
50th Anniversary 
Brand Messaging Guidelines

Celebration period
 September 27, 2021 – June 10, 2022



This year will mark the 50th anniversary of 
Evergreen’s first graduating class. In this 
year-long campaign, we aspire to honor our 
past, celebrate our present, and envision the 
future success of Evergreen’s next 50 years.
 
Since our founding, we have adapted 
to the complexities of the world and 
provided students with the foundations 
for more meaningful, fulfilling lives.  
The ideas of evolution and adaptation  

are central to the brand messaging.

Evergreen’s 50th anniversary will deliver 
meaningful communications, events, and 

programs centering equity and inclusion  
and the value of diverse perspectives both  

past and present.



50th Anniversary  
Strategic Goals

1. Enhance Evergreen’s reputation by 
demonstrating the college’s impact 
in significant areas of contribution.

2. Galvanize the Evergreen community 
by bringing students, staff, faculty, 
alumni, donors, and friends of 
Evergreen together for meaningful 
engagement with the college’s mission. 

3. Bolster student enrollment, alumni 
engagement, and philanthropic 
support at the college by delivering 
events, communications, and 
activities through a lens of 
equity and racial justice.



Primary tagline  

The core ideas of evolution and adaptation are evoked concisely in this tagline. The tagline is designed to elicit the past, 
present, and future at once, creating a continuum that all our audiences can engage with.



Audiences
The tagline and boiler plate messages are 
designed to apply to all Evergreen-related 
audiences including:

• Students and alumni

• Current and past staff and faculty

• Current and past leadership including 
presidents, Evergreen trustees, and 
Foundation board of governors

• Donors, parents, and friends 

• Prospective Evergreen students  
and their families

• Government, nonprofit,  
and business leaders



Boiler plate messaging
These boiler plate messages are built to address major 
categories of interest for all Evergreen-related audiences. 

• Student-centered

• Diversity, equity, and inclusion

• Academics

• Community-oriented

• Outcomes

Any sentence from any message can be inserted into 
a communication to add a branded element. Use your 
understanding of your audience to pull the messages  
you think they’ll respond to most.

Where appropriate, the perspective should be shifted to 
second person—especially if your communication has a 
call to action. 



Student-centered
Since 1971, we’ve evolved to meet the changing 
needs of students who want to create and learn 
on their own terms. Students continue to drive 
Evergreen forward by pursuing their passions and 
making connections to forge a brighter future.



Diversity, equity, and inclusion
We’ve evolved our understanding of diversity, equity, 
and inclusion practices over the decades, by leveraging 
our differences as strengths, fostering belonging, and 
collectively working to dismantle systems that have 
prevented historically marginalized groups from accessing 
and thriving in academia.

We know this work is never done, but with a community 
of rigor and humility, we continue to adapt so more people 
can get a powerful, life changing education.



Academics
The world isn’t static, and neither is our 
curriculum. Studies at Evergreen have 
always evolved to reflect the world we 
live in, so students get a rigorous and 
relevant education that prepares them 
for the future.



Community-oriented
We value good ideas no matter where they come 
from. Since the 70’s, students, staff, and faculty 
have worked together to create a learning 
community that evolves with the times and 
works toward a better, more inclusive world.

Greeners have always partnered with people 
and organizations outside the college, because 
building strong connections with alumni, donors 
and friends creates a community focused on 
solving the problems we face together.



Outcomes
 
Our alumni take the core values of 
collaboration and critical thought 
they gained at Evergreen and evolve 
their skills to become creative 
entrepreneurs, industry experts, 
cultural contributors, and general 
forces of good in the world. 



Since 1971, we’ve evolved to meet the changing needs of students who want to 
create and learn on their own terms. Students continue to drive Evergreen forward 
by pursuing their passions and making connections to forge a brighter future.

We’ve evolved our understanding of diversity, equity, and inclusion practices 
over the decades, by leveraging our differences as strengths, fostering belonging, 
and collectively working to dismantle systems that have prevented historically 
marginalized groups from accessing and thriving in academia.

We know this work is never done, but with a community of rigor and humility,  
we continue to adapt so more people can get a powerful, life changing education.

The world isn’t static, and neither is our curriculum. Studies at Evergreen have 
always evolved to reflect the world we live in, so students get a rigorous and 
relevant education that prepares them for the future.

We value good ideas no matter where they come from. Since the 70’s, students, 
staff, and faculty have worked together to create a learning community that 
evolves with the times and works toward a better, more inclusive world.

Greeners have always partnered with people and organizations outside the college, 
because building strong connections with alumni, donors and friends creates a 
community focused on solving the problems we face together.

Our alumni take the core values of collaboration, critical thought, and the spirit 
of lifelong learning they gained at Evergreen and evolve their skills to become 
creative entrepreneurs, industry experts, cultural contributors, and general  
forces of good in the world. 

Student-centered

Diversity, equity, 
and inclusion

Community-oriented

Academics

Outcomes



50th Anniversary Style Guide
Use this style guide as a reference for any communications 
you use regarding the 50th anniversary. 

