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“ we promise you 
the discovery
of yourself, 
the universe and 
your place in it.”
 -SISTER MADELEVA
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the
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Then Focus.
Then Create.

You’re in a powerful position. As a key member of the Saint Mary’s College 
team, you share in the opportunity to bring our story to the world. 

We say “opportunity” because that’s really what this is. The world needs smart, strong, confident women now more than 
ever. At Saint Mary’s, as you know, that’s what we have always delivered in undergraduate education, and will continue 

to do so for all students in our new graduate programs. 
So the significance of understanding and conveying the Saint Mary’s identity to prospective students, parents, alumnae, 

faculty, and staff, as well as leaders in business, industry, and government, cannot be overstated.

This isn’t a rule book. It’s not about grammar. Think of this as a guide for how to effectively and consistently express 
your pride in Saint Mary’s… a set of guardrails, so to speak, on an inspirational superhighway that will carry our story to 

the masses. We know you have the talent and creativity 
for the job. So take these cues on design, photography, and messaging, and run with it.

This is an exciting time at Saint Mary’s. Amazing things are on our horizon. 
And you’re a big part of it. So bask in it.
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“I’ ve discovered 
who I am and
have been 
empowered to 
be a strong, 
confident 
woman.”
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01.01 BRAND PROMISE

The active educational experience at 
Saint Mary’s College challenges, encourages, and 

empowers students to discover and reach their full 
potential as compassionate and confident leaders 

prepared and motivated to act with purpose and cause.

Our brand promise is our differentiated customer benefit. 
What Saint Mary’s believes it can authentically 

and distinctively deliver to the world.

01. BRAND PLATFORM

Brand
Promise
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01. BRAND PLATFORM

brand
pillars

ACADEMIC & 
PERSONAL 
EXCELLENCE

EMPOWERING
WOMEN TO
LEAD

VIBRANT, 
ACTIVE 
COMMUNITY

RELIGIOUS 
SENSIBILITY

GLOBAL 
DISCOVERY

Exploration isn’t just some 
ethereal idea that looks good 
and sounds noble. It’s bigger 
than that. It’s grittier than that. 
Exploration is about digging 
in and pushing boundaries. 
Finding what’s real. Falling 
down. Getting up. Challenging 
yourself. Surprising yourself. 
Opening yourself up to new 
realities no matter how strange or 
unexpected or unimaginable they 
may seem. Exploration is about 
looking at the world more deeply 
than ever before and finding… 
you. Because living is exploring. 
Always.

Leadership is a mindset. An 
attitude. It takes confidence 
and character. Compassion, and 
conviction. A clear vision, and a 
strong voice. Leadership is about 
never running away, and always 
running ahead. It’s about pushing 
yourself to change lives for the 
better, and inspiring others to do 
the same along the way. Leading 
is about putting yourself out there 
without reservation and showing 
the world the difference between 
standing up, and standing out. 
Because it takes great women to 
lead. And it takes good women to 
be great. 

You know you’re part of 
something special when you 
look around and see people 
never holding back. When you 
see accomplished, passionate, 
confident women expressing 
themselves to their fullest potential. 
Sharing their dreams. Pushing 
each other. Supporting each 
other. Encouraging each other. 
Striving for more. Inspiring, and 
being inspired. Together. That’s 
when a campus becomes more 
than a collection of buildings. 
That’s when a college becomes 
more than a community. 
That’s sisterhood.

It’s really not far from the head
to the heart. It’s a connection that 
awakens within us the kind of faith 
and awareness and concern for a 
troubled world that drives us to 
action. It’s what dares us to feel. 
It’s what puts the passion into 
compassion. We are the world 
changers. We are faithful and 
responsive. Because we know 
that social justice and equality 
and human dignity for people 
everywhere are not things to be 
found or discovered. But to be 
achieved.

Our minds, our hearts, our 
dreams, our compassion 
and commitment to positive 
change… boundless. So too is 
the education with which we 
empower ourselves. By exploring 
the world, we become the 
world. By developing a global 
perspective, we gain the power 
to solve problems and save lives 
from every angle. By becoming 
culturally fluent we redefine what 
it means to be a true citizen of 
the world. Because the problems 
facing humanity transcend 
geographic boundaries. So too, 
must we.

Our brand story rests firmly on the strength of our key brand pillars, which represent our 
highest principles, deepest commitments, and greatest achievements. They are clear and 

compelling proof points that support the brand promise and guide the brand story. 
The following brand pillars are written in the voice of our brand, as if communicating to 
external audiences about who the college is and what we stand for. Any references to 
“you” within the messaging are referring to our external audiences and prospects, 

their parents, friends of the college, and in some cases, alumnae. 
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01. BRAND PLATFORM

brand
Character

It’s who Saint Mary’s is at its core. In its heart. In its soul. 
These are the characteristics that form the college’s DNA and 

must always have a presence in marketing and communication efforts.

Our character is the DNA that shapes and forms our distinctive brand identity. 
The emotions we want to convey in our expression of the brand, however not 

necessarily the words we use in our brand voice.

because we are 
proud of who we 
are and what our 

education stands for.

because 
understanding 

yourself, and the 
world in which you 

live, goes hand in hand.

because making life 
better for others 
isn’t an idea, it’s a 

way of living.

because knowledge 
that isn’t brought 
to life isn’t really 
knowledge at all. 

because that’s what 
springs our spirit 

into action.

because that’s what 
transforms sisters, 

into sisterhood.

because that’s what 
it takes to lead and 

inspire others.

