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1.1 The value of identity

St. John’s University has recently
completed a research and strategy
program to clarify its “essence.” 
One important outcome of this
work is to enable the professionals
producing St. John’s communications
to clearly articulate what St. John’s
is all about, and what sets it apart
from other institutions. 

The goal is to achieve consistency 
in the personality, words and design
of every piece of communication
that the University produces, includ-
ing both print and electronic mar-
keting materials. 
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1.2 Institutional positioning

The St. John’s positioning
Copy and design elements for St. John’s should continually and subtly 
reinforce its competitive positioning, which will help ensure the University
is represented properly and enable it to stand apart from other institutions. 

“At St. John’s our passion for education is guided by a simple 
truth – higher education is not only about career preparation; 
it’s about learning to make a difference in the world.”

“As part of our Vincentian heritage, we believe that education 
should include both academic study and direct, shared experience 
helping those less fortunate than ourselves. Our curriculum includes
technology-enhanced ‘academic centers of excellence’ with emphasis 
on sustainable development and social justice. Our programs 
involve students directly in volunteering, mentoring and ‘service 
learning,’ and such opportunities extend across the U.S. and inter-
nationally. Our community, one of the most comfortably diverse in 
the nation, reflects this commitment to shared experience where 
people from all walks of life can come together in an atmosphere 
of respect and common purpose.”

“We believe that the world is, indeed, getting smaller and that 
business and society need new leaders with a broad, informed view.
With our community stretching from New York to Rome, and with 
an exceptionally diverse student population, we are committed to 
higher education that will provide access, expand horizons, foster 
understanding, inspire leadership, and demonstrate how to truly 
make a difference in the world.”

“Working For A Better World”

The new St. John’s position statement is not a tag line, or a set of market-
ing messages intended for publication. Rather, the positioning is an inter-
nal planning document intended to guide the content, tone and manner of
marketing communications. It codifies a new set of ideas about St. John’s to
implant into the minds of various stakeholders, including:

• Education at St. John’s is about more than career preparation; it’s about 
learning how to make a difference in the world.

• This idea is actually at the core of the Vincentian heritage, upon which 
the school was founded and is now guided.

• Everyone – students, faculty, administrators and alumni alike –
is sensitive to this mission, and it colors how they perceive the school 
and their role in the school. St. John’s offers specific operational tools 
and tactics, beyond just “blue-sky” ideals, to improve the world.

• Every academic program has the capacity to support this cause.
• Every student life initiative (honors, sports, residence life) can support it.
• St. John’s sports can support it.
• Even the on-campus culture (welcoming diversity) supports it.



1.2 Institutional positioning continued

Targeted key messages

The new St. John’s brand positioning provides a conceptual platform to
guide development of new ways for the University to “think, act and 
communicate.” The ultimate goal is to change – through word and deed –
what St. John’s stands for in the minds of key audiences.

Success, in part, depends on targeted communications that speak to the
unique perspectives included in the St. John’s community:
• Students 
• Parents
• Faculty, staff and administration
• Alumni and friends
• High-school counselors

To summarize, it’s not enough to say that St. John’s is working for a better
world. You also need to clarify this in personalized messages that speak to
the needs of each group. 

The targeted messages below provide examples of how the new St. John’s
positioning can be personalized for maximum relevance and impact. They
are intended to show how each audience might be introduced to the posi-
tioning and oriented to its value. However, they do not drill down into 
the detailed support/benefit points that will be required for future market-
ing communications. 

To students . . .
“St. John’s will give you an education that you can put to use in more
ways than one.”

“We have over 100 different majors in subjects from science, to law, 
business, education, and the liberal arts. We have top-notch faculty and
academic programs designed to expand your horizons and prepare you
for a rewarding career. We have a rewarding campus life and sports 
programs, and opportunities for international study. And we have one
of the most comfortably diverse student populations in the country.”

“But there’s one more thing. Drawing on the tradition of St. Vincent 
de Paul, we’ve created a curriculum that blends academic study, pro-
fessional training and direct experience in helping people – especially
those who really need it – and serving communities. Most of our stu-
dents participate in a myriad of programs that emphasize principles of 
service to others, social justice and sustainable development in their 
curriculum. Off-campus programs also provide opportunities for volun-
teering, mentoring and ‘service learning’ to complement more career-
focused internships.”

“We believe that to be successful in life you need more than a top-notch
degree . . . you also need to expand your horizons and learn to make a
positive contribution to the world around you. We can show you how.”



1.2 Institutional positioning continued

To parents . . .
“You can trust that St. John’s University will provide the kind of educa-
tion that will help your child develop into a successful young adult . . .
one with the knowledge, skills, maturity, and personal values that will
lay the foundation for a successful and rewarding life after graduation.”

“St. John’s pays special attention to developing not only the mind, but
also the heart. Drawing on the tradition of St. Vincent de Paul, we
believe that education should include not only rigorous academic study
and professional training, but also direct experience in helping people –
especially those who really need it – and serving communities. In addi-
tion to their selected major, most students participate in programs that
emphasize principles of service to others, social justice and sustainable
development in their curriculum. Special off-campus programs also
involve students directly in volunteering, mentoring and ‘service learn-
ing’ as a complement to more career-focused internships.”

“Our graduates have a proven track record of successful careers in 
business, law, education, science, and communications. We like to think 
that their success is due not only to hard work and good academic
preparation, but also in large part to the lessons of tolerance, mutual
respect and service they learned while at St. John’s.”

To faculty, staff and administration . . .
“At St. John’s our passion for education is guided by a simple truth –
higher education is about more than just getting a job; it’s about learn-
ing how to make a difference in the world.” 

“Drawing on our Vincentian heritage, we believe that education should
include both academic study and direct, shared experience in helping
people – especially those who really need it – and serving communities.
This belief shapes our approach to teaching, research and the overall
learning environment. We are proud to offer our students a curriculum
that includes over 100 specialized majors, as well as ‘academic centers of
excellence’ and programs that emphasize principles of service to others,
social justice and sustainable development. Special off-campus programs
also involve students directly in volunteering, mentoring and ‘service
learning’ as a complement to more career-focused internships.”