50th. Superscript the th in references to the 50th anniversary.

advisor. Not adviser. Exception to standard AP style.

alumni graduation years. No comma between name and 
graduation year. Apostrophe curves left. Matt Turner ’15.

ampersand (&) vs. and. And is the preferred usage in most 
cases, unless referring to a proper noun outside of Evergreen. 

catalog. Not catalogue. The academic catalog. 

comma, serial (,). Generally, use a comma before the 
conjunction in a series for clarity and ease of reading. Do 
not use if the communication is intended for an outside 
publication that strictly follows AP style.  

email. Lowercase unless at the beginning of a sentence. No 
space or hyphen. 



facilities. Refer to these entries for the titles of Evergreen facilities.

s’gwi gwi ʔ altxw: House of Welcome Longhouse 
Education and Cultural Center. Use the full 
name, including the Lushootseed script, on first 
reference. Just Longhouse on second use.

College Activities Building. CAB acceptable on 
second use.

Communications Building. Use the full name.

Costantino Recreation Center. CRC acceptable on 
second use.

Daniel J. Evans Hall. Formerly referred to as the 
Library Building. Evans Hall acceptable on  
second use.

Indigenous Arts Campus. All first letters 
capitalized.

Lab I and Lab II. Use Roman numerals.

Seminar I and Seminar II. Use Roman numerals. 
Sem I and Sem II acceptable on second use.

first-year student, first-year students. Preferable to freshman and 
freshmen to avoid misgendering. 

full-time, full time. Hyphenate when used as a compound modifier:  
This is a full-time program. Do not hyphenate when following the 
subject: The program is full time.



Evergreen. Ever-evolving since 1971. Hyphenate Ever-evolving.  
Use periods when using the full tagline.

Evergreen Tacoma. No hyphen or dash between Evergreen and Tacoma.

Greener. Anyone who affiliates with Evergreen as a student, alumni, staff, 
or faculty member. Always capitalized.

Indigenous. Always capitalize the I.

nonprofit. No hyphen.

nonresident. No hyphen.

online. One word.

phone numbers. Formatted with area code in parentheses: (360) 867-5309.

president. Lowercase except when used as a formal title before a name. 
The president gave a speech. Interim President John Carmichael visited 
the program.

seasons and quarters. Lowercase references to seasons and academic 
quarters. The program runs from fall quarter through winter quarter.

STEM. The acronym, acceptable in all references, for science, technology, 
engineering, and math.

webpage. One word.

website. One word.



The Marks - BANNERS and STACKS 
(CMYK versions for printing)
 
File names will contain the color mode (CMYK for printing and RGB for web/social/email) and other vital information 
including the dimensions of the file, as indicated in pixels (px) or inches (in).

50-CMYK-Signature-Banner 50-CMYK-Signature-Banner-TACOMA

50-CMYK-Signature-Wordmark-STACK 50-CMYK-Signature-Wordmark-STACK-TACOMA



The Marks - BANNERS and STACKS 
(RGB versions for web/social/email)
 
File names will contain the color mode (CMYK for printing and RGB for web/social/email) and other vital information 
including the dimensions of the file, as indicated in pixels (px) or inches (in).

50-RGB-Signature-Wordmark-STACK 50-RGB-Signature-Wordmark-STACK-TACOMA

50-RGB-Signature-Banner-TACOMA50-RGB-Signature-Banner



Clear Space
The 50 mark should always be 
afforded a predetermined area  
of breathing space, referred to  
as clear space. 

This ensures that the identity 
maintains its hierarchy and is  
not overwhelmed by other  
visual elements. 

See diagrams for the appropriate 
clear space for the various marks. 
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1x 1x

1x 1x

1x

1x

1x

1x

1x



Improper use  
of the mark
No elements of the logo should 
be modified. Avoiding these 
misapplications helps maintain 
the visual integrity of the brand 
and allows for a cohesive look 
across all materials.

Some examples of what should 
be avoided are listed here.

Tips:

• Maintain the proportions of 
the mark as shown.

• Do not obscure any part of 
the mark.

• Do not add a drop shadow or 
any other special effects to 
the mark.

• Do not upscale the mark. 
Start with a larger size and 
scale down.

Do not reconfigure elements of 
the mark or change the wording.

Do not substitute colors for any 
elements in the mark.

Do not place additional graphic 
elements on the mark, such as 
a border.

Do not squeeze or physically 
alter the proportions of the 
mark.

Do not use other fonts  
for the mark.

Do not alter the transparency 
of the mark.



Most file types are not good at scaling up in size and 
you will probably end up with a pixelated mess. Please 
start with a file that is slightly larger than your preferred 
finished size and scale down. Your file will remain crisp 
and beautiful!



50th Anniversary  
Leadership Team
Strategic planning and implementation: Correan Barker

Advancement

• Correan Barker, Director of Strategic Engagement  

• James McPherson, Development Marketing and Communications Manager 

• Jessica Presler (JP), Alumni and Development Events Coordinator 

Marketing and Communications 

• Farra Layne-Hayes, Associate Vice President for Marketing and Communications

• Kurt Lorenz, Senior Graphic Designer 

• Brian Mathis, Creative Services and Web Manager

• Matt Turner, Storyteller 

• Kelly Von Holtz, Public Relations and Marketing Manager

Office of the President

• Susan Harris, Executive Associate to the President and Secretary to the Board of Trustees 



Learn more about  
Evergreen’s golden anniversary  

at evergreen.edu/50.

For questions about the 50th anniversary,  
email 50@evergreen.edu  

and a member of our team 
will assist you. 

http://evergreen.edu/50
mailto:50@evergreen.edu
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