BOLD DISCOVERY COMPASSIONATEACTIVE VIBRANT TOGETHER CONFIDENT



01.04 BRAND IDEA

Spirit
 of 

Action
 

01. BRAND PLATFORM

brand idea
Our brand idea is grounded in the essential truth of our organization. 
The brand idea is a simple, declarative, authentic, and compelling idea. 

It is the rally cry that ignites the brand on all levels.



01.05 ETHOS

01. BRAND PLATFORM

ETHOS

Now is the time to be inspired and inspire. To ignite the passion that lies within you. 
Now is the time to explore and discover. To understand who you are and just how far you can go. 

No boxes to fit into. 
No single road you must take. 

Now is the time to be eager, curious, adventurous. 
Now is the time to see things you’ve never seen, feel things you’ve never felt, 

and hear things you’ve never heard. 
Now is the time to see a world in need and have the knowledge and desire to do something about it. 

To act with understanding, compassion, and conviction. 
Now is the time to find your voice and learn to use it confidently and boldly. 

It all lies before you.  
Waiting for you to reach your full potential and preparing you to make your difference in the world.

Now.
It’s your time.

Our brand ethos is the narrative that captures the 
essential character of the brand in an emotional, 

persuasive, and definitive manner.
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01. BRAND PLATFORM

Editorial
Guidelines

There are certain editorial elements you’ll encounter that we need to ensure are being 
presented correctly and consistently. From our name, to aspects of our history, to the way 
we refer to people and places around our campus. Keep in mind why this is important. When 
we tell our story to the world, it’s critical that we’re consistent in our terminology and style in 
order to make it clear that we know who we are as an institution, a community, and a culture. 

ACADEMIC AND 
PROFESSIONAL TITLES 

Titles are capitalized when they 
immediately precede a name, 
but are not capitalized when they 
follow a name or are used in place 
of a name. No periods in degree 
titles (e.g., MS, PhD, BA).

MADELEVA

This is often misspelled as 
Madaleva; it should be 
The Madeleva Society, Sister 
Madeleva, Madeleva Hall, etc.

“SISTER” NOT “SR.”

Preference is given to the use of 
Sister versus the abbreviated “Sr.”

“CSC” IS THE LATIN 
TRANSLATION OF CONGREGATIO 
SANCTAE CRUCIS, 
OR CONGREGATION OF THE 
HOLY CROSS”

According to the preference of 
the Sisters of the Holy Cross, this 
suffix does not contain periods.

CAPITALIZATION

A few guidelines:

Reunion: should be capitalized  
 when used as an official   
 event title.
Mass: should be capitalized in  
 running text.
Courses: should be capitalized.
Majors: should not be capitalized.

Always capitalize the titles of 
publications, plays, compositions, 
lectures, etc. excluding articles 
of speech, conjunctions, and 
prepositions (with some exceptions).

RELIGIOUS SUFFIXES

Abbreviate when used with a 
person’s name on first mention 
and set off with commas (e.g., 
Sister Rose Anne Schultz, CSC, 
vice president for Mission).

COMPUTER TERMINOLOGY

These words and references are 
rapidly changing. Some common
terms should be written as follows: 

email
home page
internet
intranet
web, website, webpage

NUMBERS

Spell out one through nine; 10 
and above are numerical except 
when beginning a sentence. 
Use figures for percentages and 
dimensions:

4 percent
3 ounces
5 feet 3 inches tall

STUDENT HOUSING

Student housing should be 
referred to as Residence Hall. Do 
not use the term Dormitory.

TIME

When posting times, use this 
format:

8:00 a.m. and 8:00–9:30 a.m.

ABBREVIATION

Do not use abbreviation “SMC.”
These initials are used locally 
to describe Southwestern 
Michigan College

“LE MANS”

Separated by a space.

“THEATRE” NOT “THEATER” 

Theatre is the correct spelling for 
the Little Theatre and the theatre 
major at Saint Mary’s.

*If you need additional guidance on college 
style, please contact the Integrated Marketing 
and Communications Department at Ext. 4595 
for a more robust editorial style and reference 
guide.
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“It’s been an 
unexpected 
journey of 
leadership, 
personal 
growth, 
and sisterhood.”
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02.01 BRAND TONE

02. BRAND EXPRESSION

brand TONE

Content should be elevated and smart in its tone, but also conversational in its feel. 
We’ll want to make use of second person POV (“you”) as a way to speak 

directly to our audiences and make our messaging more engaging and relatable. It’s ok 
to use contractions and sentence fragments. Saint Mary’s is not an overly formal place. 

A big part of the Saint Mary’s tone is the use of truisms as a way to capture the magnitude of mission 
in a way that is concise, powerful, and moving. We need to get to the point quickly and in a way that 

will be remembered. These truisms about the Saint Mary’s experience are a great way to do that: 

When imagination ignites action.
When a community becomes a sisterhood for life.

When your soul screams and the world starts to listen.

It’s important to capture the seriousness of our spirit of action and make it clear to students and 
prospective students that this is their time to begin leaving their mark on the world. For example: 

Now is the time to be eager, curious, adventurous. 
Now is the time to see things you’ve never seen, 

feel things you’ve never felt, 
and hear things you’ve never heard.

