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WELCOME  
This guide should be used as a reference tool for achieving a consistent 
look and feel to all of our communications. 

Consistent use of our logo, colors, typography, imagery, and graphics is key to establishing 
a look that is uniquely Grays Harbor College. This look helps to convey our brand and will 
increase and strengthen recognition of the college in the community and beyond. 

For any questions relating to our brand guidelines and the production of communications 

for us, contact the Office of Public Relations at 360-538-4005 or publicrelations@ghc.edu. 

To download our logo, templates, photos and more, please visit 
intranet.ghc.edu/departments/marketing. 

mailto:publicrelations%40ghc.edu?subject=Brand%20Guidelines
https://intranet.ghc.edu/departments/marketing
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OUR HISTORY  
Founded in 1930 in Aberdeen, Washington, Grays Harbor College first met the 

educational needs of a community isolated by inadequate roads and limited 

transportation, only made worse by the Great Depression. A trip to Olympia was 

definitely long and arduous. By 1945, the College was no longer a private college, but 
had become part of the Aberdeen School District and, in 1967, became part of the 

state’s community and technical college system. 

G R AYS  H A R B O R  C O L L E G E  B R A N D  G U I D E L I N E S  |  1  

B AC K  T O  C O N T E N T S  PAG E  



  
  

       
 

 

OFFICIAL NAME  
Grays Harbor College is our official name. You can use “the college” to refer to 

Grays Harbor College if, in prior paragraphs, you reference the full college name. 
Grays Harbor College may be referred to as Grays Harbor College or GHC, but not 
GH, GH College, Grays Harbor, or any other variations. 

Despite being one of 34 two-year colleges in Washington, 
GHC has not added the ‘community’ designation. 
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VISION, MISSION  
+  VALUES  
VISION 

Grays Harbor College is a catalyst  
for positive change. 

MISSION 

Grays Harbor College provides meaningful 
education and cultural enrichment through 

academic transfer, workforce preparation, 
basic skills, and service to community. 

VALUES 

• Access to educational opportunities 

• Success for students, faculty and staff 

• Excellence in programs, practices 

and principles 

• Respect for diversity of people, ideas, 
culture and the environment 

• Effective and efficient use of resources 
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COLLEGE PRIORITIES  
1. Enrich student learning 

2. Promote student, faculty, and staff success 

3. Foster a diverse, equitable, and inclusive learning environment 

4. Ensure effective, efficient, and sustainable use of college resources 

5. Strengthen enrollment, partnerships, and pathways to student achievement 
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LOGO  
The ship symbol within the crest shape in our logo represents Captain Gray’s discovery and 

naming of Grays Harbor in 1792 while captaining the ship Columbia. 

Our logo is our most important tool for brand recognition and should be on all 
communications—preferably in the bottom right corner. 
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LOGO - PREFERRED VERSION 

BLUE (PREFERRED COLOR)  

BLACK  WHITE  
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LOGO - ALTERNATE LAYOUTS

VERTICAL  HORIZONTAL  ICON  
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LOGO - PLACEMENT 

Clear Space 
Clear space is the area around the logo that 
must be kept free of other graphic elements 
to ensure the legibility of the logo on all 
communications. A clear area equivalent to the 

height of the G must be preserved around the 

logo. No images, text, or graphics should be 

within the clear space. 

Minimum Size 
Logo minimum sizes for print and digital 
applications have been established to ensure 

legibility at the smallest allowable size. The 

minimum size of the logo is one inch wide. 
In rare circumstances the logo may need to 
appear smaller than the minimum size. These 

instances must be approved by the Office 

of Public Relations at 360-538-4005 or 
publicrelations@ghc.edu. 

1 INCH  
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LOGO - ICON VERSION 

The icon version of our logo should not be used in place of the full logo, 
but in addition to it. The icon logo... 

• must be accompanied by the full logo on the same page. For double-sided items such 

as business cards, rack cards, or postcards, the icon logo can be on one side and the 
full logo can be on the other. The icon logo can be used alone on interior pages of 
documents if the full logo is used on the cover. 

• can only be used in the colors listed below. 

• may be used at 10-20% opacity when used as a graphic. 

• does not need to be used on all materials. 

OUR PREFERRED BLUE  
( VA LU E S  A R E  L I S T E D  I N  
T H E  “ CO LO R S ”  S EC T I O N  

O F  T H I S  D O C U M E N T )  

BLACK  WHITE  BLUE AT 15% OPACITY  
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LOGO - DO NOT DISTORT 

Always use our official logos. Our logo should never be edited, recreated, or combined with 

any other type of art elements. Never... 

