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ABOUT LA  SALLE UNIVERSITY

When the Brothers of the Christian Schools founded La Salle College in 1863, they 
looked to their founder and the universal patron saint of educators, for inspiration 
and guidance. Beginning with this act of faith, La Salle became the first institution of 
higher education in the world to bear the name of St. John Baptist de La Salle. Even 
as La Salle has grown into a university to meet the changing needs of our students 
and our times, our Lasallian Catholic heritage remains a constant, nurturing our 
institution into a community rooted in the Catholic intellectual and social teaching 
traditions. These traditions inspire us to integrate scholarship from across the 
various academic fields in an effort to understand the world around us in ways that 
bring people closer in relationship to the transcendent. Today, La Salle University 
remains committed to the values of the Gospel and the founding story and vision of 
St. La Salle. Those values remain integral to how we understand our Catholic identity 
and informs us in how we continue our Lasallian educational mission.

CORE VALUES STATEMENT

Teaching and Learning

Teaching and learning are at the heart of the Lasallian educational mission. At 
La Salle, we are all students and teachers. Those who accept the challenge of a 
Lasallian education seek not only to exercise the mind, but to inculcate a love 
of learning, creativity, a sense of self, and an ability to discern relationships and 
possibilities where none are obvious. Our love of teaching and learning is manifested 
in opportunities for students, faculty, administrators, and staff to become reflective, 
discerning persons. La Salle aspires to fully awaken and ripen our intellectual, 
spiritual, emotional, ethical, social, and physical capacities.

Spirit of Faith and Zeal

Central to the Lasallian educational and spiritual heritage is the spirit of faith and 
zeal, a gospel value that animates La Salle’s mission and sustains a community that 
embraces all its members. Students and educators of all backgrounds and traditions 
are invited to participate in this dynamic spirit by fostering mutual understanding 
and dialogue in all aspects of La Salle’s institutional life. Striving to live the spirit 
of faith and zeal joins the University to a long commitment of Lasallian education 
to provide young people and adults with the learning to identify and develop their 
particular gifts and strengths that will enable them to live well and do good in life.

Service Rooted in Solidarity and Justice

Service rooted in solidarity and justice invites La Salle to embrace new ways of 
practicing faith-justice in society. The Lasallian educational vision renews its call 
for us to stand with those impoverished and marginalized, to identify inequity and 
exclusion created by society, and actively respond not merely with charity, but with 
courage, creativity, and compassion. This pursuit embodies the Lasallian vision, 
dispatching its practitioners to go to the roots of poverty and injustice in order to 
find just solutions that improve the lives of individuals, families, and communities 
worldwide.

Association

Association makes explicit our distinctive Lasallian educational heritage to create an 
atmosphere of collegiality, mutual respect, and trust within a community of students 
and educators. This horizontal relationship in which the “schoolmaster” becomes 
an “older brother or older sister” to students emerges from Lasallian spirituality, 
connects us to the global Lasallian community, and continuously shapes La Salle’s 
character and mission. Historically one of the vows of the Brothers of the Christian 
Schools, living out association is fundamental to provide the hope that a quality 
education offers to all, especially those marginalized and disadvantaged.

MISSION STATEMENT

La Salle is a Lasallian Catholic university committed to the principle that all 
knowledge is practical and empowering, filled with the capacity to transform 
lives. Anchored in the living tradition of the Brothers of the Christian Schools 
and in association with a diverse and inclusive learning community, our mission 
is to educate the whole person by fostering a rigorous free search for truth. 
La Salle, in affirming the value of both liberal arts and professional studies, 
prepares students for the lifelong pursuit and exploration of wisdom, knowledge, 
and faith that lead to engaged and fulfilling lives marked by a commitment to 
the common good.
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THE LA  SALLE IDENTITY AND ITS SYMBOLISM

Much research, thought, and work went into the development of the official La  Salle 
logo and brand identity. The University logo, formally introduced in 2004, is based 
upon a type treatment of the University name, and the logo’s mark, which is the 
Chevron.

The type treatment is a unique, hand-sculpted logotype of the La  Salle University 
name. Though it is based on a typeface, it has been altered to become distinct to 
La  Salle. 

Pulled directly from the La  Salle Coat of Arms, the Chevron has distinct, historical 
significance. It is used in the Coat of Arms to represent the founder of the Christian 
Brothers, St. John Baptist de La  Salle. 

St. John Baptist de La  Salle was born into a family of comfortable wealth in France 
in 1651. Many families surnamed De La  Salle utilized coats of arms, which portrayed 
three fracted chevrons. While the principal symbol of the Christian Brothers over 
three centuries has been the star (Signum Fidei, sign of faith), the Chevron has also 
been used to retain a symbolic connection to the founder. La  Salle University’s Coat 
of Arms retains a single fracted Chevron to remind the viewer of its namesake, who is 
the patron saint of all teachers. 

These elements combine to create a unique, ownable identity that is exclusive to 
La  Salle University and reflective of the University’s past, as well as its future. With 
more than 300 years of history portrayed in this logo, it is vital that each application 
is consistent and properly executed. As such, the Chevron must NEVER appear alone. 
It must always appear with the type treatment. The mark and logotype make up the 
logo, and they cannot be broken up into pieces. 

Additionally, use of prior University logos is unacceptable, except in rare instances 
for historical or nostalgia purposes. Permission must be received from University 
Enrollment, Marketing, and Communications for these uses.

La Salle University 
Coat of Arms

Chevron
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DESIGN ARCHITECTURE

The logo has been constructed so that the Chevron is always placed to the left of 
the University logotype. Proportion and structure cannot be altered.