The tone of Saint Mary’s is one that conveys the college’s spirit of 
action and compassionate service and leaves no question as to the seriousness of that 
mission. This isn’t touchy feely. It’s active, engaging, compelling, exciting, intelligent, 

supportive, and concise.



02.02 BRAND VOICE

02. BRAND EXPRESSION

Brand 
Voice

When searching becomes discovering. When growth turns into wisdom.
When imagination ignites action. When learning is life changing.

When character meets confidence. When solutions find their Spirit.
When passion is empowered to make radical change for the better.
When your heart, soul, and mind become one unstoppable force. 

When your spirit screams and the world starts to listen.
That’s when being alive becomes living. 

That’s when you know you’re here.

Saint Mary’s.
Live Your Spirit.

It is essential to consistently present the tone that reflects the
attitude and personality of our brand authentically and persuasively.

Our brand voice is passionate, vibrant, and confident. It conveys the 
aspiration of our “spirit in action”and is bold, engaging, and active.



02.03 MOOD BOARD

02. BRAND EXPRESSION

Mood
Board



02.04  BRAND MESSAGING MATRIX

02. BRAND EXPRESSION

brand 
Messaging Matrix

PROSPECTIVE STUDENTS- 
UNDERGRADUATE

When the journey is the reward.
When passion drives action.

When learning is life changing.
When your spirit empowers you to 

make a difference.

PARENTS

When a calling becomes a career.
When passion drives action.

When faith fights for a better world.
When potential finds its path

PROSPECTIVE STUDENTS-
GRADUATE

When passion drives action.
When potential finds its path

When learning is life changing.
When your calling is clear.

ALUMNAE

When sisters become a sisterhood.
When a legacy lasts a lifetime.

When home is always there for you.

CURRENT STUDENTS

When the journey is the reward.
When passion drives action.

When your spirit cannot be denied.
When sisters become a sisterhood.

FACULTY/STAFF

When knowledge changes lives.
When potential finds its path

When a legacy lasts a lifetime.
When passion drives action.

The brand matrix should serve as a reference tool so that we are clear on what the thrust of 
our brand message should be to individual audiences. For example, while we know what our 
brand pillars are and they appeal to a broad range of audiences, we also know that parents 
of prospective students are going to be more interested in certain things that might not be 

top-of-mind for students. This matrix offers the types of messages that will be more important 
to various audiences.



01.01 BRAND PROMISE

“when Passion 
ignites action.”
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03.01 BRAND COLOR

 03. LOGO GUIDELINES

brand color
 The blue and white school colors of Saint Mary’s College are colors traditionally 

associated with the Virgin Mary. These are often applied to athletic symbols and/or the 
printed items at the college. The use of blue ink on white, or the opposite, isn’t mandatory 

for all uses for the logo or seal, but it is often the most appropriate color choice. For 
instance, the basic stationery for the college letterheads, envelopes, note cards, business 

cards, and name badges are printed on white and in blue ink.



03.02 SIZE / TYPOGRAPHY

03. LOGO GUIDELINES

size / 
Typography

1/16”

SUB LOGO

For use in conjunction with the Saint Mary’s College logo, such 
as contact information below the logo (i.e., department, address, 
web address, etc.) use Palatino:

Palatino Regular
Palatino Italic
Palatino Bold
Palatino Bold Italic 

OFFICIAL LOGO

The logo may be enlarged or reduced in size as required. 
The minimum size of the logo is often determined by the 
method of reproduction or fabrication. The minimum size, 
using optimal reproduction methods, can be measured by 
the height of the NOTRE DAME typeface. No less than 
1/16” of this height is allowed. Using less than optimal 
reproduction methods, the logo should only be used at a 
size that does not compromise quality and legibility. 

Below both the square and rectangular images are shown.
The rectangular logo is the Saint Mary’s secondary logo 
and is only to be used when the square logo does not fit 
properly into a space. 

1/16”

*The logo should not be dissected or altered in any form.



03.03 THE FRENCH CROSS

03. LOGO GUIDELINES

The French Cross
The floriated, or French cross, comes to us from and is one of the symbols used by the 

Congregation of the Sisters of the Holy Cross. It is used in the college logo and has been, 
on occasion, a design element itself, such as at the top of major signage, and is a reminder 
of the college’s history. Great care has been and should continue to be taken with the use 
of this symbol because of what it symbolizes. The cross, in any form, should be treated with 

reverence. The French cross should only be used within the logo treatment. 

*For further guidance on the use of the the french 
cross, please contact the Integrated Marketing 
and Communications Department at Ext. 4595 
for assistance.



03.04 THE COLLEGE SEAL

03. LOGO GUIDELINES

the college seal
There is an interesting history to the seal, published in the 1941–43 Courier. 

Until the time of the centennial of Saint Mary’s College in 1944, the insignia of the 
Congregation was used as the college seal. The three educational facilities operated by 

the Congregation of Holy Cross each adopted a variation of the original Congregation’s seal.

Designed by Dom William Wilfrid Bayne, 
O.S.B., of the Priory of Saint Gregory 
the Great, Portsmouth, Rhode Island, a 
well-known authority on heraldry, the seal 
contains two fleurs de lis, indications 
that the school was founded directly from 
France. The anchor is a symbol of hope and 
steadfastness. Two anchors cross in saltire 
to form the Greek letter Chi, which refers 
to Christ, the source of Virtue and Hope. 
The cross is the principal charge on the 
coat of arms.