STRETCH  SQUISH  REMOVE ELEMENTS  

ADD ELEMENTS  PLACE ON A PHOTO  

 

PLACE TOO CLOSE TO ITEMS  

ADD EFFECTS  

G R A Y S  H A R B O R
 C O L L E G E  

CHANGE THE FONT  CHANGE THE OPACITY  
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COLORS  
Color plays an important role in consistent-looking communications, 
contributing greatly to brand recognition. Our preferred blue should be used 

on all communications with our secondary colors used sporadically. 
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COLORS - VALUES 

Preferred Blue 

C:100 M:87 Y:20 K:11 

PANTONE 288C 

R:31 G:61 B:123 

HEX: 1F3D7B 

C:100 M:85 Y:12 K:2 

PANTONE 286C 

R:36 G:61 B:148 

HEX: 243D94 

C:91 M:53 Y:0 K:0 

PANTONE 285C 

R:0 G:112 B:185 

HEX: 0070B9 

C:77 M:25 Y:0 K:0 

PANTONE 2925C 

R:0 G:153 B:214 

HEX: 0099D6 

Use CMYK values (rather than Pantone) 
on print materials whenever possible. 

C:59 M:42 Y:45 K:10 

PANTONE 444C 

R:107 G:120 B:120 

HEX: 6B7878 

C:47 M:31 Y:35 K:1 

PANTONE 443C 

R:138 G:152 B:152 

HEX: 8A9898 

C:27 M:15  Y:20 K:0 

PANTONE 441C 

R:181 G:193 B:191 

HEX: B5C1BF 
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TYPOGRAPHY  
Typography also plays an important role in consistent looking communications. 

Lato is the preferred font for all communications and can be downloaded at 
intranet.ghc.edu/departments/marketing. Once the .zip file is downloaded to 

your computer, double click to open it. Double click each .ttf file that’s inside the 

.zip folder and click “install font” to install the font on your computer. If you need 

assistance in installing the font, contact helpdesk@ghc.edu. 

Calibri, Helvetica, and Arial are alternative fonts that may be used instead of Lato, 
however, Lato is the preferred font and should be used whenever possible. 
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TYPOGRAPHY - LATO FAMILY 

Hair l ine 

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Hair l ine Ita l ic 

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Thin 

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Thin Ital ic 

 

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Light 
 

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Light Ital ic 

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Regular 
 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Ital ic  
 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Medium  

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Medium Ital ic  
 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Semibold 
 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Semibold Ital ic  
 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Bold  

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Bold Ital ic  

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Heavy 
 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Heavy Ital ic  
 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Black  

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

Black Italic  
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o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  
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TYPOGRAPHY - HIERARCHY 
 

HEADLINES  
Lato Black in all caps should be used for headlines. 
Tracking should be approximately 80 for font size 60. 

SUBHEADS Subheads 

Lato Black in either all caps or sentence case should be used for subheads. 
Tracking should be approximately 70 for font size 17. 

Body Text Body Text 
Lato Light or Regular in sentence case should be used body text. 
Increased tracking is not necessary. 

Lato is the preferred font for headlines, subheads, and body text. It should be used whenever possible. 
If Lato cannot be used, Helvetica, Calibri, or Arial may be used instead (shown on the next page). 

B AC K  T O  C O N T E N T S  PAG E  
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TYPOGRAPHY - ALTERNATES 

If Lato cannot be used, Helvetica, Calibri, or Arial may be used instead. 
However, Lato is the preferred font and should be used whenever possible. 

Cal ibri  

 

 

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

The quick brown fox 
jumps over the lazy dog. 

The quick brown fox 
jumps over the lazy dog. 

Helvetica 

 

 

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

The quick brown fox 
jumps over the lazy dog. 

The quick brown fox 
jumps over the lazy dog. 

Arial 

 

 

 

 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z  

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z  

1 2 3 4 5 6 7 8 9  !  ?  (  )  

The quick brown fox 
jumps over the lazy dog. 

The quick brown fox 
jumps over the lazy dog. 
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TYPOGRAPHY - TAGLINE 

Our tagline is “Your Community. Your College. Your Future.” 
It’s displayed differently depending on layout and target audience. 

GENERAL DEMOGRAPHIC  

YOUR COMMUNITY. YOUR COLLEGE. YOUR FUTURE. 

ADULT STUDENT DEMOGRAPHIC  

YOUR COMMUNITY. YOUR COLLEGE. 

HIGH SCHOOL STUDENT DEMOGRAPHIC  

YOUR COLLEGE. YOUR FUTURE. 

NO PERIODS ARE USED WHEN THE LAYOUT IS STACKED.  

YOUR COMMUNITY 

YOUR COLLEGE 

YOUR FUTURE 

B AC K  T O  C O N T E N T S  PAG E  
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TYPOGRAPHY - CONTACT INFORMATION 

ghc.edu 

CORRECT WEBSITE USAGE  
NOTE THE ADDRESS  

STARTING AT  THE “GHC”  

www.ghc.edu 

NO “WWW”  

https://ghc.edu 

NO “HTTPS://”  

1620 Edward P. Smith Dr. 
Aberdeen, WA 98520 

CORRECT  ADDRESS USAGE  
NOTE THE PERIOD AFTER “P”  
AND ABBREVIATED “DRIVE”  

AND A PERIOD AFTER IT.  