“You play a vitally important role in ‘spreading the word’ about 
St. John’s . . . and in bringing our values to life. Your academic efforts,
administrative activities, special programs and communications will 
all help reinforce an understanding among students, parents, alumni, 
and others that St. John’s is truly dedicated to making a positive con-
tribution in the world.”



To alumni and friends . . .
“At St. John’s our passion for education is guided by a simple truth –
higher education is about more than just getting a job; it’s about learn-
ing how to make a difference in the world.”

“St. John’s pays special attention to developing not only the mind, but
also the heart. Drawing on the tradition of St. Vincent de Paul, we
believe that education should include not only rigorous academic study
and professional training, but also direct experience in helping people –
especially those who really need it – and serving communities. We are
proud to offer our students a curriculum that includes over 100 special-
ized majors, as well as ‘academic centers of excellence’ and programs
that emphasize principles of service to others, social justice and sustain-
able development in their curriculum. Special off-campus programs also
involve students directly in volunteering, mentoring and ‘service learn-
ing’ as a complement to more career-focused internships.”

“Our renewed focus on St. John’s founding values – academic excel-
lence and service to others – is intended to strengthen school spirit 
and build our reputation as a strong, national player in the educa-
tional marketplace. Ultimately, this should translate into success 
for future graduates of St. John’s and enhanced power and prestige 
for the St. John’s degree.”

To high-school counselors . . .
“There’s a new focus at St. John’s today, marked by a renewed commit-
ment to the principles on which we were founded. For over 130 years, 
St. John’s passion for education has been guided by a simple truth –
higher education is about more than just getting a job; it’s about 
learning how to make a difference in the world.” 

“Drawing on our Vincentian heritage, we believe that education should
include not only academic study and professional training, but also
direct experience in helping people – especially those who really need 
it – and serving communities. This belief shapes our approach to teach-
ing, research and the overall learning environment. We are proud to
offer our students a curriculum that includes over 100 specialized majors,
top-notch faculty and great campus life. We are also proud to offer
‘academic centers of excellence’ and programs that emphasize princi-
ples of service to others, social justice and sustainable development in
their curriculum. Special off-campus programs also involve students
directly in volunteering, mentoring and ‘service learning’ as a comple-
ment to more career-focused internships.”

“As a high-school counselor, you know that our graduates have a 
proven track record of successful careers in many diverse fields. 
Students on campus today will continue in this tradition thanks to 
their own hard work and our renewed focus on St. John’s founding 
values – academic excellence and service to others – that will serve 
as a springboard to their success.”

1.2 Institutional positioning continued



1.3 Personality and tone of voice

Personality
St. John’s has grown tremendously over the last 130-plus years – starting out
as a small schoolhouse in Brooklyn with several hundred students – and now
includes five campuses, hundreds of acres and more than 19,000 students.

Despite this tremendous growth, St. John’s is not yet recognized as the
modern, dynamic, sophisticated institution it is becoming. With this in
mind, the following personality dimensions should be reinforced in both
graphic elements and copy style and tone:
• Warm and friendly
• Diverse, yet inclusive
• Sophisticated . . . not parochial
• National . . . not local or “commuter”
• Dynamic . . . not set in its ways or overly cautious
• Up-to-date . . . but not ultramodern
• Catholic . . . but also Vincentian

It is this Vincentian heritage that truly defines St. John’s and distinguishes it
from other schools. Vincentian values underlie the personality of the school
and set the tone on campus. These are:
• Respectful
• Friendly
• Caring
• Inclusive 
• Humble
• Helpful
• Supportive

Tone of voice
Copy should not be too stylized, and should convey a natural, open, 
conversational tone of voice. In addition:
• Copy should play it “straight down the middle,” using the strengths 

of a straightforward, candid, uncomplicated tone that conveys key ideas
without posturing.

• Avoid creating copy that is overly formal or officious. At the same time, 
avoid being overly informal, cute, humorous or familiar.

• Avoid any temptation to adopt a “preaching” tone that one might 
associate with a religious institution.

• Readers should leave with the feeling that the “voice” of St. John’s is 
intelligent and tuned in to/sensitive to their needs and orientation.



1.4.1 The logo: A system for St. John’s University 
and its colleges and schools

There is one St. John’s logo for use 
on all University materials. It con-
sists of the crest and the University
name in the formation using the
joint “dot ligature” for the St.
abbreviation and lowercase j. All
parts are in an established arrange-
ment. Therefore, do not rearrange
the parts of the logo. 

College and School logos

For each of the colleges and schools
signatures have been created and
added to the basic St. John’s logo.
These college and school logos are
provided in horizontal and vertical
arrangements. Again, do not config-
ure additional arrangements or cre-
ate additional elements. Artwork
files are provided for:

College of Liberal Arts 
and Sciences

College of Pharmacy and 
Allied Health Professions

College of Professional Studies

Peter J. Tobin College 
of Business

School of Education

School of Law

All logo and signature files are 
provided in Illustrator® EPS format.

Horizontal arrangement Vertical arrangement

Illustrator is a registered trademark of 

Adobe Systems Incorporated.

Do NOT configure additional 
logo arrangements 

Do NOT create additional 
elements or add additional text 



Horizontal signatures

Vertical signatures

Wide version logos and signatures for special applications* * These are not intended 
for use on regular items 
such as brochures or flyers. 
Rather, these are intended 
for the special space 
restrictions of items such 
as horizontal banners.

1.4.2 The logo: Horizontal, vertical and wide versions



1.4.4 The logo: Colors

1.4.3 The logo: Its relationship to St. John’s  typefaces

Bodoni Antiqua

St. John’s primary color is PMS® 485. 

When printing in 4-color process, 
the Pantone® equivalent value of 
91% magenta + 100% yellow is not
used. Rather, the files have been pre-
pared with 100% magenta + 100%
yellow for the most solid red color
possible. This is especially important
on small-size applications.

When using St. John’s Red on the 
Web, the RGB equivalent is 255R, 
0G, 0B.

The logo is based on the Bodoni
Antiqua typeface. This is a classic 
typeface known for its elegance 
and dignity. Care should be taken
not to place the logo in close con-
tact with titles or columns of text
typset in Bodoni. This will diminish
the uniqueness of the logo itself.
Rather, the sans serif typeface
Frutiger should be used in proximity
to the logo. This modern sans serif
typeface will provide contrast to the
logo and help “showcase” the logo
rather than fight for attention with
it. See “1.7 St. John’s Typefaces” for
more specifics on type.

