a range of voices and perspectives.

For detailed examples and best practices,
refer to the Regis University Writing Style
Guide. When in doubt, choose the language
that’s most inclusive, compassionate and
true to our values.

39



VI]. Brand Governance

and

-Nforcement

The strength of the Regis brand depends on
consistent application and shared account-
ability. Every communication that carries the
University’s name should meet our estab-
lished standards for quality and alignment.
This section outlines the processes for brand

review, approval and audit to ensure consis-
tency and protect the University’s visual and
reputational integrity. By following these
practices, we safeguard the trust our audi-
ences place in the Regis name.

I Approval
I Brand Audits
Common Violations

I Working with University Marketing
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Approva

When Approval Is Required

New logo, lockup or mark that incorpo-
rates the Regis name or brand elements.

Publications, brochures, ads and event
collateral for external audiences.

Digital and social media campaigns that

represent the University publicly.

CONCEPT —D

Department or unit
develops an initial
concept or draft.

SUBMISSION  =———p

Send materials to

University Marketing
through Wrike or the
project request form.

Partnerships, co-branding and sponsor-
ships that use the Regis identity.

Merchandise and apparel items bearing
the Regis name or logo.

REVIEW —

Project managers
review the request and
assign it to the design,
web, social or photo
team as needed.

Exceptions are internal memos, class

presentations or short-term student.

projects that are not distributed publicly

do not require formal brand approval.

FEEDBACK =)

Marketing sends
suggestions and
deliverables for review.

If further revisions are
needed, Marketing
provides clear feedback
and works with your
team to finalize updates.

APPROVAL

Once aligned, Marketing
provides final approval
and your materials are
ready to share.
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Brand Audits

University Marketing conducts regular
brand audits to ensure consistency across
digital, print and physical environments.
These audits provide constructive feedback
and resources to help all departments

Audit Deliverables

Unit-Specific Feedback Reports: Each
audited department or unit receives

a summary of strengths, areas for
improvement and corrective actions.

Summer
Annual Comprehensive Audit

Full review of University websites, social
media accounts, marketing campaigns,
merchandise and major print materials.

|dentifies systemic issues, common
misuses or areas where updates to the
Brand Standards may be needed.

present Regis with integrity and impact.
Audits ensure unified brand identity and
demonstrate proactive protection of the
University’s reputation and legal rights.

Brand Health Summary: An annual
report to University leadership with key
find-ings, risks and recommendations
for strengthening brand consistency.

Winter/Spring
Mid-Year Spot Check

Targeted review of high-impact channels
(homepage, campaigns, active social
channels, external advertising).

Ensures mid-year course corrections
before the next recruitment cycle.

Resource Updates: If recurring issues
are identified, University Marketing will
provide updated templates, training or
revised guidelines to address them.

Ad-Hoc Reviews:

Conducted as needed in response to
new initiatives, leadership request or
reports of off-brand usage.
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Common Violations

Even with clear guidelines, brand missteps can occur. The following examples represent
frequent violations that weaken brand consistency and should be avoided:

Typography Errors Logo Misuse Digital and Social Media
Using non-approved fonts Stretching, squishing or Using unofficial logos or
in official materials. distorting the Regis logo. personal photos as profile
Mixing too many typefaces, Changing logo colors outside images for institutional
resulting in a cluttered the approved palette. accounts.
appearance. Creating unapproved

Adding drop shadows,

Failing to maintain hierarchy gradients or outlines. hashtags or campaign names

. that confuse audiences.
(e.g., body text styled like a Placing the logo on busy

headline). backgrounds that reduce Posting content that
Color Palette Misuse readability. lacks alignment with the
University’s mission, values
Using off-brand colors or Creating unauthorized .
or professional tone.
shades close to, but not part sub-logos for departments,
of, the approved palette. programs or events. Creating Official University

Websites (as defined in the

Poor contrast that reduces Web Governance Policy)

accessibility or readability without obtaining approval

from University Marketing.

Written Content

Using outdated taglines,
mottos or program names.

Inconsistent capitalization of
University names, colleges or
programs.