The college seal is overused at the present 
time, which degrades its intended use 
on diplomas, materials from the President’s 
office, Board of Trustees, and other formal 
documents issued by Saint Mary’s College.

Use of the college seal outside of the 
format applications listed above is 
prohibited.

*Please note that there have been several versions of the seal that should not be 
used. If you have permission to use the seal, verify that the one you are using is 
the one pictured. Verify that the seal contains the Greek letters Alpha and Omega 
pictured on the pages of an open book. Also verify that the seal contains the proper 
punctuation: Saint Mary’s College (with an apostrophe), and Notre Dame, Indiana 
(separated by a comma or bullet). The outer circle should not be fluted or wavy. 

The Sophia Program logo is the only 
approved exception. Used in conjunction 
with the college’s name, it is a deritive 
of the logo, supporting the Gen Ed 
program.

DESIGN THE SOPHIA PROGRAM LOGO

USAGE



03.05 ALTERNATIVE LOGO

03. LOGO GUIDELINES

Alternative Logo

An alternative logo was created for use on materials when none of the standard logos are 
permitted. This logo can be used on pennants, cups, giveaways, etc. This is also the logo 

to use if an alumnae is requesting a logo for personal use.

Use of the college seal outside of the format applications listed above is prohibited.

*For further guidance on the use of the Saint Mary’s 
College brand logos, fonts, or colors, please contact 
the Integrated Marketing and Communications 
Department at Ext. 4595 for assistance.



“A sisterhood 
where every 
person you 
meet wants to 
experience life 
with you.”
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04.01 PRIMARY / ACCENT

04. COLORS

Primary /
Accent

The Saint Mary’s palette is bold and vibrant. Primary colors provide the framework for the 
basis of the design. Accent colors complement the primary colors by providing hierarchy, such 

as headlines and subheadlines, and adding pops of color to create visual interest. 

PRIMARY

ACCENT

PMS 288
c100 m67 y0 k23
#004a8d

PMS 2726
c100 m70 y0 k0
#005aaa

PMS 178 C
c0 m79 y90 k0
#f05d67

PMS 305
c57 m0 y7 k0
#59c8e6

PMS 206
c0 m100 y48 k0
#ed135c

PMS 3395 C
c90 m0 y70 k0
#00ac7d

Cool Gray 6
c18 m11 y8 k23
#a6acb3

PMS 225
c0 m100 y2 k0
#ec0088

PMS 109
c0 m y100 k0
#ffdd00



“I’ve more 
fully realized 
the gifts and 
strengths I 
can offer 
this world.”
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05.01 TYPE USAGE

05. TYPOGRAPHY

Type usage
Avenir Medium and Avenir Black are the primary fonts used. 

Avenir Black is the main font for subheads, and shorter amounts of text. 
Avenir Medium is the first choice for longer length text and body copy. 

Ambassador Plus Sans is used for main headlines in printed material. 
The web specific font, Lato, is to be used only for web purposes.

ABCDEFGHIJKLMNOPQRSTUVWXYZ

0123456789

AMBASSADOR PLUS SANS

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
LATO LIGHT

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
AVENIR MEDIUM

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
AVENIR BLACK

PRIMARY PRIMARY (PRINT)

SECONDARY (PRINT)*

PRIMARY (WEB)

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
FUTURA MEDIUM

*Futura Medium is only to be used where readability is 
a concern for title headers. It is meant to replace 
Ambassador Plus Sans in those rare instances.



05.02 LIMITED USE TYPEFACES

05. TYPOGRAPHY

Limited use typefaces
Garamond and Avenir Next Condensed Medium
are meant to be used in rare instances for print

collateral. They are meant for limited use only in specific 
instances per the usage guidelines below. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
AVENIR NEXT CONDENSED MEDIUM

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
GARAMOND

SECONDARY (LIMITED USE) SECONDARY (LIMITED USE)

*Avenir Next Condensed Medium should only 
be used in rare instances where print collateral 
contains a great deal of copy. Usually copy can 
be cut or kept at a minimum, however, if cutting 
copy is not an option you may use this condensed 
font. Please use this only as a last resort.

*Garamond should only be used on official documents 
from the President’s office.



“This place is 
about discovery, 
creativity, 
compassion, 
empathy, and 
solving problems.”
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06.01 VISUAL LANGUAGE

 06. PHOTOGRAPHY

Visual Language
To help build the Saint Mary’s brand, high quality photography is essential. 
Use only high resolution photography in all instances; whether the subject is 
a building, object, or a person the quality of the photograph should always 

be superior. 

The spirit of Saint Mary’s College photography style is bold, colorful, and bright. Imagery has 
a bright, clean modern feel. This reflects the authentic and confident nature of Saint Mary’s 

students. The photography should feel editorial, energetic, vibrant, and passionate.

IMAGE STYLE SHOULD FOCUS ON THESE ATTRIBUTES:

Imagery should show students and 
faculty interacting on campus that 
reflects the collaborative nature 
of Saint Mary’s and leads to the 
empowerment of our students. 

Action-oriented, hands-on 
imagery captures the supportive 
and challenging environment for 
leadership growth and sisterhood 
at Saint Mary’s.
 

Indoor and outdoor activities 
with other Saint Mary’s students 
showcasing extracurricular 
activities, residential life, academic 
rigor, and the spirit of living the 
Saint Mary’s experience.

Campus shots should evoke a sense 
of place where students could 
see themselves in. They should 
showcase the beauty of campus.

