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Identification
• University of Massachusetts Lowell
• UMass Lowell
• UML 
• River Hawks

Tag Line
• Learning with Purpose

Logos
• Use the standard logo  
• Must not be smaller than 1.5 inches wide
• Athletics logo is reserved for athletics and spirit uses 
• Logos must not be altered
• New logos must not be created

Colors
• University colors:  

Two Color, PMS 293 and black,  
or 4/C process match PMS 293 blue and black

• Spirit colors:  
Blue, PMS 293; red, PMS 186; white, PMS 652 

Photography
• 300 dpi, high resolution, saved as tiff, jpg or eps

Font
• Print: Frutiger, Sabon
• Web: Open Sans

Q U I C K  R E F E R E N C E  G U I D E

PANTONE
PMS 293

4/C Process
C 100, M 57, Y 0, K 2

Black

Frutiger
Sabon

OFFICIAL UNIVERSITY COLORS

OFFICIAL UNIVERSITY LOGO

OFFICIAL UNIVERSITY FONTS

QUICK REFERENCE GUIDE

Introduction

The UMass Lowell brand standards promote an instantly recognizable identity 
for our university in New England and throughout the world. The success 
of our brand is the product of years of disciplined effort and significant 

investments in marketing and media. 

The purpose of this guide is to ensure consistency in the look, feel and 
messaging of the university’s official communications. By adhering to these 
standards—in publications, letterhead, business cards, websites, newsletters, 
social media and more—you increase the reach and power of our brand.

uml.edu/university-relations
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Need help with an upcoming project?  

The Office of University Relations is here to help. Please visit uml.edu/university-relations 
and fill out a project request form or submit a web ticket for web-specific projects. 
If you have a branding question or concern, please give us a call at 978-934-3224 or 
contact us at university_relations@uml.edu. 
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One University, One Brand

UMass Lowell has risen on the strength of a “one university, one brand” strategy. The university does not permit 
departments, centers, units or research groups to brand independently of the university and these standards.  
By collecting our many strengths under one banner, we build long-term value and recognition for every 
stakeholder of UMass Lowell. 

THE UNIVERSITY’S BRAND POSITIONING STATEMENT
The positioning statement distills the essential 

components of our brand: what we do, who 

we are for and why we are special. Although 

the positioning statement is not used publicly, 

it points toward the “true north” for our 

brand. It is the foundational statement on 

which the rest of the brand elements are built.

“ For students who take a purposeful approach to their 

lives and the world, UMass Lowell is a public research 

university that works as hard as they do, providing 

them with a 21st century blend of challenging 

academics, learning beyond the classroom and career 

preparation at an accessible price.” 

Brand Elements
We employ several common brand elements: 

• The positioning statement is for internal use.  
It defines our competitive niche, our institutional 
persona and our value proposition.

• The messaging system includes intentional  
concept and language choices, specific talking 
points, a general description of the university 
and the tag line.

• The visual standards specify the proper use 
of the university logo, colors and typefaces.

Standards Matter
Great brands are built on consistency. Standards 
make this possible. 

The UMass Lowell brand standards are developed 
and implemented by the Office of University 
Relations, in consultation with the 2020 Marketing  
Committee and the executive cabinet. They are 
based on extensive market research, focus testing 
and industry best practice. 

The standards are not optional or open to creative 
interpretation. If you are in doubt about how to fit 
your communications into these guidelines, please 
contact University Relations. We are here to help you.
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the

world
in our hands
CASE #9 | Rare Diseases

WIOH_5.75 x 2 PRINT AD.indd   1 2/28/17   2:10 PM

um
l.edu

The Children 
in her
Hands

“Our 3-D-printed prosthetic hands have been 
given to children from Maine and Ireland and 
a pair of best friends in Germany. Helping make 
their lives easier has been the most rewarding 
experience.”