SIZE RESTRICTIONS

When using the logo, all elements must remain in exact scale. No element may be 
enlarged or lessened individually. Additionally, the logo can never appear smaller 
than 1½” wide (shown here) for printed material and 108 pixels wide for digital 
communication. Note: The size of the logo is not a fixed value, but is instead 
relative to the piece upon which it is applied. 

SAFE AREA

The La  Salle logo must have a safe area, where no elements such as typography, 
other logos, graphics or photos, etc. may intrude upon the logo. Additionally, 
placing the logo too close to the edge of a paper, a folded edge, or a cut also 
violates the safe area. The safe area is based on the size of the Chevron mark. The 
safe area is half the size of the Chevron mark surrounding the entire logo (shown 
here).

Chevron Mark

Chevron

Logotype

IMPORTANT: THIS IS NOT THE LOGO!

The Chevron Mark must not be used independently of the rest of the logo’s 
components. The only exception to this rule is for the profile image of the 
University’s social media pages. This exception is permitted because (a) size 
restrictions make using the entire logo impossible, and (b) by default, the 
name “La Salle University” appears in proximity to the Chevron mark in the 
social media layout.

1.5 inches or 108 pixels wide

safe area inside dotted line

In this instance, the Chevron circle has a 
diameter of .5” therefore, a safe area of .25” 

must be kept on all four sides of the logo 
(indicated by the red semi-circles.)

.5”

.5”

.25”
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PRIMARY LOGO

This is the primary logo of La  Salle University. It is to be used in all pieces pertaining 
to the University. This logo should always appear against a white background in order 
to retain proper use of the color palette. 

REVERSE LOGO

The reverse logo is offered for materials where a large area is covered with the 
University PMS 540 Blue. The name “La  Salle University” will drop out of the blue to 
white, and the Chevron mark will be both gold and white. 

Primary Logo
(Full Color)

Reverse Logo
(Full Color)
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ONE-COLOR LOGOS

One-color logos are to be used on materials reproduced on machines using one color, 
such as faxes, printers and copiers, and other one-color print jobs. The may also be 
placed on some colored backgrounds, such as PMS 540 Blue. 

For a complete explanation of the University colors, see pages 19-21.

(1-Color Black)

(1-Color Blue)

(White Reverse/Black Background)

(White Reverse/Blue Background)
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VARIATIONS OF THE LA SALLE UNIVERSITY LOGO

SCHOOL AND DEPARTMENT DISTINCTION

Each school and department must use the logo uniformly. The school name will 
appear ¼ the size of the Chevron mark under the logo in Roboto Bold, set in all 
capital letters and, when used with the Primary Logo, it should be printed in PMS 540 
Blue or the CMYK equivalent.

The name of the department appears under the school in Roboto Regular in upper- 
and lowercase and, when used with the Primary Logo, is printed PMS 540 Blue or the 
CMYK equivalent. Breaks in the department name should be dictated by the given 
real estate surrounding the school and department, and should abide by the same 
rules outlined in the University-wide business card section of the stationery system 
in this book on page 24.

Individual logos should not be created. All logos requests should be requested 
through the lasalle.edu/brand project intake form.

SCHOOL OF ARTS AND SCIENCES
Digital Arts

SCHOOL OF BUSINESS
Accounting

SCHOOL OF NURSING 
AND HEALTH SCIENCES
Nutrition
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UNIVERSITY TAGLINE

La Salle University’s tagline is Explorers are Never Lost.

For nearly 160 years, La Salle students have been given the support, guidance and 
encouragement to blaze their own paths, knowing they will be fully supported on 
their personal journey to becoming the people they truly wish to be. No matter where 
their discoveries, explorations, and adventures lead them—in Philadelphia and the 
world far beyond—they are ready for wherever the day takes them. And all the days 
to come. The inspiration of the Christian Brothers, our Lasallian values, treasured 
relationships with teachers and fellow students, an exceptional education, and 
devoted community all serve as a guiding north star. 

As La Salle students and graduates, they will wander, but never be lost. 

Explorers are Never Lost

Note: When using the University tagline in copy, it must always appear in 
italics.

LOGO WITH TAGLINE*
*Limited Use Only

The official University tagline, “Explorers are Never Lost,” (Note: There is no period 
at the end) should appear under the University logotype in the logo, as well as any 
center distinction, department, etc., in this manner. The tagline is set in PT Serif 
Italic and should retain its proportions to the logo when scaled. This logo with 
the tagline is used on a limited basis. Consult with University Enrollment, 
Marketing & Communications when using this mark. To obtain a mark with the 
University tagline, visit the La Salle University Brand portal at lasalle.edu/brand.
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LEGACY L

Introduced in 2016 to supplement the La Salle athletics identity system, the Legacy 
L logo proved to be an instant success, and in 2020, it officially replaced the former 
Explorer logo as the primary mark for La Salle athletics.

Beyond its uses for athletics, the Legacy L serves as a less formal alternative to the 
University Chevron logo and is intended for uses where a bold visual representation 
of the University’s identity is needed, such as banners around campus.

Note that the L never appears without the La Salle arc text across the middle.

DO NOT make any alterations or add add extra elements to the Legacy L mark.

SIZE RESTRICTIONS

When using the Legacy L logo, all elements must remain in exact scale. No element 
may be enlarged or lessened individually. Additionally, the logo can never appear 
smaller than ¾” wide (shown here) for printed material, 90 pixels wide for standard 
screens, and 70 pixels wide for mobile applications. Note: The size of the logo is not a 
fixed value, but is instead relative to the piece upon which it is applied. 