Students should always be 
represented as confident, unique 
individuals that contribute to the 
world and their sisterhood within 
Saint Mary’s. Photos should be 
energetic to convey what it means 
to live one’s spirit.





“I’ve grown into 
an independent, 
faithful woman 
alongside other 
phenomenal 
women.”
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07.01 PRINT

 07. EXECUTION

Print

“

KATELYN BEAM ‘16
biology

As a biology major, Katelyn Beam ’16 has 
discovered more about herself at Saint Mary’s 
than she ever thought possible. Her experience 
studying abroad in Ireland, presenting her 
research at the Ecological Society of America 
Conference, helping lead the Tri-Beta Biology 
Honor Society, learning the intricate concepts 
of everything from biodiversity to genetics 
to physiology from expert, caring faculty—all 
of it adds up to an academic experience she 
wouldn’t trade for anything.

Accounting
American History
Anthropology
Art
   Art History
   Studio Art
Biology
   Cellular/Molecular
   Ecology, Evolution, and Environmental
   Integrative Biology
Business Administration
   Accounting
   Finance
   International Business
   Management
   Management Information Systems
   Marketing
Chemistry
   Biochemistry
Communication Studies
Communicative Sciences and Disorders
Computer Science
Computing and Applied Mathematics
Dance
Early Childhood Education
Economics
Elementary Education
Engineering (dual-degree program with the
   University of Notre Dame)
   Aerospace
   Chemical
   Civil
   Computer
   Electrical
   Environmental
   Geosciences
   Mechanical
English as a Second Language/Bilingual Bicultural 
Education
English Literature
English Literature and Writing
Environmental Studies
European History
Film Studies
French
Gender and Women’s Studies
Gerontology

Global Studies
   Anthropology
   Gender and Women’s Studies
   Global Business Administration
   Global Economics
   Intercultural Studies
   International Development
   International Higher Education Administration
   Modern European Culture
History
   Women’s History
Humanistic Studies
Intercultural Studies
Italian
Justice Studies
Management Information Systems
Mathematics
   Teacher Concentration
Mathematics/Computer Science
Music
Music Education
Nursing
Philosophy
Political Science
Pre-Dentistry
Pre-Medicine
Pre-Occupational Therapy
Pre-Optometry
Pre-Pharmacy
Pre-Physician Assistant Studies
Pre-Physical Therapy
Pre-Veterinary Studies
Psychology
Public Communication
Public Relations/Advertising
Reading
Religious Studies
Secondary Education
Social Work
Sociology
Spanish
Statistics and Actuarial Mathematics
Student-Designed Major
Theatre
   Performance
   Production
Third World History
Women’s History

ACADEMIC MAJORS AND PROGRAMS

SAINTMARYS.EDU/ACADEMICS

All of these 
opportunities 
I’ve had as a 
biology major 
have helped
me to grow
into a 
confident, 
intelligent 
woman. 
Saint Mary’s 
has empowered 
me to grow not 
just academically, 
but personally.

THE SOPHIA PROGRAM

Unique to Saint Mary’s, the Sophia Program is part of what makes us one of 
the country’s top Catholic women’s liberal arts colleges. By integrating liberal 
arts requirements for all students—history, literature, communications, foreign 
cultures, philosophy, social sciences, natural sciences, the arts, religion—the 
Sophia curriculum empowers students with the information, formation, and 
transformation that will set them apart throughout their lives. These are the 
hallmarks of the Holy Cross education, and they’ll enable you to think creatively, 
communicate powerfully, and collaborate effectively. You’ll understand how a 
concept from the arts can have a real, relevant impact on the most scientific of 
pursuits. That’s Sophia. That’s wisdom.

DUAL DEGREE PROGRAMS WITH THE UNIVERSITY OF NOTRE DAME

As a student at Saint Mary’s, you can also earn an engineering degree in 
chemical, computer science, electrical, environmental earth sciences, or 
mechanical engineering from the University of Notre Dame. 

”

Spes Unica Hall, opened in 2008, features 65,000 sq.feet of space for state-of-the-art classroom
s and labs.

when
discovery
becomes
wisdom

Our vision of academic excellence isn’t the typical vision. 

Here, it’s about talented and driven young women exploring who they 
are and how they can impact the world. It’s about digging in, pushing 
boundaries, falling down, getting up, challenging yourself, surprising 
yourself, opening yourself up to new realities. It’s about looking at life 

more deeply than ever before and finding… you.
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ACADEMIC & PERSONAL EXPLORATION

SAINTMARYS.EDU

when
passion
ignites
action

When a 
Single Step 
Can Change 
a Life
Now is your time to be eager, curious, and adventurous. 
By visiting us at Saint Mary’s, you’ll see for yourself 
everything that’s waiting for you here. 

ACCEPTED STUDENT PROFILE

Middle 50% ranges for the 2015 
entering class:

GPA - 3.47-4.03
ACT - 23-29
SAT - 1000-1220

2015-2016 COSTS

Tuition and Fees: $37,400
Room and Board: $11,320 
(Average for a double room)

FINANCIAL AID

Every applicant is reviewed for available academic scholarships 
and notified upon acceptance.

To apply for need-based financial aid complete the FAFSA 
(free federal application) by March 1. To learn more about 
financial aid call 866-502-7788, email finaid@saintmarys.edu, 
or visit saintmarys.edu/financialaid.

SAINT MARY’S FAST FACTS

when
passion
ignites
action

NOW IS YOUR TIME.