ALLISON DUNBAR, EXERCISE PHYSIOLOGY

DifferenceMaker compet i tor and eNABLE team member

PLAYING HOOPS THANKS 

TO THE ENABLE TEAM  

   

u m l  e x p e r i e n c e s

24 25  Learn  MORE ABOUT ALLISON AND THE ENABLE LOWELL TEAM AT UML.EDU/ENABLEVID.

Digital and print ads

Viewbook

World in Their Hands Brochure

uml.edu/university-relations
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MESSAGING SYSTEM
The messaging system establishes 

a coherent theme for storytelling and 

marketing messages about UMass Lowell.  

This allows for consistency in the broad 

sense but also adaptability for specific 

audiences and situations. 

How to Use the Message System: 
University Relations is happy to work with you to create materials 
with The World in Your Hands as the core message. This message 
system is flexible, but its success ultimately depends upon well-told 
personal stories. You must show hands-on learning and scholarship 
in action, in the world. Abstraction will not do. 

 the whole world in THEIR hands | umass lowell 3

 A Special Advertising Supplement, April 2016

Field study: Antarctica 
ANTARCTICA IS SMOTHERED UNDER GLACIERS, but a  
protective ring of mountains has preserved a patch of open 
ground in the McMurdo Dry Valleys. 

There, under the polar desert, some of Earth’s most ancient ice 
survives. Myles Danforth went there as a UMass Lowell senior 
to take core samples from it, for an NSF-funded field study 
led by geology professor Kate Swanger.

It was his first trip outside the United States.

“With no trees or buildings for perspective, distances and 
sizes across the barren landscape can be deceiving,” he says. 
“Things look a lot closer and smaller than they really are.” 

Much like the ice samples he collected. In those crystals are clues, 
preserved for hundreds of thousands of years, to how Earth’s 
atmosphere has changed over time—and to how much of today’s 
climate change is caused by humans.

CASE #46 | antarctica

the whole

world
in their hands

2 the whole world in THEIR hands | umass lowell

 A Special Advertising Supplement, April 2016

   

   TIPS 
• Use brief, concrete 

examples of applied, 
beyond-the-classroom 
experiences.

• The World in Your/Our 
Hands can be used as 
a headline, as a phrase 
in text, or not at all.

• Tell the impact on the 
student and on the world. 
Express both in relatable, 
everyday terms. 

• Photos should be 
journalistic, not posed, 
with focus on “hands 
doing” when possible.

• Use stats and data 
sparingly, and do not use 
academic jargon at all.

NOTICE
From 2010-2016, the university messaging system was built on the theme of “Work Ready, Life Ready, World Ready.”  
That messaging system and its associated graphic elements are now retired and should be eliminated from use immediately.

Our new topline themes, adopted in 2017: 

•  The World in Your Hands for students and prospective students. 
• The World in Our Hands for any other audience. 

This message system emphasizes: 
• Hands-on applied skills, experiential learning  

and the social good.
• Wisdom as a companion to knowledge.
• Perspective beyond self-interest.
• Showing concrete examples of UMass Lowell  

and its people—especially students—physically 
touching the world and taking its future into 
their hands.

This message system leans toward specific examples, 
which illuminate the larger theme. This new 
messaging evolved directly from the “World Ready”  
portion of the university’s previous messaging, and it 
responds to insights gained through extensive research 
and stakeholder discussions. 

Time and again, focus group participants have pointed to 
UMass Lowell as a place where students come to make a 
better future for themselves through arduous study and 
meaningful work. It also reflects universal agreement that 
UML has risen in stature and must claim its place among 
the world’s research universities.

Students (including online students) remain at the center 
of our messaging, yet there is room for faculty  
achievement, entrepreneurship, research and even 
administrative stories under this theme. 