1620 Edward P. Smith Drive 

Aberdeen, WA 98520 

DON’T SPELL OUT “DRIVE”  

1620 Edward P Smith Dr 

Aberdeen, WA 98520 

DON’T REMOVE PERIODS  
AFTER “P”  AND “DR”  

360-538-4026 

CORRECT PHONE NUMBER USAGE  
NOTE DASHES BETWEEN  

EACH SECTION  

360.538.4026 

NO PERIODS  

(360) 538-4026 

NO PARENTHESIS  

B AC K  T O  C O N T E N T S  PAG E  
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IMAGERY  
To maintain a consistent look for our brand, clip-art should not be used. Do not use  
any photo we do not have the rights to use. Campus and student photos can be  
found at intranet.ghc.edu/departments/marketing. If  you’re looking for something  
else, royalty-free photos can be found at Pixabay or Unsplash. For questions about  
acceptable use and photo copyrights, contact the library at library@ghc.edu or  
360-538-4050. 

Whenever possible, photos should show happy or engaged faces. Diversity in gender, 
ethnicity, and age is encouraged in photos. When possible, photos should look candid 

and natural, not posed. 

Do not distort photos with filters or by scaling unproportionally. 
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IMAGERY - EXAMPLES 

DO NOT USE CLIP-ART  GRAYS HARBOR COLLEGE PHOTOS  ROYALTY-FREE PHOTOS  
VIA UNSPLASH  
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GRAPHICS  
Besides colors and typography, certain graphical elements also contribute to our brand. 
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GRAPHICS - ELEMENTS

BLUE + GREY BARS  

COLOR OVERLAY ON PHOTO  

Use multiply or hard light 
blending modes—whichever 

creates a blue color closest to 
our preferred blue. Only use 

this effect on secondary photos 
to add some texture/interest to 

a layout. Main photos with 
faces should be left clear 
without a color overlay. 

Use this effect sporadically. 
CLIPPED SHIELD SHAPE  

O N LY U S E  O N  M AT E R I A L S  F O R  BAC H E LO R  O F S C I E N C E  D EG R E E S  

Pull the shield shape 
out of the vector logo. 

Crop the shape to fit into your  
layout with the center point  

off-centered or off the layout. 

The top points can be  
adjusted to fit your layout (to  

make taller or shorter). 

Do not adjust the  
angles of the bottom  

curve and point. 
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GRAPHICS - IN USE

B AC K  T O  C O N T E N T S  PAG E  
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ATHLETICS
Charlie Choker is our Mascot. A choker setter is the most dangerous and toughest job 

among loggers in the woods of Western Washington. It takes tremendous courage and 

bravery to be a choker setter—the person who scrambles through the undergrowth to hook 

a steel cable around the fallen trees before they are hauled up the rugged forest slopes. 

Charlie is to be used for casual use—especially athletics, bookstore products, 
and on-campus flyers. In lieu of Charlie, the official GH logo can also be used. 
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ATHLETICS - CHARLIE CHOKER & GH LOGOS

N O  G H C  

B L AC K  +  G R E Y  

B L AC K  

P R E F E R R E D  V E R S I O N  

CROSS COUNTRY 

CUSTOMIZING CHARLIE CHOKER  

The text underneath the blue banner on the Charlie Choker 
logo may be customized by adding the name of the team/ 

club underneath the CHOKERS banner. No other 
customizations are permitted. 

Charlie logos are available on the Intranet for each sport. 

GH LOGO 
The official GH logo may be 

used in lieu of Charlie Choker. 
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SEAL
The College Seal is a shield of silver bearing a frigate in full sail with a flasque of royal blue 

on either side bearing tall fir trees in green. The shield rests upon a wide silver band which 

is bordered by a circle of rope and that bears the name of the college at the top and the 
date of the college’s founding, 1930, with a leaping salmon on either side. On each side 

between the shield and the band is a spray of cranberries. The ship stands for Captain 

Robert Gray’s “Columbia”. The rope, trees, cranberry sprays and fish are traditional symbols 

of the industry and life of the Harbor. The seal was designed in 1947 by Esko K. Rentola, a 

Grays Harbor College graduate. 

Use of our seal is restricted. You will find it on diplomas and other formal and official 
documents. It is not available via our website for general use. If you feel your use fits 

within these parameters, contact the Office of Public Relations at 360-538-4005 or 
publicrelations@ghc.edu for a digital copy of the art. 
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SEAL

B L AC K  
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ASSISTANCE
For any questions relating to our brand guidelines and the production of communications  
for us, contact the Office of Public Relations at 360-538-4005 or  publicrelations@ghc.edu. 
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