SAINTMARYS.EDU

We promise that if you follow 
the guidelines set forth in our 
four-year graduation plan, 

you will graduate in those four years. 
If you don’t, we’ll pay for any 
additional courses necessary to 

earn your degree. 

IT’S THAT SIMPLE. 
 

Learn more at saintmarys.edu/promise.

our
four-year
promise

Campus
 100 acres of trees, gardens, 

green space, historic 
buildings, and technologically 

advanced classrooms 
along the St. Joseph River, 
across the way from the 

University of Notre Dame.

+ 60 Student Organizations
+ The Average Class Size is 15

+ 10:1 Student to faculty ratio
+ 1,500 Students attend Saint Mary’s.
+ Saint Mary’s College was founded 
 in 1844

+ Athletics: NCAA Division III programs 
 in EIGHT sports
+ Ranking: Ranked among the top 100  
 “Best National Liberal Arts Colleges” 
 - U.S. News & World Report

I N  T H E  PA S T  D E C A D E , 
9 3  P E RC E N T  O F  SA I N T 
M A R Y ’ S  G R A D U A T E S 

E A R N E D  T H E I R  D E G R E E S 
I N  F O U R  Y E A R S , * 

* C O M PA R E D  TO  J U S T  7 8 
P E R C E N T  F O R  P R I VA T E 
C O L L E G E  N AT I O N W I D E .

9 5  P E RC E N T  O F  SA I N T 
M A R Y ’ S  S T U D E N T S 

R E C E I V E  S O M E  F O R M 
O F  F I N A N C I A L  A I D

A S S I S T A N C E .

93%95%

Office of Admission
122 Le Mans
Notre Dame, Indiane 46556

SAINTMARYS.EDU

TO REQUEST 
MORE INFORMATION 

ABOUT SAINT MARY’S VISIT 
SAINTMARYS.EDU/REQUEST

Karen Fink ’03 ........................................................  Assistant Director of Publicity, Random House Publishing Group

Lindsay Mollan Durham ’03 ........................................................  Associate Counsel, Department of Veterans Affairs

Sara Mahoney ’04 ..................................................................  Equal Employment Specialist, US Department of State

Stephanie Dolph ’06 .................................................................................................  Senior Associate Scientist, Pfizer

Lindsey Anderson ’07 .....................................................................................................  Mezzo-soprano opera singer

Natalie Hunckler Fitzgerald ’07 ......................................................  Registered Nurse, MD Anderson Cancer Center

Michelle McManus ’08 .......................................................................................................  Content Specialist, Boeing

Natasha Flores ’12 ..................................................................................  Chief Operating Officer, Janus Motorcycles

And in one recent graduating class alone, Saint Mary’s alumnae were accepted 
into graduate school programs at Harvard, Yale, Northwestern, and Notre Dame.

WHEN A CALLING BECOMES A CAREER

Google. Disney. MSNBC. The Peace Corps. The United States Congress. 
Hollywood. This is just a small handful of career destinations in which you’ll find 
Saint Mary’s graduates leading and living their dreams. For each of them, it
started as a calling. At Saint Mary’s, they learned how to transform it into a 
career. Take a look at what some of our more recent graduates have achieved.

TEACHERS AND MENTORS

Leadership doesn’t happen all 
on its own. Look at anyone who’s 
achieved their goals in life, and you’ll 
find someone who had amazing 
mentors guiding them along the way. 
That’s how our faculty, all full-time 
professors, approach teaching. They 
will truly know you—your strengths, 
your dreams, your character—and 
devote themselves to empowering 
you to succeed.

The average size of a class at Saint M
ary’s is just 15 students. 

“All of this has led me to become a 
humbled leader. Instead of seeing 
leadership as a power position, 
I look at it as an opportunity to create 
an environment where those who I 
lead can achieve their fullest potential, 
be the best they can be.

”

 SAINTMARYS.EDU/ALUMNAE

ADRIENNE HUSCHKE ‘16
communicative science 
& disorders

Leadership means something a little 
different at Saint Mary’s. It goes a little 
deeper. The way Adrienne Huschke ’16 
sees it, leadership is about confidence 
and assurance in yourself. It’s about 
sticking to your morals, believing in 
your principles, and guiding others with 
the kind of respect and grace that 
inspires others to want to do, and be, 
their very best.

when
your
spirit

is 
called

to 
lead

Leadership is a mindset. 

An attitude. It takes confidence, character, compassion, and conviction. 
It takes a clear vision, and a strong voice. Leading is about putting yourself 
out there fighting for what you know is right, and showing the world the 
difference between standing up and standing out. Because it takes great 

women to lead. And it takes good women to be great.
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EMPOWERING WOMEN TO LEAD

SAINTMARYS.EDU/VISIT

ACCEPTED STUDENT PROFILE

Middle 50% ranges for the 2015 
entering class:

GPA - ???
ACT - ???
SAT - ???
?? states represented
?? countries represented

Learn about some of the amazing things 
members of the 2015 entering class have 
achieved at saintmarys.edu/classprofile.

2015-2016 COSTS

Tuition and Fees: ????
Room and Board: ????

APPLICATION DEADLINES

Early Decision – November 15
Regular Decision – February 15

Learn about notification timelines at 
saintmarys.edu/deadlines.