Informal or off-brand tone in
formal communications.
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Common Violations

Even with clear guidelines, brand missteps can occur. The following examples represent

frequent violations that weaken brand consistency and should be avoided:

Photography and Video Violations

Visual Violations

Merchandise and Apparel

Producing T-shirts, hats
or promotional items with
unauthorized logos or colors.

Partnering with vendors who
are not licensed or approved
by University Marketing.

Using low-resolution or
pixelated images

Overusing generic
or inauthentic stock
photography

Including staged or clichéd
diversity photos that

don’t reflect the real Regis
community

Using outdated campus
images that no longer
represent current facilities

Exceeding 2-minute run time
for web videos

Shooting below Full HD
(1080p) resolution or 24
frames per second

Using incorrect orientation
(horizontal for general use;
vertical for social media only)

Poor framing: subjects not
clearly visible, poorly lit or
off-center

Using low-quality, unclear
audio with audio with noisy
backgrounds

Missing captions or
accessibility features

Using caption fonts that
don’t align with brand
typography standardsthat
no longer represent current
facilities.

44



N

Regis University

Brand Standards

VI. Brand Governance and Enforcement

Working with University Marketing

The University Marketing team brings
together expertise in strategy, design,
digital and multimedia to tell the
Regis story with purpose and impact.
We colaborate with academic and
administrative partners to develop
creative, data-informed solutions that
elevate the university’s brand and
support reputational goals.

Whether you’re promoting a program,

planning a campaign or refining web
content, we’ll help translate your
objectives into results that strengthen
the Regis brand.

Submit project requests at

Project Goals and Objectives

Plan ahead to ensure smooth workflows

Define your audience, goals and how
success will be measured.

Provide an approved budget code
Meet deadlines and respond promptly

Offer clear and constructive feedback

one.regis.edu/University Marketing

Fill out forms completely and
provide detailed descriptions.

Policies

Allow four weeks for new project
requests and one week for updates to
existing projects

Revision rounds may be limited as
needed to maintain timelines

Designate a single point of contact for
approvals to streamline communications

All projects will adhere to brand standards

Submit only finalized project content;
placeholder text and incomplete details
delay production

Projects will be archived after 30 days
of inactivity
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Regl the Ranger

N

Regi the Ranger represents the spirit and values of Regis University—
curiosity, kindness, service and community. Regi’s character
encourages connection, school spirit and pride in our Jesuit mission.

Usage and Permissions Appearance

Regi’s likeness and name are registered Regi’s image may be used in full color,

trademarks of Regis University. Mascot two-color or one-color formats. Do
illustrations or costume use must be not stretch, flip or modify the design.
approved by University Marketing. The mascot should never replace the
Contact brand@regis.edu for files or official Regis University logo.

usage permissions.

Mascot Appearances

Regi may appear at athletic, campus and community events. To request Regi,
submit a request with our Wrike software at one.regis.edu/University Marketing
with event details. Attendance is subject to availability.

Voice and Personality

Regi communicates with
warmth and curiosity, reflecting
Jesuit values:

Tone: Friendly, curious,
genuine, inclusive

Personality: Excitable,
inquisitive, generous, playful

Language: Simple, positive,
and action-oriented

Values: Cura personalis,
Magis, Contemplatives in
Action and “Men, Women and
Foxes for and with Others”
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and Contacts

University Marketing is responsible for brand management and for the
promotion of Regis University, its academic programs and initiatives
through marketing strategies and tactics like website development,
photography, publications, digital marketing, media relations and social
media. University Marketing takes appropriate steps to ensure that the
University’s brand is promoted and protected in all formats and is available
to discuss any questions about brand standards or assist any department,

college, etc., with the creation of their own materials.

For more information on these guidelines — or to get help with your
marketing, photos/video or digital media needs — please contact us or
submit a project request online at regis.edu/University Marketing.

Thank you for your role in supporting Regis and strengthening our brand.

Cassandra Grady
Assistant Vice President, University Marketing

University Marketing
marketing@regis.edu