We preserve the university’s existing tag line, Learning 
with Purpose. It should be used as a graphic element  
in conjunction with the university logo, not as a headline 
or in marketing text. 
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LOGO USAGE 
The university logo is the centerpiece of 

our visual brand. It should be deployed in 

conjunction with virtually all official university 

activities. It is not to be altered or used in any 

way other than those prescribed by this guide.

The development or use of customized and special- 
purpose logos—to signify colleges, departments, 
work groups, research centers, labs, initiatives,  
buildings, services or administrative units—is contrary 
to the university’s “one brand” strategy and, therefore, 
is not permitted except with special approval by 
University Relations. 

Standard Logo Usage
• It may be used alone or in conjunction with 

the university tagline 
• Do not change the proportions
• Keep the logo clear of competing visual elements
• Minimum logo width is 1.5 inches

OUR BRAND TONE 

Our tone establishes the flavor, 
feeling and attitude behind how we 
communicate. It creates a recognizable 
UMass Lowell voice. Our tone is:

	 Smart—but never pretentious
	 Relatable—always connecting 

the academic to real people, 
real experiences 

	 Future-focused—because no 
problem is unsolvable 

	 Driven—by a sense of duty to 
use our resources and talents 
for the greater good

OUR TONE IS NOT: 

	 Funny, silly or sarcastic
	Smug, entitled or overly proud
	Surprised by successes

 the whole world in THEIR hands | umass lowell 3

 A Special Advertising Supplement, April 2016

Field study: Antarctica 
ANTARCTICA IS SMOTHERED UNDER GLACIERS, but a  
protective ring of mountains has preserved a patch of open 
ground in the McMurdo Dry Valleys. 

There, under the polar desert, some of Earth’s most ancient ice 
survives. Myles Danforth went there as a UMass Lowell senior 
to take core samples from it, for an NSF-funded field study 
led by geology professor Kate Swanger.

It was his first trip outside the United States.

“With no trees or buildings for perspective, distances and 
sizes across the barren landscape can be deceiving,” he says. 
“Things look a lot closer and smaller than they really are.” 

Much like the ice samples he collected. In those crystals are clues, 
preserved for hundreds of thousands of years, to how Earth’s 
atmosphere has changed over time—and to how much of today’s 
climate change is caused by humans.

CASE #46 | antarctica

the whole

world
in their hands

2 the whole world in THEIR hands | umass lowell

 A Special Advertising Supplement, April 2016

   

This anecdote never uses the words “The World in Our Hands,”  
and it doesn’t have to. The message shines through. This student is 

living our brand promise. His UMass Lowell education 
is relevant to him and relevant to the world.  

 the whole world in THEIR hands | umass lowell 3

 A Special Advertising Supplement, April 2016

Field study: Antarctica 
ANTARCTICA IS SMOTHERED UNDER GLACIERS, but a  
protective ring of mountains has preserved a patch of open 
ground in the McMurdo Dry Valleys. 

There, under the polar desert, some of Earth’s most ancient ice 
survives. Myles Danforth went there as a UMass Lowell senior 
to take core samples from it, for an NSF-funded field study 
led by geology professor Kate Swanger.

It was his first trip outside the United States.

“With no trees or buildings for perspective, distances and 
sizes across the barren landscape can be deceiving,” he says. 
“Things look a lot closer and smaller than they really are.” 

Much like the ice samples he collected. In those crystals are clues, 
preserved for hundreds of thousands of years, to how Earth’s 
atmosphere has changed over time—and to how much of today’s 
climate change is caused by humans.

CASE #46 | antarctica

the whole

world
in their hands

2 the whole world in THEIR hands | umass lowell

 A Special Advertising Supplement, April 2016

   

 DOWNLOADS 

High-resolution logos 
are available for 
download in eps, pdf, 
tiff, png and jpg formats.  
uml.edu/logos

The Massachusetts state seal 
is reserved for use in formal 
circumstances pertaining to the 
Office of the Chancellor.

The rectangular logo is reserved 
for use by the Office of the 
Chancellor and for official business 
correspondence.