APPLICATION REQUIREMENTS

To be considered for admission, you’ll need to have  
completed a minimum of 16 academic units that include:

Four years of English
Three years of college prep mathematics
Two years of laboratory science
Two years of the same foreign language
Two years of social studies
Three additional units in any of the above areas

Call us at 800-551-7621 or 
email admission@saintmarys.edu and 
we’ll help arrange your visit to Saint Mary’s. 
You can also apply online at 
saintmarys.edu/apply.

WHEN
BEING 
ALIVE

BECOMES
LIVING

Now is your time. It’s time to be eager, curious, adventurous.

It’s time to see for yourself everything that’s waiting for you here at 
Saint Mary’s and apply for admission. We’ll help arrange your campus 

visit and help guide you through the application process. All you need to 
do is listen to your spirit, and take that first step.

FINANCIAL AID

Every applicant is reviewed for available academic 
scholarships and notified upon acceptance. 

To apply for need-based financial aid complete 
the FAFSA (free federal application) by March 1. 
International students and early decision students 
who want to have a preliminary financial aid 
award before the January 15th deposit deadline 
will also need to complete their College Board 
PROFILE. 

Learn more about financial aid by calling 866-502-7788 or 
emailing finaid@saintmarys.edu.

AV E R A G E  C L A S S  S I Z E

S T U D E N T S

S T U D E N T
O R G A N I Z A T I O N S

S T U D E N T /
FA C U LT Y  R A T I O

15

1,500

60

10:1
 100 acres of trees, gardens, green space, historic 
buildings, and technologically advanced classrooms 
along the St. Joseph River, across the way from the 

University of Notre Dame.

Ranked among the top 100 
“Best National Liberal Arts Colleges” 

by U.S. News & World Report 

S A I N T  M A R Y ’ S  FA S T  FA C T S

CAMPUS
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APPLY TO SAINT MARY’S

FPO

HEADLINE ACCENT 
BOX*
Accent Color
50% Density

HEADLINE 
(REVERSED)*
Ambassador Plus Sans
101 point in size
70 point leading

HEADLINE (COLOR)*
Ambassador Plus Sans
101 point in size
70 point leading

BODY COPY (SAINT 
MARY’S BLUE)
Avenir Medium
8.75 point in size
10.75 point leading
10 tracking

BODY TITLE COPY 
(COLOR)
Avenir Black (Caps)
8 point in size
8 point leading
60 tracking

QUOTATIONS COPY
Futura Medium
21 point in size
23 point in leading
-30 tracking

SECONDARY BODY 
COPY
Avenir Medium
7.5 point in size
8.5 point in leading
0 tracking

* There is some flexibility 
within headline executions 
throughout the print 
collateral. To create visual 
hierarchy our headline 
accent box is used within 
the viewbook and can be 
used on the cover of print 
executions or the reverse 
(no accent box, color type) 
may also be used.

Viewbook Cover

Travel Brochure Cover
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“SAINT MARY’S
IS SUCH A 
GREAT PLACE
TO BE--THERE
IS SO MUCH TO 
EXPERIENCE.”
– Maria Jacobson
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Home > Admissions & Aid

Why Saint Mary’s?

Visit Campus

First Year Students

Transfer Students

Graduate Students

Accepted Student

Alumnae

At Saint Mary's College we are committed to 
an admission process that reflects the Saint 
Mary's experience. That means we encourage 
you to ask questions and we provide individual 
attention to every applicant.

INTERESTED IN SAINT MARY'S? 
Find answers to your questions, schedule a 
visit today, or find out how you can finance 
your education.

ALREADY ACCEPTED? 
Find your next steps.

STILL HAVE QUESTION?
Your Admission Counselor is your guide for 
the admission process both before and after 
you're accepted.

INTERESTED IN EARNING
A GRADUATE DEGREE? 

Saint Mary's offers graduate programs in Data 
Science, Nursing, and Speech Pathology.

CONTACT US 
If you are seeking additional information, 
please contact the Admission Office:

Telephone
(574) 284-4587
1-800-551-7621
Fax: (574) 284-4841

U.S. Mail
Admission Office
Saint Mary’s College
Notre Dame, Indiana 46556-5001

Webform
Contact the Office of Admission 

Apply Now        Contact        Log In        Alumnae        Invest in SMC        
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Saint Mary's College
Notre Dame, IN 46556
1.574.284.4000
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  JESSICA 
JOHNSON
‘16
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First Year Students

Transfer Students

Graduate Students
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Alumnae

At Saint Mary's College we are committed to 
an admission process that reflects the Saint 
Mary's experience. That means we encourage 
you to ask questions and we provide individual 
attention to every applicant.

INTERESTED IN SAINT MARY'S? 
Find answers to your questions, schedule a 
visit today, or find out how you can finance 
your education.

ALREADY ACCEPTED? 
Find your next steps.

STILL HAVE QUESTION?
Your Admission Counselor is your guide for 
the admission process both before and after 
you're accepted.

INTERESTED IN EARNING
A GRADUATE DEGREE? 

Saint Mary's offers graduate programs in Data 
Science, Nursing, and Speech Pathology.

CONTACT US 
If you are seeking additional information, 
please contact the Admission Office:

Telephone
(574) 284-4587
1-800-551-7621
Fax: (574) 284-4841

U.S. Mail
Admission Office
Saint Mary’s College
Notre Dame, Indiana 46556-5001

Webform
Contact the Office of Admission 
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FPO
FPO

COLOR WASHING 
Color washing is 
reserved for small/
medium buttons 
throughout the site. 
We associate these 
buttons with brand 
pillar expression as 
well as important 
information.