Frutiger

Red

White

Black

PANTONE and PMS are registered trademarks of Pantone, Inc.



1.4.5 The logo: Eight color versions

All black All white (for use on red)

All red (PMS) All red (CMYK)

Red crest, black type (PMS) Red crest, black type (CMYK)

Red crest, white type (PMS)
(for use on black)

Red crest, white type (CMYK)
(for use on black)

Artwork files are provided for 
all color versions of the St. John’s
logo as well as all college and 
school logos. For more specifics 
on St. John’s Red see “1.4.4 The
logo: Colors” or “1.5.1 St. John’s
Red: The primary color palette.”



1.4.6 The logo: The crest and the logo sizing system

Small use

Meduim use

Large use 

The height of the crest, 
measuring top shield edge 
to bottom ribbon point, is 
smaller than 3 picas (1/2 inch).

The height of the crest, 
measuring top shield edge 
to bottom ribbon point, 
ranges from a minimum of 
3 picas (1/2 inch) to a maximum 
of 9 picas (1 1/2 inches).

The height of the crest, 
measuring top shield edge 
to bottom ribbon point, is larger
than 9 picas (1 1/2 inches).

The sizing system for the logo files 
is based on differences in the design
of the crest. 

At very small sizes, there is no text 
in the crest, since it would not be
legible. At the medium size, the 
cuts in the book, heart and fleur 
de lys are exaggerated to allow for
clear printing. The amount of detail
in the shell increases with size: there
are five stripes in the small and
medium versions, and seven in the
large version. This exaggeration is
not necessary and, in fact, distract-
ing at larger sizes. Please be careful
to use the appropriate size for an
intended application. 

Most print materials will make 
use of the small files: Quark tem-
plates are provided for print 
communications (see “Volume 3:
Print Communications”). Station-
ery makes use of the medium files:
Quark templates are provided 
(see “Volume 2: Stationery and
Forms”). Large files will most often
be used on items such as signs 
and banners.

When using logos or crests on the
Web, be attentive to the resolution
at the intended size. Screen images
are only 72 dots per inch (much less
than the average printed item at
300 dots per inch) and often small,
finely detailed or complex items will
not “read” at this lower resolution.
To avoid a poor quality image on
the Web, use the small logo files
(with no type in the crest) at a larg-
er size than allowed in print.



1.4.7 The logo: File naming system

AS_RCpms_BT_S_H.eps

Indicates type of logo 

or signature (University,

School or College):

School of Law

Indicates color

of crest:

Red PMS 485

Indicates

color of

type:

Black

Indicates 

size:

Small

Indicates 

signature 

orientation:

Horizontal

The logo naming system consists of
a combination of five elements that
specify the type of logo, the color 
of the type, the color of the crest,
the size and the orientation.

The different types of logos:

SJ = St. John’s University logo

AS = College of Liberal Arts 
and Sciences logo

PH = College of Pharmacy and Allied 
Health Professions logo

PS = College of Professional 
Studies logo

SE = School of Education logo

SL = School of Law logo

TB = Peter J. Tobin College of 
Business logo

The different colors:

BC = black crest

RC = red crest

WC = white crest

BT = black type

RT = red type

WT = white type

pms = Pantone 485 as a spot color

cmyk = red comprised of 
100% magenta +
100% yellow
used for process printing

The different sizes:

S = small applications

M = medium applications

L = large applications

The sizing system for the logo files is
based on differences in the design
of the crest. See “1.4.6 The logo:
The crest and the logo sizing sytem”
for details on how to determine the
correct size. Please be careful to use
the appropriate size for an intended
application. Most print communica-
tions will make use of the small files.

The different orientations:

V = vertical

H = horizontal

W = wide

The logo specified by the name
described below:

Note: The St. John’s

University logo 

does not have a ver-

tical or horizontal

orientation. There 

is only the basic 

and the wide orien-

tation, for special

space restrictions.



1.4.8 The logo: Clear space requirements

No matter the size or application,
the logo should always be given 
a minimum of clear space equal to
the height of the crest, as shown in
the examples at right. In order to
present the St. John’s identifier 
with the dignity it merits, it is
important not to crowd the logo
with text, images or other logos.
The measurement shown is the
absolute minimum of clear space
needed to showcase the identifier
correctly; however, greater spacing
is allowed and encouraged.

When placing the logo on top of a
photo, which may occur in print
materials or advertising, take care 
to place the logo in a “quiet” area
that will not obscure any part of it.
Choose the color of the logo that
will work best on that area. For
example, use the all-white version
against dark backgrounds or the
red-and-black or all-black versions
against a pale blue sky, etc. See
“Volume 3: Print Communications
Guidelines” for examples of the
logo in use on photos and back-
grounds in the production of bro-
chures, booklets and flyers.



1.4.9 The logo or crest as background graphics

A special version of the logo is pro-
vided for use as a large background
graphic. This version has no text in 
the crest (similar to the small logo
files) but does not have the exagger-
ated cuts in the book, heart or fleur
de lys (similar to the large logo
files). Also, the crest alone is avail-
able for use as a background graph-
ic in the croppings shown here.
There is no text in this version of the
crest at any size. Files are provided
in Illustrator EPS format.

In this use, the graphic logo or 
crest may appear in solid red on a
white background, solid black on 
a white background, 8% tint of 
black on white, or overprint a solid
red area in a 8% tint of black. 
This last option creates an illusion 
of a slightly darker red on top of
the PMS 485 red: See “Volume 3:
Print Communications Guidelines”
for examples of this technique on
brochure covers. See “Volume 4:
Web Guidelines” for examples of
the black tint on white Web pages.



1.4.10 Background graphics file naming system 

The naming system for background
graphic files is comprised of four
elements indicating logo or crest,
color, size and cropping orientation.