SAFE AREA

The Legacy L logo must have a safe area, where no elements such as typography, 
other logos, graphics or photos, etc. may intrude upon the logo. Additionally, placing 
the logo too close to the edge of a paper, a folded edge, or a cut also violates the safe 
area. The safe area is based on the total width of the Legacy L logo. The safe area is 
an amount equal to ¼ of the entire width of the logo.

.75 inches wide – print 
90 pixels wide – screen 
70 pixels wide – mobile

safe area inside dotted line

In this instance, the Legacy L logo has a width of 1” 
therefore, a safe area of .25” must be kept on all four 

sides of the logo (indicated by the red box.)

.25” .25”

.25”

1” wide
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ONE-COLOR LEGACY L

For occasions where it is necessary to print the athletics Legacy L in only one color, 
it is necessary to use a version with an added outline so that the white border of the 
logo does not disappear against the background. See the examples below for single 
color variations.

USING THE LEGACY L LOGO ON A GOLD BACKGROUND

Similar to when using the 1-color Legacy L on a white background, a version with a 
rule added must be used against a gold background to prevent the gold edge of the 
logo from disappearing against the background.

LEGACY L WITH UNIVERSITY

The Legacy L with University may 
be used on a limited basis in cases 
determined by the University 
Enrollment, Marketing, and 
Communications department. 
This mark is reserved for external 
marketing materials in which there 
is a need to distinguish La Salle 
University from other entities 
bearing the La Salle name for a 
broader audience.

(1-Color Blue Legacy L  
on White Background)

(1-Color Black Legacy L  
on White Background)

(1-Color Blue Legacy L  
on Gold Background)

(Blue and White Legacy L  
on Gold Background)

UNACCEPTABLE

UNACCEPTABLE

UNACCEPTABLE

UNACCEPTABLE
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UNACCEPTABLE

UNACCEPTABLE

UNACCEPTABLE

UNACCEPTABLEUNACCEPTABLE

UNACCEPTABLE USAGE OF THE LEGACY L

A C

CB

Do not use without the “La Salle” text across the center. Do not use just the outline of the L shape.

Do not add custom elements to the Legacy L.Do not incorporate into crests or any other type of logo.
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UNACCEPTABLE USAGE OF THE CHEVRON LOGO

LA SALLE
UNIVERSITYUNACCEPTABLE

UNACCEPTABLE

UNACCEPTABLE

UNACCEPTABLE
UNACCEPTABLE

A

B

D

C

UNACCEPTABLE

UNACCEPTABLE

UNACCEPTABLE

UNACCEPTABLE

E

F

Do not overlay 
copy on top of the 
logo.

G

H

UNACCEPTABLE

BOOK

C L U B

UNACCEPTABLE

CORRECT

CORRECTUNACCEPTABLE

Do not alter color combinations. 

The logotype, though based on a typeface, has been customized. Do not use 
any other typeface to spell out La  Salle University or place all on one line. 

The Chevron mark and the logotype work as a team. The Chevron mark is 
never to appear alone without the logotype and conversely, The logotype is 
never to appear alone without the Chevron mark. 

 Do not place type over a screened logo or use the logo as a watermark

 Do not skew, stretch, distort, or rotate the logo.

Do not replace University with the name of a department or other unit.

Do not place the logo on background colors that are not within the brand 
standards.

  Do not insert the logo into other shapes or use it as a component of another 
graphic treatment (the logo should stand alone)
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LOGO USAGE WITH PHOTOGRAPHY

When using the official logo with photography, several guidelines should be followed. 
To ensure optimal readability, the logo may not be placed on top of distracting 
imagery. If the photo is a darker image, the white logo may be used. Ideally, the logo 
should appear on a flat color field so that it is easy to read. Here are acceptable uses 
of the logo with photography.

Unacceptable
Acceptable
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LA SALLE UNIVERSITY 
COAT OF ARMS



16

THE HISTORY OF THE COAT OF ARMS

La  Salle University’s Coat of Arms possesses a simple elegance. The Coat of Arms is 
appropriately divided into quarters by a cross, as befits a university in the Catholic 
tradition. 

The first quarter displays a star that comes from the insignia of the De La  Salle 
Christian Brothers, who founded La  Salle College in 1863 together with Bishop (later 
Archbishop) James F. Wood of Philadelphia. The Founder of the Christian Brothers, 
St. John Baptist de La  Salle, exhorted his followers to be people of faith. The Sign 
of Faith, symbolized by a star, is one of the principal hallmarks of the Brothers. In 
his meditation for the Feast of the Epiphany (traditionally 12 days after Christmas), 
St. John Baptist de La  Salle found powerful symbolism in the Star of Bethlehem in 
which the Magi had put so much faith and trust as they searched for the infant Jesus. 
The star identifies La  Salle University as rooted in the educational tradition and 
mission of the Christian Brothers. 

St. John Baptist de La  Salle himself was born into a family of comfortable wealth in 
France in 1651. As biographies of him began to be developed in the 19th century, 
many of the authors mistakenly connected De La  Salle with noble families of the 
same name. All of the noble families surnamed De La  Salle utilized coats of arms, 
which portrayed three fracted Chevrons. La  Salle University’s Coat of Arms retains a 
single fracted Chevron to remind the viewer of its namesake. St. La  Salle, canonized 
in 1900, was proclaimed the patron saint of all teachers in 1950 by Pope Pius XII. The 
other elements of the Coat of Arms are the plumed helmet, also used by De La  Salle 
families, and the University’s motto “Virtus Scientia” (Virtue and Knowledge), along 
with the year of founding in Philadelphia.
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OFFICIAL USE OF THE COAT OF ARMS

The University Coat of Arms is to be used only on the most official, important, 
formal documents of the University, such as diplomas, Presidential stationery, legal 
documents, Commencement materials, and other highly esteemed presentations.