Learning with Purpose
PMS 293 BlueBlack

Black

PMS 293 Blue

Standard identifier: white (reverse)

Tagline

UMass Lowell is among the most innovative universities of the 21st century.  

Our students fit the public university ideal: Hardworking, curious and 

determined to make a better future for themselves and their communities.  

Our academic programs—mixing the best of hands-on and classroom 

education—are designed to produce skillful graduates who are leaders and 

innovators. Our accessible price enables every driven, talented student to 

realize their full potential. That’s learning with purpose.

Elevator Speech

Example of Messaging System
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Department, Center, Laboratory and Research Group Logos
The development or use of customized and special purpose logos (as detailed on the previous page) must conform 
to a standardized format, which combines the name of the entity with the UMass Lowell logo. This ensures branding 
integration and avoids any appearance of the university branding against itself. Unity, not uniqueness, across 
sub-brands is the university’s strategy. Exceptions to this policy are rare and generally are made only when a sub-entity 
of the university has a compelling reason, such as a partnership with another institution. Please consult with University
Relations for assistance with any department, center, laboratory and research group logo requests.

Color Palette
A variety of complementary colors, included but not limited to 
the ones shown here, may be used in conjunction with the logo
to enhance visual interest.

Sample of complementary accent color treatment

 88 advocates

where were 
our donors 
from?

Social Media

392
# of times the hashtag 
UMLGives was used on 
twitter

4984
# of social media clicks 
members of our 
community generated

379
# of donations our 
community generated

We exceeded all expectations! In just 48 hours, a total of 2,286 River Hawks made 
gifts in support of UMass Lowell, more than four times the original goal of 480! You showed your pride and 
helped us soar past the goal—thank you for the difference you are making for hardworking students.

Dollars Raised   

$288,729I

2,286

our donors

37%
alumni

33%
Students

8%
FRIENDS

8%
staff

9%
PARENTS

5%
faculty

PANTONE 293

UML BLUE

Print Web
Process colors 
(CMYK)

Cyan 100
Magenta 57
Yellow 0
Black 2

HEX# 0067B1

Red 0
Green 103
Blue 177

BLACK

BLACK
Black 100 HEX# 000000

Red 0
Green 0
Blue 0

Print Web

PANTONE 299

PANTONE 2905

PANTONE 541

PANTONE  
COOL GRAY 7

Cyan 86
Magenta 8
Yellow 0
Black 0

Cyan 45
Magenta 1
Yellow 0
Black 1

Cyan 100
Magenta 58
Yellow 9
Black 46

Cyan 20
Magenta 14
Yellow 12
Black 40

Red 0
Green 163
Blue 224

Red 141
Green 200
Blue 232

Red 0
Green 60
Blue 113

Red 151
Green 153
Blue 155

HEX# 00A3E0

HEX# 003C71

HEX# 97999B

HEX# 8DC8E8

Complementary Colors

RGB
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Sabon
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Sabon Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Sabon Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Sabon Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Serif type family, Sabon

TYPOGRAPHY
Sabon and Frutiger are the typefaces  

of UMass Lowell and the UMass System.  

Open Sans is the approved web font. Frutiger Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Frutiger Roman
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Frutiger Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Frutiger Roman Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%
 
Frutiger Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Open Sans Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Open Sans Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Open Sans Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Open Sans Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%
 
Open Sans Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 $@%

Sans serif type family, Frutiger Open Sans for web use only

 

 

DOWNLOADS 

Fonts are available 
through University Relations.  
Please call 978-934-3224 
or contact us at  
university_relations@uml.edu 
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POWERPOINT
Slide presentations prepared by or for 

the university should reflect UMass Lowell 

branding. University Relations has prepared 

templates to make this easier. 

