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Overview
South Central College (SCC) has developed this Brand Style Guide to ensure a 
clear and consistent image for the college, which benefits SCC and consumers 
of our information. 

BRANDING
At its core, a brand conveys the expectations and experiences individuals will have with an 
organization over time. This is communicated via a successful brand strategy, which includes 
three primary elements:

• Brand Promise
• Brand Pillars
• Brand Identity

BRAND PROMISE
A successful brand promise must align with an organization’s mission, which defines its 
overall purpose and focus (why it exists). Currently, SCC’s Mission is our Brand Promise: 

South Central College provides accessible higher education to promote student growth and 
regional economic development.  

BRAND PILLARS
Brand pillars are key attributes that come together to support or illustrate how an 
organization achieves its Brand Promise.  

South Central College’s Brand Pillars are:

•  Choices: Technical career and professional programs, liberal arts and sciences and 
transfer programs, classes offered on two campuses and online  

•  Value: Individualized attention, expert instructors, small class sizes, lower tuition, 
funding options 

•  Opportunities: Job placement, business and educational partnerships, student life

BRAND IDENTITY
The Brand Promise and Pillars are effectively communicated through the use of consistent 
Voice and Tone Guidelines and Visual Standards, which are detailed on the following pages.
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Voice and Tone Guidelines
South Central College speaks with a consistent voice across all college 
communications, marketing and public relations. The tone can vary based on 
different audiences and media. It helps to think of South Central College as a 
person who is always speaking with the same voice, but whose tone might vary 
based on the situation.

GENERAL WRITING GUIDELINES
Please consider using the following guidelines for all external and internal communication: 

•  For prospective and current students, always focus on benefits and communicate  
in the second person (you). 

•  For general organizational information, communicate in the First person  
(I/we) or Third person (South Central College or the college). 

•  Focus on the key information your audience needs to know, rather than  
what you want to tell them. Eliminate all extraneous language.

•  Always use the most concise language possible (avoid wordiness). 

•  Utilize strong action verbs that convey purpose.

•  Choose active voice over passive voice.

•  Avoid technical jargon or acronyms that are only understood by those in higher education. 

•  Resist using metaphors, puns, figures of speech, sarcasm, and irony, and when you can’t 
resist using it, say what you are doing.

•  Keep language helpful, positive and optimistic.

•  Convey a sense of caring. 

•  Use our name “South Central College” on first usage and either “SCC” or  
“South Central College” on subsequent usage.

•  Think globally. Remember that your audience may not understand conventions specific to 
your little corner of the world.

•  See the next page for additional website-specific Writing Guidelines.
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WEBSITE-SPECIFIC WRITING GUIDELINES
People read the web differently than a printed page.  They scan the page, picking out 
individual words and sentences.  As a consequence it is important to help them find 
information more easily. Observing just a few guidelines can go a long way toward ensuring 
you can be easily understood: 

•  Capitalize first letters or bold keywords.

•  Use meaningful sub‐heads (not “clever” ones) that convey the content of the copy.

•  Utilize bulleted lists.

•  Include one idea per paragraph (users will skip over any additional ideas if they are not 
caught by the first few words in the paragraph).

•  Use half the word count (or less) than conventional writing.

•  Write with the Inverted Pyramid style, starting with the conclusion:

 ■  Start the article by telling the reader the conclusion (“After long debate, the 
Assembly voted to increase state taxes by 10 percent”).

 ■ Follow by the most important supporting information.

 ■ End by giving the background.

•  Be frugal. Make sure that the text you present is worth something to the reader. Avoid 
empty chatter like welcome text or instructions on how to use the site. The links and 
web page should be clear enough that it doesn’t require instructions 

•  Concise writing is always better, but don’t “dumb- ‐down” what you have to say. 
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Color Ratio

Visual Standards
South Central College adheres to consistent visual standards to ensure 
a clear image for all college communications, marketing and public 
relations, regardless of the audience or medium. 

COLOR
Consistent use of color is a powerful way to strengthen brand awareness and recognition. 
The following colors are approved for use on SCC communications, marketing and public 
relations materials.

Please note that the blue (Pantone 295 C) must always be used in a greater percentage than 
any of the other colors on any medium.

Accent and neutral colors are acceptable for use in select  
situations and in limited application (marketing materials,  
garment colors, special events) on a case-by-case basis.