*The ratio of 4-color 
photos to color washed 
photos on the website 
should always be greater 
than 60%-75% with 4-color 
photos being the most 
prominant. 

HEADER PHOTO
Header photo should 
always be 4-color 
with bold crisp 
photography from 
our most recent 
photoshoot.

COLOR WASHED 
BUTTONS
Each image is created in 
this order:

1. Four-color image
2. White color block 
 30% opacity
3. Accent Color
 100% opacity
 Multiply
4. Same Accent color bar
 100% opacity
 10px Height
4. Centered text
 White
 All caps
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Color washing

SAINTMARYS.EDU/VISIT

ACCEPTED STUDENT PROFILE

Middle 50% ranges for the 2015 
entering class:

GPA - ???
ACT - ???
SAT - ???
?? states represented
?? countries represented

Learn about some of the amazing things 
members of the 2015 entering class have 
achieved at saintmarys.edu/classprofile.

2015-2016 COSTS

Tuition and Fees: ????
Room and Board: ????

APPLICATION DEADLINES

Early Decision – November 15
Regular Decision – February 15

Learn about notification timelines at 
saintmarys.edu/deadlines.

APPLICATION REQUIREMENTS

To be considered for admission, you’ll need to have  
completed a minimum of 16 academic units that include:

Four years of English
Three years of college prep mathematics
Two years of laboratory science
Two years of the same foreign language
Two years of social studies
Three additional units in any of the above areas

Call us at 800-551-7621 or 
email admission@saintmarys.edu and 
we’ll help arrange your visit to Saint Mary’s. 
You can also apply online at 
saintmarys.edu/apply.

WHEN
BEING 
ALIVE

BECOMES
LIVING

Now is your time. It’s time to be eager, curious, adventurous.

It’s time to see for yourself everything that’s waiting for you here at 
Saint Mary’s and apply for admission. We’ll help arrange your campus 

visit and help guide you through the application process. All you need to 
do is listen to your spirit, and take that first step.

FINANCIAL AID

Every applicant is reviewed for available academic 
scholarships and notified upon acceptance. 

To apply for need-based financial aid complete 
the FAFSA (free federal application) by March 1. 
International students and early decision students 
who want to have a preliminary financial aid 
award before the January 15th deposit deadline 
will also need to complete their College Board 
PROFILE. 

Learn more about financial aid by calling 866-502-7788 or 
emailing finaid@saintmarys.edu.

AV E R A G E  C L A S S  S I Z E

S T U D E N T S

S T U D E N T
O R G A N I Z A T I O N S

S T U D E N T /
FA C U LT Y  R A T I O

15

1,500

60

10:1
 100 acres of trees, gardens, green space, historic 
buildings, and technologically advanced classrooms 
along the St. Joseph River, across the way from the 

University of Notre Dame.

Ranked among the top 100 
“Best National Liberal Arts Colleges” 

by U.S. News & World Report 

S A I N T  M A R Y ’ S  FA S T  FA C T S

CAMPUS
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APPLY TO SAINT MARY’S

PRINT EXECUTIONS

Headlines:
Color washing should be used to give a clear heirarchy 
for the intro and headline copy and also increases 
readability. Color washing should be in a square or 
rectangle in these instances. The color washing should 
not extend over to cover an entire photo but instead 
leave a full color border to frame headline copy. This 
gives print pieces an editorial feel. Sometimes if it 
feels appropriate color washing can also denote and 
highlight a page number. However this may not always 
be appropriate.

Factoid call outs:
Factoids should be a circular photo that is completely 
covered in a color wash. The number or fact should be 
in white over the color washed photo.

WEB EXECUTIONS

Color washing is reserved for small/medium buttons 
throughout the site. We associate these buttons with 
brand pillar expression as well as important information.

On larger photos there should be a color wash bar on 
the bottom portion of the photo that houses the call 
to action there. There should be a balance between
four-color photos and color washed photos.

* The ratio of 4-color photos to color-washed photos on the 
website should always be greater than 60%-75% with 4-color 
photos being the most prominant. 

Color washing is a unique part of Saint Mary’s visual language
that connects the visual attributes of the brand throughout print
and web execution. It is primarily used for headlines and factoids

throughout print and call to action and buttons on web executions.

* There is some flexibility within headline executions throughout 
the print collateral. To create visual hierarchy our headline accent 
box is used within the viewbook and can be used on the cover 
of print executions or the reverse (no accent box, color type) may 
also be used.
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– Sister Madeleva
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1.574.284.4000
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“SAINT MARY’S
IS SUCH A 
GREAT PLACE
TO BE--THERE
IS SO MUCH TO 
EXPERIENCE.”
– Maria Jacobson

O F  S A I N T  M A RY ’ S 
S T U D E N T S  S T U D Y 

A B R O A D

50%

07.03 COLOR WASHING



IN CLOSING

the
saint mary’s brand

Because it’s our time. 
So do us proud.

Now, it’s on you. And that’s a good thing. Because we need people 
who are passionate about Saint Mary’s to tell the story of Saint Mary’s. 

Remember, every sentence matters. Every picture counts. 
Every communication is an opportunity to tell the world 

who we are, our way.

*For further guidance on the use of the Saint Mary’s 
College brand logos, fonts, or colors, please contact 
the Integrated Marketing and Communications 
Department at Ext. 4595 for assistance.