Standard UMass Lowell logo, PMS 293 and black

One University Avenue
Lowell, Massachusetts 01854
tel. 978.000.0000
fax: 978.000.0000

FRANCIS COLLEGE OF ENGINEERING
Department of Plastics Engineering

.875” 4.25”

.5”

.6”

1.5”

Text 8/9.25 Sabon 

11pt Sabon 

9.75pt Sabon Italic

BUSINESS
CORRESPONDENCE
Materials used in official university 

business and correspondence must 

conform to standardized templates 

created by University Relations. 

These materials include stationery, 

letterhead, envelopes, thank you 

cards and note cards. 

Please contact University Relations 

for assistance with letterhead and 

envelopes.

Please contact UMass Lowell Office 

Services, 978-934-2598,  

for assistance with business cards.

DOWNLOADS 

A template with multiple 
page style options can 
be downloaded. The 
template is optimized 
for widescreen monitors 
and will work on Mac 
or PC platforms. 
uml.edu/logos

Official university letterhead
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One University Avenue
Lowell, Massachusetts 01854
tel. 978.934.3224
fax: 978.934.3033

UNIVERSITY RELATIONS 

Date

Addressee’s Name

Addressee’s Title

Company Name

Street Address

City, State, Zip Code

Salutation,

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean euismod nibh quis ante. Morbi 

ut mauris in mi dignissim luctus. Sed quis est. Curabitur suscipit blandit dolor. 

 

Nunc lorem ligula, ultricies ac, convallis a, gravida at, urna. Ut sagittis magna. Nam lacinia. 

Donec vulputate neque ut nisi. Cras fermentum adipiscing libero. Phasellus lacinia volutpat 

lacus.  Cras lorem. Praesent gravida. Sed sollicitudin auctor purus. Nullam justo dolor, aliquam 

congue, consectetuer vel, sagittis id, nulla. Phasellus diam. Nullam sodales. Fusce laoreet ornare 

diam. Sed semper, pede ut venenatis ullamcorper, sapien lacus egestas nunc, non cursus velit 

enim accumsan magna. Suspendisse sem. Suspendisse porta nibh luctus nunc.

Closing,

Sender’s Name

Sender’s Title

P.S. Any postscript text should be placed one line space below the sender’s  

printed name and title.

Laser printed
letter shown  
at 65% actual size.

One line space

One line space

One line space

Three line spaces

One line space

One line space
between paragraphs

Two line spaces

Letter Text Format
The text of a formal letter written 
on university stationery should follow 
the format shown.

Email Signatures
Email is the dominant medium of business communication. 
Therefore, the look and feel of UMass Lowell emails  
must be standardized, professional and properly branded.

  

TIPS

For the university’s official 
email signature, go to  
uml.edu/email-signature 
and follow the instructions 
provided. All other email 
signatures should be retired 
from use immediately, 
unless special exception 
is made by University 
Relations. 

  Exception: Athletics staff may use 
an alternative signature.

Exception: Advancement 
staff may use an alternative 
signature.

: Jane Doe
: Title
: UMass Lowell Athletics

Tsongas Center • 300 Martin Luther King Jr. • Lowell MA  01852
O: 978-934-0000 • C: 978-000-0000 • F: 978-000-0000
E: Jane_Doe@uml.edu • GoRiverHawks.com 

: John Doe
: Title
: Office of University Advancement 

Charles J. Hoff Alumni Scholarship Center  • 1 Perkins Street • Lowell, MA 01854
O: 978-934-0000 • C: 978-000-0000 • F: 978-000-0000 

E: John_Doe@uml.edu • uml.edu/ourlegacy-ourplace

Font: Times Roman 
or Sabon Roman 10/12

Official email signature
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Undergraduate One Sheet

Graduate One Sheet

Newsline Event PosterNewsLine
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FALL 2017     17