BkgdCrest_B8_M_LE.eps

Indicates type

of graphic:

Crest

Indicates

color:

8% tint 
of black

Indicates 

size:

Medium

Indicates 

cropping 

orientation:

Left edge

The graphic specified by the name
described below:

Type of graphic:

BkgdCrest = cropped crest
BkgdLogo = graphic logo

Color:

B15 = 8% tint of black
B = solid black
Rpms = Pantone 485 red
Rcmyk = red comprised of 

100% magenta +
100% yellow 
used for process printing

Size:

M = medium
L = large

Cropping orientation:

BL = bottom left
BR = bottom right
LE = left edge
RE = right edge
TL = top left
TR = top right



1.4.11 Supporting signature system

A system has also been developed
for campus entities that, while 
not schools or colleges, neverthe-
less require logos reflecting their 
St. John’s University affiliation. 

There are two types of logos in the
supporting signature system: Logos
for entities that are University-wide
and all-inclusive (such as the Alumni
Foundation); and logos for specific
entities that include discrete groups
by interest (such as Vincentian
Center for Church and Society or
Freshman Center).

The signature logo for University-
wide entities is comprised of the 
St. John’s logo, a vertical line and
the entity’s name typeset in the 
same font on which the logo is
based (Bodoni Antiqua Regular). 
The name of the entity is typset 
all lowercase and in the same 
size as “st. john’s” and rests on 
the same baseline as “john’s.”

The signature logo for an interest-
specific entity is comprised of the 
St. John’s logo, a vertical line 
and the entity’s name typeset in 
the University secondary typeface,
Frutiger Roman. Taking into con-
sideration that some of these 
names may be quite lengthy, the
Frutiger name is typeset at a 
smaller size than “st. john’s,”
where the height of the capital 
letter that begins the name 
should be optically equal to the
height of the lowercase “n” in
“john’s” (known as the x-height). 
In these cases the entity name is 
initial capped, as it will help the 
legibility of lengthier names.

Clear space
These logos require the same
amount of clear space as any of 
the primary logos – a space equal 
to the height of the crest as 
measured from the flat top of 
the shield to the bottm point of 
the ribbon(see “1.4.8 Clear space
requirements” for more examples).

alumni

Vincentian Center�
for Church and Society

An example of a University-wide supporting signature logo:

An example of an interest-specific supporting signature logo:

Notice the entity name 
is the same font and 
same size as “st. john’s.”

Notice the entity name is the
Frutiger font and base-aligns
with “john’s.” The capital 
“C” rises to the height of the
point midway between the
“j” and the period after the
“t.” Setting the cap to this
height optically aligns the
height of the Frutiger word
with the x-height of the
Bodoni Antiqua “st. john’s.”

alumni



1.4.12 Supporting signature system colors

alumni

All black 
(solid black and a 50% tint of black)

White St. John’s crest and name,
black entity name (40% tint) 
(for use on red)

Black type (solid and a 50% tint) 
and red (PMS)

Black type (solid and a 50% tint) 
and red (CMYK)

Red St. John’s crest and name (PMS),
black entity name (50% tint)

Red St. John’s crest and name (CMYK),
black entity name (50% tint)

Red crest  (PMS), white St. John’s,
black entity name (40% tint)
(for use on black)

Red crest  (CMYK), white St. John’s,
black entity name (40% tint)
(for use on black)

Artwork files may be produced 
in the following color versions. 
Red is St. John’s Red; PMS 485 or, 
in process, 100% magenta + 
100% yellow. For more specifics 
on St. John’s Red see “1.4.4 The
logo: Colors” or “1.5.1 St. John’s
Red: The primary color palette.”
Files should be produced in 
Adobe Illustrator.®

alumni

alumni alumni

alumni alumni

alumni alumni



1.4.13 Suppporting signature naming system

The naming system for the support-
ing signature files is comprised of
four elements indicating type of
logo, crest or type, color and size.

Type of logo:

AL = Alumni
CM = Campus Ministry
VC = Vincentian Center
etc.

Part of logo:
C = crest
T = type

VC_RCpms_BT_B50_M.eps

Indicates type 

of logo: 

Vincention Center

Indicates 

color of crest:

PMS 485 red

Indicates 

size:

Medium

The logo specified by the name
described below:

Color:

B = solid black
B40 = 40% tint of black
B50 = 50% tint of black
Rpms = Pantone 485 red
Rcmyk = red comprised of 

100% magenta +
100% yellow 
used for process printing

W = white

Size:

S = small applications
M = medium applications
L = large applications

The sizing system for the logo files 
is based on differences in the design
of the crest. See “1.4.6 The logo:
The crest and the logo sizing sytem” 
for details on how to determine the
correct size. Please use the appropri-
ate size for an intended application.
Most print communications will
make use of the small files.

Vincentian Center�
for Church and Society

Indicates 

color of 

St. John’s 

type: 

solid black

Indicates 

color of 

entity type: 

50% tint 
of black

 



1.5.1 St. John’s Red and the primary color palette

Red

White

Silver gray

Silver metallic

Black

PMS 485 or process equivalent: 
100% magenta + 100% yellow

PMS Cool Gray 6 or process 
equivalent: 31% black

PMS 877 (no process equivalent)

Covers of collateral items should
never have more than one third of 
their area printed in black.

The primary color palette of 
St. John’s University is shown at
right. St. John’s Red is the most
prominent color and is represented
as PMS 485 as a spot color, or in
process color as 100% magenta 
plus 100% yellow. Please note 
that this is not the Pantone-
specified PMS 485 process equiva-
lent of 97% magenta plus 100% 
yellow. Rather, a slightly stronger,
totally solid, process combination
has been specified. This will make 
a difference for small logos and 
text. Please disregard all previous
specifications for reds used for 
St. John’s materials. On the Web, 
St. John’s Red is represented by the
RGB equivalent R255, 0G, 0B.

 



Primary color palette

Secondary color palette

Neutrals

light

medium

dark

subtle

Three color palettes are specified 
for use in communications items: 
the primary palette, a secondary
palette and a neutral palette. The
colors of the primary palette, espe-
cially the St. John’s Red, are to be
used prominently. 

Neutrals may be used freely,
although the St. John’s Red should
be present. 

The secondary palette should be
used sparingly. If used, St. John’s 
Red should be dominant over any
secondary color. Secondary colors
may be used more fully in interiors
of printed materials (see “Volume 
3: Print Communication Guidelines”
for further discussions of color in
print materials. 