Primary Color

Secondary Color

FONTS FOR GENERAL COMMUNICATION
Headline  |  Calibri Bold
Sub-headlines and Body Text  |  Calibri Regular

FONTS FOR MARKETING MATERIALS
Headline and Design Elements  |  Helvetica Bold Condensed
Sub-headlines and Design Elements  |  Helvetica Medium Condensed
Body Text  |  Minion Pro Regular

Pantone 295 C
CMYK: 100, 57, 0, 40
RGB: 22, 70, 121
HEX: 164679

Pantone 872 C
CMYK: 20, 30, 70, 15
RGB: 180, 151, 90
HEX: B49759

Pantone 207 C
CMYK: 22, 100, 79, 15
RGB: 172, 29, 54
HEX: AC1D36 Charcoal Gray

Black White

Neutral ColorsAccent Color
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LOGOS
Use the standard SCC logo in all possible instances where logo presence is needed, 
particularly in printed documents, such as brochures, newsletters, and business 
communications.

Every attempt should be made to use the standard two-color logo. However, there are times 
when this standard  is impractical or impossible to apply. The following are acceptable logos 
that include alternate styles.

APPROVED LOGOS
Find these logos at: www.southcentral.edu/logos

Standard Logo

Black White

Blue Gold

Horizontal Option
Note: This version can only be used with prior approval 
from the SCC Marketing & Communications department.
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IMPROPER USE
Do not place the South Central College logo at an angle. Do not stretch, compress or skew 
the logo. Do not change the colors, disproportionately scale, or add glows or shadows to 
the logo. Do not change the logo’s fonts and do not put the SCC logo on top of a busy or 
patterned background. Please contact the SCC Marketing  & Communications department if 
you are unsure about proper use of the SCC logo. 

CLEAR SPACE
Clear space is the blank area around all sides of the logo. Any other graphic or type elements 
must stay outside of the clear space.

Measure the clear 
space by using the 
two stacked capitol 
letters as shown.

GARMENT EMBROIDERY LOGO
Please contact the SCC Marketing  & Communications department for assistance when 
ordering embroidered materials.
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IMAGES
Consider the following when choosing 
photography for any promotional or informational 
materials for South Central College.

• Relevance to the SCC mission

• 300 dpi or higher for print

• Proper exposure and lighting

• Non-distracting background

• Interesting composition

• Promotion of diversity

• Content that is not offensive/controversial

• Subjects that are engaging, memorable, purposeful

SCC PHOTO GALLERY
SCC has a large collection of professional high 
quality photos available. Browse and download 
high quality SCC photos:  
www.southcentral.edu/marketingphotos

If you are unable to find a photo to fit your needs 
or if you would like to request a photographer for 
your event, please contact the SCC Marketing & 
Communication department.

RELEASE FORM
Please use the SCC and Minnesota State System 
“Image Release and Waiver” form for the use of images displaying the likenesses of 
people that are not officers, agents and employees of SCC and/or Minnesota State System. 
Download the form at: www.southcentral.edu/marketingforms

STOCK PHOTOGRAPHY
Authentic SCC photos are preferred, but stock images may be used when necessary. When 
stock photography is used, follow the same guidelines outlined above.

CLIP ART
Avoid use of cartoon style clip art and symbols in SCC promotional materials.
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BRANDED PROMOTIONAL ITEMS AND APPAREL STANDARDS
All promotional items and apparel paid for, used, or given out to by the college must contain 
one of SCC’s official logos somewhere on the item. Accompanying text and/or imagery needs 
to be approved by the department’s director, student organization advisor, and the SCC 
Director of Marketing and Public Relations.

The following standards apply to all promotional items and apparel produced by any SCC 
supported office, department, or recognized student organization. Using personal funds 
for merchandise or apparel representing an SCC supported office, department, or student 
organization does not exempt the item from brand standards, because the SCC brand is 
carried by the item regardless of the funding source.

If you choose to work with a licensed outside vendor to produce any branded merchandise 
or apparel, please submit your vendor and design proposal to the SCC Marketing & 
Communications department for approval.

Promotional Items/Give-Aways
Branded items need to use appropriate colors and must include the SCC logo. If you have 
questions about applying any of the graphic standards to SCC-funded merchandise, please 
contact the SCC Marketing & Communications department.

Employee Shirts
Employee shirts, ordered for a group of employees to be worn as representatives of SCC, 
should have the SCC logo and should follow the fabric and color standards outlined below.

Apparel Colors
Promotional attire may use any of the following fabric colors: SCC Blue, SCC Gold, Light 
Blue, Black, Grey, Charcoal Grey, White, and Tan.

Attire may use any of the following imprint colors (be sure adequate contrast is achieved 
between fabric and imprint colors): SCC Blue, SCC Gold, Black, and White.

EXCEPTIONS
•  Merchandise and Apparel sold by the SCC Bookstores must have one of SCC’s official 

logos, the full South Central College name, or “SCC” somewhere on the item. 