The Coat of Arms should not be used on merchandise.

The Coat of Arms cannot be altered and should never appear smaller than ½” wide. 
A full list of acceptable uses of the Coat of Arms is available through University 
Enrollment, Marketing, and Communications, and use of the Coat of Arms requires 
prior consent from University Enrollment, Marketing, and Communications. The 
primary typeface of the University (PT Serif) must be used when typography is needed 
to work in conjunction with the Coat of Arms.

Helmet

Shield

Motto

(Full color) (1-Color Blue) (White Reverse/Blue Background)(1-Color Black)

ACCEPTABLE COLOR BREAKS FOR COAT OF ARMS
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TYPOGRAPHY 
AND  
COLOR PALETTE
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TYPOGRAPHY

To ensure consistency across communications and uphold the University’s identity, 
the official University typefaces are Sentinel, PT Serif, and Roboto.

The preferred font is Sentinel, however, PT Serif may be substituted when Sentinel is 
not available.

PT Serif and Roboto are open source fonts, which means they do not require a 
paid license and can be used for any purpose. All University computers should 
have them preinstalled. For personal computers, a free copy can be downloaded at 
fonts.google.com.

Editorial instances may arise where other fonts are called for, and you must secure 
permission from University Enrollment, Marketing, and Communications in order to 
use them.

Sentinel

The Sentinel typeface includes:

Sentinel light 
Sentinel light italic 
Sentinel book 
Sentinel book italic 
Sentinel medium 
Sentinel medium italic 
Sentinel semibold 
Sentinel semibold italic 
Sentinel bold 
Sentinel bold italic 
Sentinel black

PT Serif

The PT Serif typeface includes:

PT Serif regular 
PT Serif italic 
PT Serif bold 
PT Serif bold italic

Roboto

The Roboto typeface includes:

Roboto thin 
Roboto thin italic 
Roboto light 
Roboto light italic 
Roboto medium 
Roboto medium italic 
Roboto regular 
Roboto italic 
Roboto bold 
Roboto bold italic 
Roboto black 
Roboto black italic 
Roboto condensed light 
Roboto condensed light italic 
Roboto condensed regular 
Roboto condensed italic 
Roboto condensed bold 
Roboto condensed bold italic
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COLOR PALETTE

PRIMARY COLOR PALETTE

A consistent color scheme ensures all La  Salle communications project a cohesive 
image. The official University colors are PMS 540 Blue and PMS 7406 Gold. PMS 
refers to Pantone Matching System. 

For printed communications use PMS (Pantone Matching System) and CMYK (cyan, 
magenta, yellow, and black) four-color process. For digital and web communications 
use RGB (red, green, blue) and HEX (hexadecimal) color values.

LA SALLE BLUE
Pantone 540
CMYK: 100-55-0-55
RGB: 0-55-103
Hex: 003356

EXPLORER GOLD
Pantone 7406
CMYK: 0-18-100-0
RGB: 255-207-1
Hex: FFCE00
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SECONDARY COLOR PALETTE

The secondary palette is to be used as a supplement 
to—not a replacement for—the primary palette. 
La Salle Blue and Explorer Gold should always be 
the most prominent colors when representing the 
University.

Pantone 291
CMYK: 38-8-1-0
RGB: 154-202-235
Hex: 99CAEA

Pantone 144
CMYK:  0-49-100-0
RGB: 237-139-0
Hex: ED8B00

Pantone 559
CMYK: 31-4-22-0
RGB: 187-218-199
Hex: BBDAC7

Pantone 1205
CMYK: 0-4-48-0
RGB: 248-224-142
Hex: F8E08E

Pantone 313
CMYK: 100-0-11-6
RGB: 0-146-188
Hex: 0092BC

Pantone 389
CMYK: 15-0-99-0
RGB: 208-223-0
Hex: D0DF00

Pantone 3425
CMYK: 96-2-80-47
RGB: 0-99-65
Hex: 006341

Pantone 7511
CMYK: 3-47-91-22
RGB: 183-119-41
Hex: B77729

Pantone 178
CMYK: 0-75-57-0
RGB: 255-88-93
Hex: FF585D

Pantone 674
CMYK: 14-76-0-0
RGB: 199-87-154
Hex: C7579A

Pantone 1807
CMYK: 3-90-65- 28
RGB: 164-52-58 
Hex: A4343A

Pantone Cool Gray 11
CMYK: 63-52-44-33
RGB: 83-86-90
Hex: 53565A

HIGH CONTRAST 
ALTERNATES

The High Contrast 
alternates can be used in 
color applications in print 
and screen when a less 
stark alternative to black 
and white is desired.

Pantone 444
CMYK: 54-35-35-17
RGB: 113-124-125
Hex: 717C7D

Pantone 656
CMYK: 12-7-3-0
RGB: 220-226-235
Hex: DCE2EB

Pantone 2965
CMYK: 100-96-38-53
RGB: 0-38-61
Hex: 11123e
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COLOR USAGE MATRIX

The color usage matrix is a guide that can be used for selecting colors for your project 
based on its intended purpose and audience.

Begin with the primary colors, La Salle Blue and Explorer Gold. From there, add 
appropriate accent colors based on whether your project calls for a bold, subtle, 
formal, or casual approach.