Colors are listed as both spot 
and process-equivalent for four-
color printing. The process colors 
are specified using the following
industry-standard abbreviations:  
C = cyan
M = magenta
Y = yellow
K = black

Never judge the colors by a PDF
or laser print of these guidelines, as
this may not be an accurate repre-
sentation of the colors. Always con-
sult your Pantone swatch book.

1.5.2 St. John’s Red and the three color palettes

PMS 485 or 
100%M + 100%Y

PMS 7537 or
3%C + 10%Y 
+ 20%K

PMS 444 or
15%C + 15%Y 
+ 42%K

PMS 445 or 
20%C + 20%Y +
65%K

PMS 658 or 
30%C + 15%M 

PMS 669 or 
55%C + 30%M 

PMS 661 or 
100%C + 69%M 
+ 9%K

PMS 535 or 
42%C + 27%M 
+ 7%Y

PMS 666 or 
31%C + 30%M 
+ 7%K

PMS 667 or 
52%C + 49%M 
+ 14%K

PMS 669 or 
76%C + 78%M 
+ 47%K

PMS 5285 or 
31%C + 27%M 
+ 20%K

PMS 7472 or
52%C + 25%Y 

PMS 7475 or
50%C + 25%Y +
30%K

PMS 7477 or
80%C + 10%Y +
68%K

PMS 5565 or
30%C + 24%Y +
26%K

PMS 7458 or
40%C + 5%Y +
6%K

PMS 7459 or
57%C + 6%Y +
13%K

PMS 634 or 
100%C + 9%Y +
40%K

PMS 5425 or
30%C + 4%M +
31%K

PMS 142 or 
28%M + 76%Y 

PMS 144 or 
48%M + 100%Y 

PMS 717 or 
53%M + 100%Y
+ 2%K

PMS 4725 or
32%M + 35%Y 
+ 25%K

PMS 584 or 
12%C + 79%Y 
+ 6%K

PMS 7495 or
25%C + 80%Y 
+ 30%K

PMS 7498 or
25%C + 100%Y
+ 80%K

PMS 5773 or
9%C + 43%Y 
+ 38%K

White PMS Cool Gray 6
or 31%K

PMS 877
Metallic silver
(no process
equivalent)

Black

PMS 428 or 
2%C  + 18%K

PMS 7544 or
10%C + 1%M 
+ 40%K

PMS 7545 or 
23%C + 2%M +
63%K

PMS 7529 or
4%M + 12%Y 
+ 17%K

PMS Warm Gray 8
or 9%M + 16%Y 
+ 43%K

PMS 7532 or 
17%M + 50%Y +
65% K

PMS 8003 or
Metallic gold
(no process
equivalent)



1.5.3 Using St. John’s Red

Overall area Saturation Contrast on neutral

Other ways to incorporate red

Sports Management
Four-year 
undergraduate 
degree program and 
certificate program

Brochure title
lorum ipsum

Lorum ipsum dolor et 
vini wisi veniam en 
voluptate vini set julliast 
rega connubias

In imagery In type

As expressed previously, St. John’s
Red is the predominant University
color and should be especially preva-
lent on communications materials.
The simplest way is to create an
entirely red item, but this is too lim-
iting for a wide variety of materials. 

Another effective way of applying
red is using large areas of it to
achieve a saturation. This leaves
open many design possibilities and 
it will contrast effectively against
areas of subtle or neutral colors, 
or photos. 

An especially bright and vibrant
color, St. John’s Red will hold its own
against large areas of more dull,

neutral colors. Just a small spot of
red, such as the logo, will contrast
vividly with the Silver Gray, Silver
Metallic or any of the colors in the
neutral palette. Even though it is
not the largest area of color on the
cover, it will still predominate. This
same effect is achieved when the
logo or text is printed in red on a
predominantly white item.

Finally, red need not be printed as 
a flat color; it can be incorporated
through judicious use of photogra-
phy that contains large areas of 
red in the images. In this particular
case, it may be preferable to con-
trast the predominantly red photo
with an area of a less saturated, 

subtle or neutral color. Also, a cover
design of a printed item may simply
consist of a full-bleed photo.

Be careful to choose a bright 
white, sometimes referred to as a
cool white or blue white, paper
stock when printing St. John’s red. 
A stock that is a warm white or
cream will have a yellow undertone
that can cause the red to appear 
too orange. If printing flyers or
announcements on colored paper
stocks, use the all black version of
the logo. Printing a red logo on 
a colored paper stock can yield
undesirable results: for example, 
red on green would produce brown.



1.6 St. John’s photo style
(bold, clean, simple, modern)

When choosing photos for colla-
teral material, use images that are
aesthetically pleasing and of the
highest reproductive quality possi-
ble. Photos should be simple and
modern, with a single point of
focus. Avoid busy, detailed photos
and avoid creating complicated,
cluttered photo montages or
arrangements. Remember that peo-
ple, students in particular, are the
focus of St. John’s. Emphasize peo-
ple over buildings or classrooms.
When searching for a photo to rep-
resent a particular program or loca-
tion, try an image that is iconic, such
as a ball for sports or the Statue of
Liberty for New York City, rather
than trying to capture every facet of
the experience with too many pho-
tos. This iconic approach is more
clear and economical. For covers in
particular, using photos that incor-
porate the color red in them is a
subtle way of working St. John’s
color into a layout. Black-and-white
and color photos are appropriate. 

Always avoid cartoons, illustrations,
or “clip-art.” These items often 
feature a dated style 
and are too generic, 
neither of which 
reflects the unique 
personality of 
St. John’s.

Certain photos in these guidelines are stock photos

used as examples only. To purchase the painted 

sneakers (10190257) or family (10191090) or snow-

boarder (SP-252-0201) go to www.gettyimages.com.

No clip art!



1.7 St. John’s typefaces

Bodoni Antiqua Light

Bodoni Antiqua Light Italic

Frutiger Light 

Frutiger Light Italic

Frutiger Roman

Frutiger Italic

Frutiger Bold

Frutiger Bold Italic

Frutiger Black

Frutiger Black Italic

The St. John’s University logo is
based on the Bodoni Antiqua type-
face. This is a classic typeface known
for its elegance, dignity and read-
ability. Bodoni Antiqua, along with
the modern, sans serif typeface
Frutiger, has been chosen for use 
in all University communications as
well (except the Web). Frutiger 
is available in a number of weights,
which makes it invaluable for differ-
ent levels of headings and emphasis.
Body text in print materials may 
be typeset using either face. Cover
text in print materials, or text on
signs or banners next to the logo, 
is always specified in Frutiger in
order to contrast with the logo. 