•  Other special circumstances and/or exceptions to the South Central College brand 
and visual standards outlined in this guide must be approved by the SCC Director of 
Marketing and Public Relations. 
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Stationery & Templates
South Central College provides templates for commonly used communication 
materials to make it easy to adhere to the college’s branding requirements. 
These include: Letterhead, Envelopes, Notepads, Business Cards, and 
Powerpoint Presentations.

LETTERHEAD
An electronic letterhead template is available at: www.southcentral.edu/brand

Standard 8.5”x11” Letterhead

www.southcentral.edu
FARIBAULT CAMPUS  |  1225 Third Street SW, Faribault, MN 55021  |  tel: 507.332.5800  |  toll free: 800.422.0391  |  fax: 507.332.5888

NORTH MANKATO CAMPUS  |  1920 Lee Boulevard, North Mankato, MN 56003  |  tel: 507.389.7200  |  toll free: 800.722.9359  |  fax: 507.388.9951

A member of the Minnesota State system. South Central College is an Equal Opportunity Employer and Educator and has ADA accessible facilities.

Top Margin: 2”

Bottom Margin: 2”

11”

8.5”

Left Margin: 1” Right Margin: 1”
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ENVELOPES

#10 Envelope

A2 Envelope

1920 Lee Boulevard
North Mankato, MN  56003

ADDRESS SERVICE REQUESTED

4”

9.25”

1920 Lee Boulevard
North Mankato, MN  56003

ADDRESS SERVICE REQUESTED

5.75”

4.375”
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NOTEPADS AND BUSINESS CARDS

Personalized Notepads

Personalized Business Cards

A member of the Minnesota State system 

First Last
Position Title

Faribault Campus
1225 Third Street SW
Faribault, MN 55021
tel: 000.000.0000
fax: 000.000.0000

North Mankato Campus
1920 Lee Boulevard
North Mankato, MN 56003
tel: 000.000.0000
fax: 000.000.0000

email@southcentral.edu

8.5”

5.5”

A member of the 
Minnesota State system 

First Last
Position Title

Faribault Campus
1225 Third Street SW
Faribault, MN 55021
tel: 000.000.0000
fax: 000.000.0000
North Mankato Campus
1920 Lee Boulevard
North Mankato, MN 56003
tel: 000.000.0000
fax: 000.000.0000
email@southcentral.edu

A member of the 
Minnesota State system 

First Last
Position Title

Faribault Campus
1225 Third Street SW
Faribault, MN 55021

tel: 000.000.0000
fax: 000.000.0000

email@southcentral.edu
A member of the 

Minnesota State system 

First Last
Position Title

North Mankato Campus
1920 Lee Boulevard
North Mankato, MN 56003

tel: 000.000.0000
fax: 000.000.0000

email@southcentral.edu

2”

3.5”
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POWERPOINT
This PowerPoint template is available at: www.southcentral.edu/brand

EMAIL SIGNATURE
Do not use graphics and images in your email signature. It is impossible to predict how they 
will be reproduced in recipients’ email reading programs. It also adds unnecessary amounts 
of file data to every email message sent and can inhibit performance of the email service. 
In your email preferences, be sure to set your signature to be added to all messages (new 
messages, replies/forwards, internal and external).

For all your email copy, use Calibri Regular and Calibri Bold fonts. Avoid colorful text and 
backgrounds.

NOTE: If you do not have information for a particular field (e.g. cell phone), omit the entire 
line (do not leave a space).

Title Page Other Pages

Example 1

Jesse Essej
Instructor

South Central College
www.southcentral.edu
Office: 999-999-9999
Cell: 999-999-9999
jesse.essej@southcentral.edu

Example 2

Jesse Essej
Instructor

South Central College
1225 Third Street SW 
Faribault, MN 55021
www.southcentral.edu
Office: 999-999-9999
Cell: 999-999-9999
jesse.essej@southcentral.edu

Example 3

Jesse Essej
Instructor

South Central College
1920 Lee Boulevard
North Mankato, MN 56003
www.southcentral.edu
Office: 999-999-9999
Cell: 999-999-9999
jesse.essej@southcentral.edu
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Faribault Campus
1225 Third Street SW 
Faribault, MN 55021

Local: (507) 332-5800
Toll Free: (800) 422-0391

North Mankato Campus
1920 Lee Boulevard

North Mankato, MN 56003
Local: (507) 389-7200

Toll Free: (800) 722-9359

Se
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01
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9:

02
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A member of the Minnesota State system. South Central College is an Equal Opportunity Employer and Educator and has ADA accessible facilities.  