SECONDARY COLOR PALETTE USAGE

In all cases, La Salle Blue and Explorer Gold should be used as the predominant 
colors. Secondary colors should be used as supplements to—not replacements for—
the University’s primary colors.

FORMAL

CASUAL

BO
LD

SUBTLE

FORMAL

CASUAL

SUBTLEBO
LD

FORMAL

CASUAL

SUBTLEBO
LD

FORMAL

CASUAL

SUBTLEBO
LD

FORMAL

CASUAL

SUBTLEBO
LD
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LA SALLE 
UNIVERSITY 
STATIONERY
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THE STATIONERY SYSTEM

The stationery system demonstrates how the branding process can be used to 
provide a strong, consistent identity for both internal and external communications. 
Maintaining consistency throughout the stationery system helps provide a unified 
identity for the University. 

From business cards to letterhead, from collateral to presentations, the content of 
the stationery needs to consistently follow the brand standards. The business card 
is the single smallest unit in the systems, and it also carries the greatest amount 
of information. Therefore, this medium, and the rules that apply to it, act as the 
foundation for all other related pieces of collateral. 

University stationery can be ordered through the La Salle Print and Mail center.

Please work with your spend control managers in your department to order 
stationery. They are now trained on the new stationery ordering system through 
Canon, our onsite print vendor.

PAPER STOCKS FOR STATIONERY

University Letterhead: Domtar Lynx 70 lb. text

Presidential Letterhead: Lynx Opaque Ultra Smooth Text-white or Strathmore 
Ultimate White 25% Cotton Wove 24 lb. Writing  Watermarked

Business cards: Vero Blazer Digital Satin Cover 130 lb. 18” x 12”

Electronic black and white versions of letterhead are only available through 
University Enrollment, Marketing, and Communications. 

Stationery for Athletics appears in the appendix at the end of this document.

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.1903 
F 215.951.1896
lasalle.edu

SCHOOL OF NURSING
AND HEALTH SCIENCES 

SCHOOL OF BUSINESS
1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

JONATHAN A DOE JR.
Assistant Professor, Master of Public Health Program

School of Nursing and Health Sciences
P 215.951.1057
C 215.951.1058
F 215.951.1886

doe@lasalle.edu

1900 West Olney Avenue
Philadelphia, PA 19141

lasalle.edu
Explorers are Never Lost
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UNIVERSITY ACADEMIC AND  
ADMINISTRATIVE STATIONERY

UNIVERSITY BUSINESS CARDS

The logo should print PMS 540 Blue and PMS 7406 Gold. All other information on the 
card prints PMS 540 Blue.

All cards are 3½” wide by 2” high.

Business cards can be ordered through the University’s print and mail center.

JONATHAN A. DOE JR., Ph.D.
Assistant Professor

Master of Public Health Program
School of Nursing and Health Sciences

P 215.951.1057
F 215.951.1058

doe@lasalle.edu

1900 West Olney Avenue
Philadelphia, PA 19141

lasalle.edu

Explorers are Never Lost

NAME
Title

Department
Division/School

Phone
Fax

Email

1900 West Olney Avenue
Philadelphia, PA 19141

lasalle.edu
Explorers are Never Lost
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UNIVERSITY ACADEMIC AND ADMINISTRATIVE LETTERHEAD

The logo should print PMS 540 Blue and PMS 7406 Gold. All other information on the 
letterhead prints PMS 540 Blue (except what is typed or written in the live area). 

University academic and administrative letterhead features the Chevron and the 
school or administrative division. Individual departments are not listed.

Printed letterhead can be ordered through the University’s print and mail center.

Microsoft Word versions of the letterhead are available for on the brand portal, 
lasalle.edu/brand.

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.1903 
F 215.951.1896
lasalle.edu

SCHOOL OF NURSING
AND HEALTH SCIENCES 

University Academic and Administrative 
Letterhead Layout (scaled)

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.1903 
F 215.951.1896
lasalle.edu

SCHOOL OF NURSING
AND HEALTH SCIENCES 

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.1903 
F 215.951.1896
lasalle.edu

SCHOOL OF NURSING
AND HEALTH SCIENCES 

Academic and Administrative Letter-
head  showing Logo and Division/School 
information at actual size and positioned 

in relation to the upper-left corner of 
letterhead

Academic and Administrative Letterhead  showing 
contact information at actual size and positioned in 

relation to the lower-right corner of letterhead



27

UNIVERSITY ACADEMIC AND ADMINISTRATIVE ENVELOPES

The logo should print PMS 540 Blue and PMS 7406 Gold. All other information on 
the envelope (except the mailing address) prints PMS 540 Blue. The placement of 
the logo and address information detailed below is applicable for No. 9 and No. 10 
envelopes only. 

University academic and administrative envelopes feature the Chevron and the 
school or administrative division. Individual departments are not listed.

Printed envelopes in sizes including #10, A7, A6, and 9”x12” can be ordered through 
the University’s print and mail center.

If you need an odd-sized envelope, please contact University Enrollment, Marketing, 
and Communications.

SCHOOL OF BUSINESS
1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

Academic and Administrative #10 Envelope Layout 
(scaled)

Academic and Administrative #10 
Envelope showing Logo and Division/
School information at actual size and 
positioned in relation to the upper-left 

corner of envelope

SCHOOL OF BUSINESS
1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA
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PRESIDENTIAL STATIONERY

BUSINESS CARDS

The Office of the President should use the University Business Card template. 

The logo should print PMS 540 Blue and PMS 7406 Gold. All other information on the 
card prints PMS 540 Blue.