OUR  WORLD

River Hawks’ 
fingerprints all 

over Stanley Cup  

F
ormer River Hawks Ron Hainsey, Scott Wilson and Chad  
Ruhwedel made hockey news in more ways than one by 
winning the Stanley Cup with the Pittsburgh Penguins in June. 
Not only did they get their names etched on one of the most 
famous trophies in sports, but their victory also marked just 
the fourth time in National Hockey League history that three 
players from the same college program won a championship 
together.
     “It was pretty cool to see three River Hawks hoist the Cup 
together on the same ice,” says Wilson, a left winger who 

played three seasons between 2011 and 2014 for UML. “UMass Lowell 
has been on the rise lately, and to have guys who played there go on to 
win the Cup says a lot” about the program.
 It was technically Wilson’s second straight Stanley Cup with the 
Penguins; he played 24 games in 2016 but missed the playoffs with an 
ankle injury. “Last year was tough. I kind of experienced it, but not re-
ally,” says Wilson, who bounced back this season to notch three goals 
and three assists in the playoffs, including a goal in Game 2 of the finals.
 Ruhwedel, a defenseman who also played three seasons between 
2010 and 2013 for the River Hawks, signed with the Penguins as a free 
agent last summer after four years in the Buffalo Sabres organization. 
He and Wilson were teammates for two seasons at UMass Lowell, 
helping lead the team to the Frozen Four in 2013. 
 The Penguins completed their River Hawk roster hat trick in February 
when they acquired Hainsey from the Carolina Hurricanes. The veteran 
defenseman, who played two seasons for UML between 1999 and 
2001, had never been to the NHL playoffs in his 14-year career. He was 

the first player Penguins captain Sidney Crosby handed the Cup to after 
their clinching 2-0 Game 6 win over the Predators in Nashville, Tenn.
 “Being a veteran in the league for so long, it was awesome to see 
him win one,” says Wilson, who credits Hainsey for keeping the team 
loose during the grueling three-month playoff run. “He’s one of the fun-
nier guys I’ve ever met, so he’s a great guy to have in the locker room.”
 “It was fun having another UMass Lowell guy on the team with us. 
We were definitely the majority,” adds Ruhwedel, who says the trio kept 
close tabs on their alma mater during the Hockey East playoffs and 
NCAA tournament this spring.
 Likewise, River Hawks coach Norm Bazin ’94, ’99 followed his  
former players’ playoff run with Pittsburgh, sometimes texting them  
after games.  
 
 
 
 
 
 
 
 
 
 

>  B Y  E D  B R E N N E N

Former UMass Lowell players 
Ron Hainsey, Scott Wilson 

and Chad Ruhwedel help Penguins 
march to NHL championship

 

Eight former River Hawks played in the NHL last season,  
including two—C.J. Smith and Michael Kapla—who made the 
jump to the pros just a week after their UML season ended. 

1.  Defenseman Christian Folin (2013-14) - Minnesota Wild
2.  Defenseman Ron Hainsey (1999-2001) - Pittsburgh Penguins
3.  Goaltender Connor Hellebuyck (2012-14) - Winnipeg Jets
4.  Goaltender Carter Hutton (2006-10) - St. Louis Blues
5.  Defenseman Michael Kapla (2013-17) - New Jersey Devils
6.  Defenseman Chad Ruhwedel (2010-13) - Pittsburgh Penguins
7.  Forward C.J. Smith (2014-17) - Buffalo Sabres
8.  Forward Scott Wilson (2011-14) - Pittsburgh Penguins

ELITE 8

OUR  WORLD

Continued

RON HAINSEY

CHAD RUHWEDEL

“
Focused on the needs of 21st-century artists and designers, the Art & Design 

Department at UMass Lowell prepares students with the conceptual and 

technical abilities needed to succeed in the professional world.

• We’re ranked the No. 1 art program 
     for      return on investment by Payscale.com.

• Our renowned faculty are all practitioners 
in their fields—and you may get to help 
them with research projects that include 
national and international exhibitions, 
films and books.

• Join an active and robust AIGA (American 
Institute of Graphic Arts) student group.