Contrasting with the logo
Care should be taken not to place
the logo in close contact with 
titles or columns of text typeset 
in Bodoni. This will diminish the
uniqueness of the logo itself. 
Rather, the sans serif typeface
Frutiger should be used in prox-
imity to the logo. This modern 
sans serif typeface will provide 
contrast to the logo and help
“showcase” the logo rather than
fight for attention with it. See 
“1.4.8 Clear space requirements” 
for more specifics on clear space
around the logo.



1.8 Accent words

cosmopolitan
diversity
spirited

language

paris

St. John’s universal attributes

Program- or course-specific attribute

Event-specific attribute

A list of 78 “accent words” com-
prised of St. John’s universal attrib-
utes has been created based on the
positioning and personality strategy
for the University. These may be
used as simple line art on communi-
cation materials. In addition, writers
for program-, course-, or event-
specific materials may determine
“accent words” that will convey
unique attributes. Accent words are
always specified in Bodoni Antiqua
Light. For print communications, a
basic style is provided in each Quark
template for brochures, booklets
and flyers. Accent words can print in
Cool Gray 6, its process equivalent,
or for a more subtle effect, 20%
black. They can also print in any of
the palette secondary or subtle 
colors. Examples of print materials
using accent words in layouts 
are shown in “Volume 3: Print
Communications Guidelines.”

Spanish
Department 
of Languages and 
Literatures 

Master of Arts and 
Bachelor of Arts –
Master of Arts 
combined programs

lengua y
literatura
español

commitment

caring

community
compassion

contribution
Making a difference
Serving the needs and interests 
of the community 

achievement
advancement
ambitious
capable
challenge
collaborative
commitment
community
compassion
confident
contributions
cosmopolitan
creative
cultural
dedicated
determined
differences
disciplined 
diversity
dignity
education
empowering
endeavor
energized 
energy
engage

enrichment
enthusiastic
ethical
evolving
excellence
exciting
experiences
exploration
friendly
friendships
fulfillment 
giving
global perspective
growth 
hardworking
helping
honest
humanity 
imaginative
inspiring
integrity
international
justice
knowledge
leadership
mentoring

metropolitan
moral
motivated
multicultural
opportunity
outreach
personable
potential
principled
respectful
scholarly
school pride
self-reflection
service
service learning
sharing
sociable
spirited
success
supportive
teamwork
understanding
vibrant
visionary
volunteering
welcoming

St. John’s universal accent words



1.9 Editorial guidelines 

St. John’s University has recently completed a research and strategy 
program to clarify its “essence.” One important outcome of this work 
is to enable the professionals producing St. John’s communications to 
clearly articulate what St. John’s is all about, and what sets it apart from
other institutions. 

The goal is to achieve consistency in copywriting and designing every piece
of communication that the University produces, including both print and
electronic marketing materials. This consistency extends across:
• Editorial quality 
• Personality 
• Tone of voice
• Key messages

Copy should not be too stylized, and should convey a natural, open, con-
versational tone of voice. In addition:
• Copy should play it “straight down the middle,” using the strengths 

of a straightforward, candid, uncomplicated tone that conveys key ideas
without posturing.

• Avoid creating copy that is overly formal or officious. At the same time, 
avoid being overly informal, cute, humorous or familiar.

• Avoid any temptation to adopt a “preaching” tone that one might 
associate with a religious institution.

• Readers should leave with the feeling that the “voice” of St. John’s is 
intelligent and tuned in to/sensitive to their needs and orientation.

Specific references for editorial style situations are listed on this page and
the following pages in this section.

1.9.1 Use of college and school names in text

First use: St. John’s University
Subsequent use: St. John’s
Subsequent use: the University 
Never use: SJU
Never use: St. Johns’ (the possessive is never “St. Johns’ facilities,” instead
use “the St. John’s facilities” or “the facilities at St. John’s”)

First use: St. John’s College of Liberal Arts and Sciences
Subsequent use: the College of Liberal Arts and Sciences 
(“the” is never capitalized)
Subsequent use: St. John’s
Subsequent use: the college (rarely, and only when not confusing it with
other colleges, schools, and St. John’s overall)

First use: St. John’s School of Education
Subsequent use: the School of Education (“the” is never capitalized)
Subsequent use: St. John’s
Subsequent use: the school (rarely, and only when not confusing it with
other colleges, schools, and St. John’s overall)

First use: St. John’s School of Law
Subsequent use: the School of Law (“the” is never capitalized)
Subsequent use: the law school
Subsequent use: St. John’s

Overall editorial style
St. John’s follows the 
guidelines presented in the 
Chicago Manual of Style.



1.9 Editorial guidelines continued

First use: St. John’s University Peter J. Tobin College of Business
Subsequent use: the Tobin College of Business (“the” is never capitalized)
Subsequent use: the College of Business (“the” is never capitalized)
Subsequent use: St. John’s
Subsequent use: the college (rarely, and only when not confusing it with
other colleges, schools, and St. John’s overall)

First use: St. John’s College of Pharmacy and Allied Health Professions
Subsequent use: the College of Pharmacy (“the” is never capitalized)
Subsequent use: St. John’s
Subsequent use: the college (rarely, and only when not confusing it with
other colleges, schools, and St. John’s overall)

First use: St. John’s College of Professional Studies
Subsequent use: the College of Professional Studies 
(“the” is never capitalized)
Subsequent use: St. John’s
Subsequent use: the college (rarely, and only when not confusing it with
other colleges, schools, and St. John’s overall)

1.9.2 Campus designations in text

St. John’s University Queens Campus
(only if referring specifically to this location)
Subsequent use: Queens campus

St. John’s University Staten Island Campus
Subsequent use: Staten Island campus

St. John’s University Manhattan Campus
Subsequent use: Manhattan campus

St. John’s University Oakdale location* 
Subsequent use: Oakdale location*
Subsequent use: Long Island location*
Not: LaSalle
Not: Long Island Campus
(*Campus will be used when approved by NY state)

St. John’s University Rome, Italy Campus
Subsequent use: Rome campus

Building names
Names of campus buildings do not include an apostrophe. 
(e.g., St. John Hall)

1.9.3 St. John’s-specific usage guidelines

• The word “Saint” is always abbreviated (e.g., St. John’s)
• The preferred spelling is St. Vincent de Paul
• The word University is capitalized only when referring to St. John’s 

(e.g., The University policy is…).
• “Continuing Education Units” is abbreviated as CEU, 

no periods, no plural “s” (e.g., 2.5 CEU, not 2.5 CEUs).