All cards are 3½” wide by 2” high.

Business cards can be ordered through the University’s print and mail center.

ENVELOPES

The Coat of Arms should print PMS 540 Blue and PMS 7406 Gold. All other 
information on the envelope (except the mailing address) prints PMS 540 Blue. 

The rules detailed below are applicable for No. 9 and No. 10 envelopes used by 
the Office of the President. For use of envelopes 8” x 10” or larger, please contact 
University Enrollment, Marketing, and Communications for specific rules.

LA SALLE UNIVERSITY
Office of the President
1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

Presidential #10 Envelope Layout 
(scaled)

LA SALLE UNIVERSITY
Office of the President
1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

Presidential #10 Envelope  
Logo and Department information  

(actual size and positioned in 
relation to the upper-left corner of 

letterhead)

JOHN A. DOE
Vice President and General Counsel

Office of the President
P 215.951.5555
F 215.951.7777

doej@lasalle.edu

1900 West Olney Avenue
Philadelphia, PA 19141

lasalle.edu

Explorers are Never Lost
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PRESIDENTIAL DEPARTMENTAL LETTERHEAD

The Coat of Arms should print PMS 540 Blue and PMS 7406 Gold. All other 
information on the letterhead prints PMS 540 Blue (except what is typed or written in 
the live area).

LA SALLE UNIVERSITY
Office of the President

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.1010
F 215.991.1783 
lasalle.edu

Presidential Department Letterhead Layout 
(scaled)

LA SALLE UNIVERSITY
Office of the President

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.1010
F 215.991.1783 
lasalle.edu

LA SALLE UNIVERSITY
Office of the President

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.1010
F 215.991.1783 
lasalle.edu

Department Letterhead Logo  
and Department information  

(actual size and positioned in relation to the 
upper-left corner of letterhead)

Department Letterhead contact information  
(actual size and positioned in relation to the  

lower-right corner of letterhead)
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PRESIDENTIAL PERSONAL LETTERHEAD

The Coat of Arms should print PMS 540 Blue and PMS 7406 Gold. All other 
information on the letterhead prints PMS 540 Blue (except what is typed or written in 
the live area). 

LA SALLE UNIVERSITY
Office of the President

JOHN DOE
Vice President and General Counsel

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.5555
F 215.951.7777 
doej@lasalle.edu
lasalle.edu

Presidential Personalized  
Letterhead Layout 

(scaled)

LA SALLE UNIVERSITY
Office of the President

JOHN DOE
Vice President and General Counsel

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.5555
F 215.951.7777 
doej@lasalle.edu
lasalle.edu

LA SALLE UNIVERSITY
Office of the President

JOHN DOE
Vice President and General Counsel

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.5555
F 215.951.7777 
doej@lasalle.edu
lasalle.edu

Presidential Personal Letterhead Logo, Department  
information, and Personalization  

(actual size and positioned in relation to the upper-left 
corner of letterhead)

Presidential Personalized Letterhead contact information  
(actual size and positioned in relation to the  

lower-right corner of letterhead)
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EMAIL SIGNATURES

University Enrollment, Marketing, and Communications provides a form that allows 
users to input their information for a University email signature. The form generates 
the University’s preferred email signature. Once the form is submitted, an email 
signature is generated and users can paste it into their respective email service. This 
form can be accessed at on the brand portal, lasalle.edu/brand.

NAME BADGES

The University uses name badges to help identify staff at key events throughout the 
year. This branding assists campus guests such as prospective students and parents, 
external community members and others to easily identify staff members. To order 
your name badge, please work with your spend control tower coordinator to place 
this order. 

Jonathan A. Doe Jr.
Assistant Professor, Master of Public Health Program
La Salle University | School of Nursing and Health Sciences
O: 215.951.1057 | C: 215.951.1058
www.lasalle.edu

University Enrollment, 
Marketing and Communication

JOHN DOE



32

COLLATERAL
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PRINTED MATERIAL

In printed pieces such as postcards, brochures, invitations, or flyers, the logo should 
appear prominently on the front of the piece in a way that clearly identifies the 
University. When used with other visuals such as photography or graphic elements, 
the logo should generally appear in a location where it appears clear but does not 
distract from the overall message and look of the piece. When used as the sole visual 
element, the logo can be larger and more dominant.

EXAMPLES OF PRINTED COLLATERAL

Virtual Sessions Starting Today 

Your chance to win a $75 La Salle Outpost gift card

Spring into Success 
Winter Workshop Series

Example of an instance where the logo is the only visual. In 
this case, the logo can be larger and more prominent.

lasalle .edu/admissions

Welcome to the  
Explorer Family!
Next Steps for Your 
Student’s Acceptance

4136-0221

Explorers are Never Lost

Admitted Students Event
BLUE & GOLD DAYVirtual 

Open Houses
SATURDAY, SEPT. 19 
SATURDAY, OCT. 24 

PHILADELPHIA, PA

4110-0121

EXPLORER 
CAFÉ 
SPRING 2021

The Explorer Café is an informal, interdisciplinary forum that brings the La Salle community together 
for engaging, interactive discussions on thought-provoking topics. Cafés are open to all, and no 
prior experience or technical jargon is required. Come check us out for interesting conversations,  
a comfortable atmosphere, and friends.