• Enjoy the individual attention we offer 
through our small class sizes 
(average size is 15 students).

Why Choose Art & Design at UMass Lowell?

art & design
COLLEGE OF FINE ARTS, HUMANITIES AND SOCIAL SCIENCES

• Tour the world! Want to study in Italy, 
Poland, England, France, Russia,  
Mexico or the United Arab Emirates?  
We’ll help you get there.

• Experiment in our state-of-the-art computer 
labs with the latest art and design software 
and hardware (including Cintiq drawing 
tablets, 3-D printers and a laser cutter).

• Succeed. Get hired before you graduate 
through professional internships and co-ops 
with NASA, Reebok, Adidas and iRobot, 
to name a few.

Art changed my life and landed 

me an internship at NASA. 

I’m working hands-on in the 

subjects I’m studying at school 

and working with footage that 

is literally out of this world. The 

atmosphere of my workplace 

is awesome, and I could not 

ask for a better group of people 

to work with. I am incredibly 

humbled by this experience and 

hope I will end up back at NASA 

after graduation.”

—JOHN CULLEN ‘18,  

GRAPHIC DESIGN

State-of-the-art Research 
Space 
Research for the pharmaceutical 
sciences program is housed in 
the university’s Mark and Elisia 
Saab Emerging Technologies and 
Innovation Center (shown above). 
In addition to the pharmaceutical 
research program, the Center 
includes nanomedicine, biophar-
maceuticals, cancer research, 
immunology, cell culture and gene 
sequencing, which facilitates the 
interdisciplinary research programs. 
The investigators benefit from 
the core research facilities of the 
university located in the Center 
and other locations on the UMass 
Lowell campus. 

Growing Job Opportunities
UMass Lowell is the first and only public university in Massachusetts to offer 
interdisciplinary graduate degrees in pharmaceutical sciences. The graduate programs in 
pharmaceutical sciences are in response to the workforce shortages in the pharmaceutical 
and biopharmaceutical industries in the Commonwealth of Massachusetts. 

The field of pharmaceutical sciences blends scientific foundations and methodological 
techniques from biological sciences, chemistry, physics, clinical lab science, engineering 
and other academic fields. The goal is to promote research that advances the 
development and evaluation of new drugs and investigates emerging pharmaceutical 
challenges.

Pursue the Degree that’s Right for You
Pharmaceutical sciences is an exciting field that offers access to a wide variety of career 
opportunities in the biopharmaceutical and pharmaceutical industries, and in academic 
research. Pursue the degree that’s right for you:

•  M.S. in Pharmaceutical Sciences—support technical roles in research and production
settings that will meet the demand for new therapeutic agents that treat human disease
and evaluate the safety and effectiveness of drug therapies.

•  PSM (Professional Science Master’s Programs) in Pharmaceutical Sciences—gain both
technical and business skills to work in the laboratory and assume leadership roles in
the pharmaceutical industry.

•  Ph.D. in Pharmaceutical Sciences—discover and develop new drug entities that treat
human disease and evaluate the effectiveness and safety of drug therapies.

Pharmaceutical Sciences Master’s and Ph.D. Degrees

PHARMACEUTICAL SCIENCES PROGRAMS
Zuckerberg College of Health Sciences
Biomedical and Nutritional Sciences Department

Sponsored by: Philosophy Department; Office of Advancement; Dean’s Office of the College of Fine Arts, Humanities and Social Sciences.

at

A reading and question and answer session from John Kaag 

(Professor of Philosophy) of American Philosophy: A Love 
Story, named a New York Times Editor’s Choice and Best 

Book of the Year by National Public Radio. Come hear how a 

collection of rare and ancient books—a keystone of classical 

American philosophy—was discovered in the hinterlands of 

New Hampshire and was saved by members of the philosophy 

department at UMass Lowell. The books are now housed at 

O’Leary Library and constitute one of the most valuable troves 

of American intellectual history in the country. This is an event 

for book lovers and philosophers—and anyone who thinks that 

philosophy can still matter in the lives of flesh-and-blood people 

and their communities. It can. Come find out how American 

philosophy can, in the words of the reviewer at the Wall Street 

Journal, “change your life.”