1.9.4 Biographies and/or affiliations

Family names
Since the abbreviations “Jr., Sr., III” used after a name are part of that
name, they should be used with all titles or honorifics; these abbreviations
are used only with full names. “Jr. and Sr.” are set off from the name by a
comma; the roman numerals are not.

When roman numerals are used to differentiate male members of the 
same family with identical names, the following applies: If John Jay Smith’s
son or grandson is given the same name, he adds “Jr.” to his name; if, later,
a third family member is given the same name, he adds “III” to his name.

Professional abbreviations
Always use “Esq.” Or “M.D.” without any other title before or after 
the name.

Degrees
Abbreviate all degrees as decreed by the Chicago Manual of Style 
(e.g., B.A., M.A., Ph.D.). There is no space within a degree abbreviation
(e.g., M.Phil., not M. Phil.).

When referring to a generic degree, use an apostrophe s (‘s) in bachelor’s
degree or master’s degree and no apostrophe s (‘s) with associate degree.

When referring to a specific degree, always use the designation without an
apostrophe s, as in Master of Business Administration or Bachelor of Arts.

Professional credentials
Credentials such as “RN,” “MAI,” or “CPA” may appear in a biography;
there are no periods between letters.

Religious credentials
When using a priest’s full name in print, “Reverend” should precede the
name. However, in informal text, “Fr.” can be used.

The initials “C.M.” for priests in the Congregation of the Mission, and
“D.C.” for nuns in the Daughters of Charity. . . must always follow the 
full name.

Titles
When a title is listed in a biography or affiliation, it is always initial cap. In
the instance when a faculty person holds more than one title, a semicolon
separates the titles.

When referring to faculty or staff in print, use the title/rank given to 
them by the University (e.g., use Professor or Dean, not Dr.). Lists of 
faculty or advisory board names should never include a title before 
the name.

Alumni references
Do not use a comma to separate the alumnus name and college affiliation;
however, use a comma to separate multiple college affiliations. Always
include law affiliation and year of graduation if requested. Not everyone
uses designations.

1.9 Editorial guidelines continued

Example: Jane Smith, Esq. 
(not Ms. Jane Smith, Esq., or 
Jane Smith, Esq., Ph.D.)

Example: Reverend James Jones,
C.M. (full) or, Fr. Jones (informal)

Example: Sr. Mary Smith, D.C.

Example: John Doe, Dean; Director,
Special Programs.

Example:
Jane Doe, 
(not Dr. Jane Doe or Ms. Jane Doe)
Dean
XYZ University

Example: John Smith ‘64CBA
Example: Rita Benson ‘85CBA, ‘89L
Example: Peter Doe, Esq., 

Example: Thomas Jones, Jr. 
John Howell III

 



1.9.5 Contact information

Addresses
Vertical format: This is used wherever the address is meant to stand out,
especially in coupons; this format reflects the way addresses appear on a
mailing envelope (Order: Program Name, College Name, University Name,
Street Address, City/State/Zip). If used as part of a sentence, a colon should
precede it.

Linear format: This is used when an address is run into the rest of a para-
graph; this format, in the same order as above, is preceded by a colon and
ends with a period. Separate each element of the address by a comma,
except for the state abbreviation and zip code (no punctuation between)
and between the address and the phone number (use semicolon). Example:
For more information, write or call: Department of Human Services, 
St. John’s School of Education, St. John’s University, 8000 Utopia Parkway,
Jamaica, NY 11439; (718) 990-XXXX.

Telephone numbers
Telephone numbers always follow the same style with the area code
enclosed in parentheses and a hyphen between the exchange and 
the number.

1.9.6 Time and date

Time
In a day/date line, time information follows the day and precedes the 
date. A colon separates hours and minutes. Even hours are listed only 
by the hour, without :00 following (e.g., 8 a.m., not 8:00 a.m.).

When beginning and ending times are both a.m. or both p.m., 
list a.m. or p.m. just once after the second time (e.g., 8:15–10 p.m., 
not 8:15 p.m.–10 p.m.)

Lowercase both “a.m.” and “p.m.” with periods after both letters. 
High noon is written as “noon,” not “12 p.m.”

Date
In a day/date line, the day and date are spelled out, ending in a period.

When mentioning a specific date, spell out months and days. Write dates 
as cardinal numbers, not ordinal numbers (e.g., use 10, not 10th).

Always use an en dash to separate dates, never words (e.g., May 1 – 4, 
not May 1 through 4). If beginning and ending dates are in the same
month, do not repeat the month (e.g., May 1 – 4, not May 1 – May 4).

Insert a comma before and after the year only if a date is mentioned.

When referring to decades by numerals, do not use an apostrophe 
(e.g., The 1980s, not the 1980’s).

Century
When used as a noun, specific centuries are referred to numerically and 
not hyphenated (e.g., 20th century); when used as an adjective, they’re
hyphenated (e.g., 18th-century masterpiece).

1.9 Editorial guidelines continued

Example:
Mail to: 
Department of Human Services
St. John’s School of Education
St. John’s University
8000 Utopia Parkway
Jamaica, NY 11439

Example: (718) 990-6132

Example:
Tuesday, 8:30 a.m., September 9

Example: Come to the meeting on
Tuesday, September 9.

Example: “October 17, 1954, was the
date. ”; “October 1954 marked the
centenial of The Great Fire.”



1.9.7 Capitalization

Season
When referring to a specific date, capitalize the season (e.g., Fall 1995
reunion); in other circumstances, lowercase seasons (e.g., fall, spring, 
and summer).

Programs, awards, degrees
Do not capitalize these unless you are using the full official title.