3:30–4:30 p.m. 
Register at lasalle.edu/explorercafe

FEBRUARY 3

Does the La Salle 
Curriculum Represent 
Our Student 
Population?
Christian Camacho, ’21, and Yosibeth Torres, ’21 
Rosemary Barbera, Ph.D., Social Work 

THE CENTER FOR INTEGRATED LIFE SCIENCES  
at La Salle University 

Anchored by a shared focus on the life sciences, Biology and  
Integrated Science, Business, and Technology (ISBT) have teamed  
up to provide truly innovative and differentiated opportunities for 
students to engage in real-world science by establishing the Center  
for Integrated Life Sciences.

La Salle University has a long and proud tradition of training 
undergraduates for admission to medical and health-professions 
schools. We are equally committed to preparing students for graduate 
work or careers in the life sciences, pharmaceutical, and biotechnology 
industries. The exciting decision to combine the Biology and ISBT 
departments allows us to build on our track record of successful 
collaboration to enhance the professional development and workforce 
readiness of our graduates. 

Examples of instances where the logo is used in conjunction with other visual elements. In these cases, 
the imagery and content become the focal points, but the logo still appears in a prominent location.
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SOCIAL MEDIA

The official University-branded social media channels are managed by the University 
Enrollment, Marketing, and Communications team. If using the La Salle University 
brand for social tactics, the UMC teams needs to review for approval. Social posts 
need to be sized appropriately per platform.



35

WEB DESIGN AND LANDING PAGES

The La Salle University logo should be placed in the top left hand corner. Landing 
pages must include clear calls to action such as intake forms, event registrations, or 
link to application for admission. Landing pages should also have scan-able hierarchy 
of headings. 

Imagery should be reflective of the La Salle community and mindful of diversity 
and inclusion. Use of blue and gold and gradations of the primary brand colors are 
required. 

Text color and size—that overlays the background color—must meet WCAG 2.1 at 
level AA. A serif font must be used for headline and body copy. Recommended font is 
PT Serif or Merriweather.  
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DIGITAL ADS

In digital ads, like with print pieces or collateral, the logo should appear prominent 
and clear, but not overpower other visual elements.
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SIGNAGE
AND 
APPAREL
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ENVIRONMENTAL BRANDING

SIGNAGE

University signage, banners, and posters must all meet the requirements of the 
logo in order to project a proper image of the University, as well as provide clear, 
concise directions. When blue and gold colors are used on signage, use the offical 
versions (PMS). When selecting a vendor, you are advised to talk with the University 
Enrollment, Marketing, and Communications team for support.

WAYFINDING

The La  Salle University logo should appear in its truest form on wayfinding. Primary 
pieces of information (in this example, McCarthy Stadium, Classroom Buildings, and 
Administrative Offices) must always appear in the University’s primary typeface and 
on PMS 540 Blue.

BANNERS AND FLAGS

Each banner and flag needs to be as clear as possible, therefore a set structure for 
banners and flags has been established. Banners and flags, whether horizontal 
or vertical in nature, have a similar design theory, marked by a solid gold or blue 
background.

For information on table drapes and other usages, contact University Enrollment, 
Marketing, and Communications.
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APPAREL AND MERCHANDISE

For clothing or other merchandise bearing the University logo or Athletics logo, you 
must retain a vendor who is approved by University Enrollment, Marketing, and 
Communications. 

Official University colors need to be used for the logos, and it is not appropriate to 
place a logo over certain other colors. The processes of silk screening, stitching, 
embroidery, etc. can impact the final product. If you have any questions about these 
processes, please consult University Enrollment, Marketing, and Communications. 
Unauthorized use of La  Salle logos or imagery for profit can be punishable by law.

If the logo is too small to be legible on the surface area of your merchandise (e.g., 
pencils), simply use a type treatment of the word “La  Salle” in the approved, primary 
typefaces (see page 18). Unauthorized use of La  Salle logos or imagery for profit can 
be punishable by law.

All La Salle branded apparel items must be reviewed by University Enrollment, 
Marketing, and Communications.

APPAREL VENDORS

The following is a list of vendors that 
have been approved for the ordering of 
apparel. Deparments may order items from 
these vendors directly, however University 
Enrollment, Marketing, and Communications 
must approve all artwork prior to production to 
ensure brand standards are met.

B & E Sportswear
1005 Sussex Blvd Unit 1
Broomall, PA 19008
Phone (610) 328-9266
Fax (610) 328-9290
Web: bandesportswear.com
Rep: Bill McDevitt
Email: mcdevitt@bandesportswear.com

Kampus Klothes
164 Railroad Drive
Ivyland, PA 18974
Phone: (215) 357-0892
Web: kampusklothes.com
Rep: Mike Gonsiewski
Email: mike@kampusklothes.com

Identity Gear
Phone: (908) 334-9360
Web: identitygear.com
Rep: Brigitte Davis
Email: bdavis@identitygear.com

updated May 2021
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BRAND LANGUAGE

Please review some guidelines for branding terminology: 

• There must always be a space between “La” and “Salle.  
La Salle, not LaSalle. There are no exceptions. 

• When used as an adjective, the term “Lasallian” may be used. However, keep 
in mind, the term Lasallian refers to a global community, not just the La Salle 
University community. Note that the S is not capitalized; “LaSallian” is not an 
acceptable use.

• When referencing the University for the first time in copy, always use the full 
“La Salle University.” Subsequent mentions should be either “the University” 
(always capitalized) or “La Salle.”

• The name “La Salle” can never be broken line to line or page to page. Adjust 
spacing to ensure “La” and “Salle” do not appear on separate lines or pages.

• The University should never be referred to as LSU.

A complete list of editorial guidelines can be found here on the brand portal.

BRAND TONE

The La Salle brand is one of which we should all be proud. We are a strong mission-
driven organization providing a transformative education for more than 150 years. As 
such, we have a great story to tell, but to have the greatest impact, it’s important to 
tell our story in a consistent voice and tone. 

All messages from the University should always be respectful and well thought out, 
as well as warm and engaging. Copy and tone of voice should portray the University 
as a Lasallian Catholic community—where ideas flourish, academic discovery is 
encouraged, and students are prepared for lifelong learning, professional and 
personal success, with a commitment to the greater good.  

All University materials should be respectful of audience (alumni, students, 
prospective students, faculty, staff, parents, etc.) in order to reinforce the spirit of 
community that helps define the University.

COPY STYLE

Clear concise sentences engage readers. Jargon, slang, or improper phrases should 
not be used in University materials, as they do not portray the image of an esteemed 
academic institution. First and second person is the preferred tense to use in 
University materials, as it helps achieve a sense of community through our written 
words. Active voice is preferred over passive voice.

If you have questions on style/tone, please refer to the editorial guide on the brand 
portal at lasalle.edu/brand.
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PHOTOGRAPHY

Compelling, visually interesting photography further builds the brand image of 
La  Salle. All images used in marketing/communications should be approved by 
University Enrollment, Marketing, and Communications. The La  Salle brand is one 
that portrays an authentic college experience. As such, photographs should not look 
posed or staged. Exceptions may be made if you are using photography that was 
intentionally posed (i.e., graduation photos, headshots for announcement of faculty/
staff, etc.). If you need to acquire photography for a project, particularly campus 
scenes, University Enrollment, Marketing, and Communications will be happy to 
provide them to you. A catalog of approved photos for download through the brand 
portal.
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ILLUSTRATION

Compelling, visually interesting illustration further builds the brand image of 
La  Salle. Illustrations used in communications should be approved by University 
Enrollment, Marketing, and Communications. If you need to acquire illustrations for 
a project, University Enrollment, Marketing, and Communications will be happy to 
provide them to you.



43

ENROLLMENT, MARKETING,  
AND COMMUNICATIONS RESOURCES 

University Enrollment, Marketing, and Communications comprises a team of experts 
in marketing/advertising/graphic design/campaign planning, communications/
writing, events/logistics, web development/design, photography/videography and 
social media planning and execution as well as all aspects of enrollment/recruitment 
and admission of students. We are a resource for you to accomplish your goals. At 
the branding portal, you will find a project intake form that catagorizes requests 
from departments/schools. Please use this form, lasalle.edu/brand, when you start 
planning your projects. A timeline is also included on this site to allow enough time 
to partner with you to complete the project. Please reach out to us in the concept 
phase so we can assist you with your projects.

If you have any questions about the content of this manual, or about the 
La  Salle University brand, please contact University Enrollment, Marketing, and 
Communications at 215.951.1083. If you have questions about the Athletics identity, 
please contact Athletics Communications at 215.951.1513. A separate Athletics Logo 
Guidelines Manual is available in the appendix.

Whether your questions are about logo usage, the approval process, or 
inconsistencies you have discovered, please do not hesitate to let us know. 

WHERE TO FIND  
DIGITAL ARTWORK

Digital artwork is available online. To access the artwork, please contact University 
Enrollment, Marketing, and Communications via the brand portal or at 215.951.1083. 
Do not download low-resolution images from other sites to be used for printed 
materials.

Remember: The brand must be held to the highest standard in order 
to be successful.
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APPENDIX
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ATHLETICS STATIONERY

BUSINESS CARDS

The logo should print PMS 540 Blue and PMS 7406 Gold. All other information on the 
card prints PMS 540 Blue.

All cards are 3½” wide by 2” high.

ENVELOPES

The logo should print PMS 540 Blue and PMS 7406 Gold. All other information on the 
envelope (except the mailing address) prints PMS 540 Blue.  

The rules detailed below are applicable for No. 9 and No. 10 envelopes used by the 
Department of Athletics. 

For use of envelopes 8” x 10” or larger, please contact University Enrollment, 
Marketing, and Communications for specific rules.

ELIZABETH A. DOE
Head Coach

Lacrosse
P 215.951.5588
F 215.951.1144 

doe@lasalle.edu
La Salle University
Department of Athletics
1900 West Olney Avenue
Philadelphia, PA 19141
goexplorers.com

DEPARTMENT OF ATHLETICS
1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

Athletics #10 Envelope Layout 
(scaled)

DEPARTMENT OF ATHLETICS
1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

Athletics #10 Envelope  
Logo and Department information  

(actual size and positioned in 
relation to the upper-left corner of 

letterhead)
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ATHLETICS DEPARTMENTAL LETTERHEAD

The athletics logo should print PMS 540 Blue and PMS 7406 Gold. All other 
information on the letterhead prints PMS 540 Blue (except what is typed or written in 
the live area).

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.5555 
F 215.951.7777
goexplorers.com

DEPARTMENT OF ATHLETICS
Lacrosse

Athletic Department Letterhead Layout 
(scaled)

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.5555 
F 215.951.7777
goexplorers.com

DEPARTMENT OF ATHLETICS
Lacrosse

1900 West Olney Avenue
Philadelphia, Pennsylvania
19141-1199 USA

P 215.951.5555 
F 215.951.7777
goexplorers.com

DEPARTMENT OF ATHLETICS
Lacrosse

Athletic Department Letterhead Logo  
and Department information  

(actual size and positioned in relation to the 
upper-left corner of letterhead)

Athletic Department Letterhead contact information  
(actual size and positioned in relation to the  

lower-right corner of letterhead)

07.29.21