Job titles
Always initial cap job titles (e.g., The Dean of the program).

Offices and departments
Capitalize these items only when using them in their official title

University designation
When using it alone, capitalize “university” only when referring to St. John’s
(e.g., At St. John’s, the University policy is . . . )

Federal, state, city
Capitalize these words only when using them in an official name or title.

Race, nationality
Capitalize designations referring to race or nationality; do not capitalize
designations based on color (e.g., Caucasian students; Polish professors;
white applicants).

Titles and headings
Use headline style to capitalize titles and headings. Capitalize the first 
and last words (regardless of part of speech), as well as all nouns, 
pronouns, adjectives, verbs, adverbs and subordinating conjunctions 
(e.g., as, because, if). Lowercase articles (such as a, an, the), prepositions
and coordinating conjunctions (e.g., and, but, for, or).

In titles using hyphenated compounds, always capitalize the first word; 
capitalize the word after a hyphen unless it is a preposition, conjunction 
or article or if the compound would normally be hyphenated (e.g., Self-
reliant Students; Forty-fifth Anniversary).

Capitalize both elements of a temporary compound that would not 
otherwise be hyphenated (e.g., Twentieth-Century Man; Spanish-
Speaking Students).

Colons
Capitalize the word immediately following a colon (e.g., Risk Management:
A Workshop) in titles/headings and in "Notes." (e.g., Note: The prerequi-
sites for this course include...). However, in regular body copy, do not capi-
talize the word after a colon unless what follows is a complete sentence.

1.9 Editorial guidelines continued

Examples:
Certificate in Taxation; the 
taxation certificate
Bachelor of Arts; bachelor’s 
degree program

Example: Office of Communications;
communications office

Examples:
New York City; the city’s activities;
Federal Bureau of Investigation; the
federal government

Examples:
Textbooks to Bring Along
Determining the Percentage of Costs
Theodore Roosevelt: The Man and
His Life
Co-ops and Condominiums

Example:
The requirements include: knowl-
edge of accounting…

The requirements were listed: You
should have a background 
in accounting . . .

Examples:
In-Person Registration 
Black-and-White Photos



1.9.8 Punctuation

Comma
No comma is needed between the month and the year. However, insert a
comma between the day and the year.

Serial comma/semicolon
Eliminate the serial comma between the final “and” in a series or list.
However, for clarity, use semicolons instead of commas if the list includes
multiple items and is more complicated. Always insert an “and” after the
final semicolon in the series (e.g., textbooks about philosophy, economics
and religion; extra pens for taking notes; and notepads.)

Apostrophes
Do not use an apostrophe when pluralizing dates, numbers or capital-
ized words; just add the “s” without a space (e.g., 1980s students in their
20s; ICBs).

Use an apostrophe with do’s and don’ts to avoid confusion with DOS 
(the disk operating system for personal computers).

Dashes
Use the “em” dash when setting off parenthetical phrases or clauses.

Use the “en” dash primarily to indicate a range between numbers or times,
substituting for the word “to.” 

Ampersands
Do not use ampersands (&) to replace the word “and,” unless the 
ampersand is part of an official company name or title, such as AT&T, 
Procter & Gamble, Harper & Row, etc.

Quotes and other punctuation
Insert periods and commas inside quotation marks; place semicolons and
colons outside quotation marks.

Enclose directly quoted text in double quotation marks, and enclose inside
quotes in single quotation marks.

Ellipses
Use three ellipsis points ( . . . ) to indicate the omission of one or more
words, usually from direct quotations. They also signify a sudden leap from
one topic to another, or an intended pause that’s too long for an em dash. 

Lists
Begin each item in a vertical list (either numbered or bulleted) with a 
capital letter, and, as a general rule, omit periods from the last item in the
list, unless one or more of the items are complete sentences.

1.9 Editorial guidelines continued

Example:
The next commencement will be
held in January 2001.

The next commencement will be
held on January 20, 2001.

Examples: The dancer — who was
from Detroit, Michigan — was
accepted into the advanced program.

8 – 10; From 10 a.m. – 3 p.m. 

Example: Credentials such as “RN,”
“MAI,” or “CPA” may appear in 
a biography.

Example: The customer service 
representative remarked, “Today, I
told the client, ‘We can get a sample
to you within two business days.’”

Example:
St. John’s University is one of
America’s leading Catholic universi-
ties, recognized for its:
• Outstanding academic programs
• Rich student life
• Vibrant diversity
• Big East vitality 

 



1.9.9 Numbers in text

Up to nine
Spell out all numbers from zero to nine.

Above nine
Numbers above nine are written as Arabic numerals (e.g., 11, not eleven),
unless the number begins the sentence, in which case it is written out.

Percent symbol
In scientific and statistical copy, use the symbol ”%”; in humanistic copy,
use the word “percent.” 

Tuition and fees
As a general rule, dollar amounts should be written in numbers, not in
words  (e.g., $25, not twenty-five dollars). Whole dollar amounts should
always be written without  “.00” (e.g., $210, not $210.00)

1.9.10 Titles of works
As a general rule, titles in the following categories are treated as indicated:

• Books, periodicals, newspapers: italicized
The New York Times

• Articles and parts of a book: roman type and in quotes
“Chapter 2: Decline and Fall”

• Plays: italicized
Romeo and Juliet

• Poems: roman type and in quotes, 
except for titles of long poems that have been published separately 
and titles of poetry collections, which are italicized
“When Lilacs Last in the Dooryard Bloom’d”;
Beowolf

• Motion pictures: italicized
Lara Croft Tomb Raider

• Television and radio programs: roman type and in quotes
“Fear Factor”

• Paintings, statues, works of art: italicized
Monet’s Waterlillies
Rodin’s The Thinker

• Songs: roman type and in quotes, 
except for long musical compositions, which are italicized
“Don’t Know Why”
Mozart’s Symphony No. 31, “Paris”

1.9.11 Latin in text
When including Latin phrases in copy, italicize the phrases.

1.9 Editorial guidelines continued

Example:
Of the cultures tested, fewer than
23% yielded positive results. 

The five-year credit will carry 
interest of three percent.

Example: Regarding habeas corpus,
a writ requiring that a detained 
person be brought before a court 
to determine the legality of the
detention, it can be said . . .

 