U M A S S  L O W E L L
A  R E A D I N G  B Y 

John Kaag
Feb. 9, 2017
4 - 6 p.m.
Allen House

AMERICAN PHILOSOPHY_Kaag_POSTER_FINAL.indd   1 1/11/17   2:43 PM
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Our Legacy, Our Place has 5 priorities,  
each equally important:

1 STUDENT ACCESS & SUCCESS

2 FACULTY LEADERSHIP & INNOVATION 

3 LIVING & LEARNING  

4 EXCELLENCE IN ATHLETICS  

5SUSTAINABILITY & ENGAGEMENT  

LET’S BUILD ON THE LEGACY—FOR TODAY AND TOMORROW.

Help shape the UMass Lowell of the future. 

The legacy started with the place. Lowell was born in the early 1800s when entrepreneurs

realized that the 32-foot drop in the Merrimack River could fuel an American industrial revolution.

Those innovators and entrepreneurs transformed the promise of the place into a city and a University

that are an enduring legacy nurtured, enriched and passed on to the next generations.

The Lowell Normal School and the Lowell Textile School were founded 
in the 1890s to educate the teachers, engineers and managers who 
would advance the region beyond 19th century technologies, keeping 
the legacy robust. The campuses evolved and merged to become the 
University of Lowell. In 1991, the campus became part of the University 
of Massachusetts system.
 
At the start of the 21st century, Chancellor Martin T. Meehan ’78 
launched a strategic plan to guide growth in the face of new 
economic, societal and technological revolutions. The place is  
still Lowell, but its reach is national and international.

Inspired by our history, anchored by our strengths and validated by 
recent benchmarks that place us among the elite public universities, 
the campus has laid out a clear vision to build on the legacy by 
advancing research, engaging with the community and enriching 
the student experience.

The legacy’s return: economic vitality; a skilled and innovative 
workforce; environmental, health, social and technological advances; 
and the promise of continuing educational and economic opportunity 
for our children and grandchildren. 

The goal: By 2020, the campus will:
• stand as the third-largest public university in New England
• enroll nearly 23,000 undergraduate and graduate students
• secure $105 million per year in sponsored research
• manage an endowment of $100 million
• remain a national leader in return-on-investment for tuition

Vision and decisive action will help UMass Lowell nourish its legacy  
of excellence and innovation, as it continues to rise to the top ranks  
of public universities nationwide.

DID IT CHANGE  
EVERYTHING?”

“THE TRUMP ELECTION,  
ONE YEAR IN: 

Sponsored by the UMass Lowell Center for Public Opinion, the Office of the Dean of Fine Arts, 
Humanities and Social Sciences and the Political Science Department

A talk by  
NBC News and MSNBC  
National Political  
Correspondent  
Steve Kornacki

UNIVERSITY OF MASSACHUSETTS LOWELL FALL 2017

FRIDAY, NOV. 17 • 3 p.m.
Moloney Hall
University Crossing
UMass Lowell
220 Pawtucket St. Lowell, MA 01854
Free and open to the public.

For more information, please contact Francis_Talty@uml.edu.

STEVE KORNACKI
National political correspondent for NBC News and MSNBC, Steve Kornacki 

regularly fills in for Chris Matthews and contributes to political reporting on 

the Today show. Kornacki provided real-time analysis of voting patterns, exit 

polls and electoral data for MSNBC’s 2016 election coverage. His work has 

appeared in The Wall Street Journal, The New York Times, New York Daily 

News, New York Post and The Boston Globe. A native of Groton, Kornacki  

has a degree in communications from Boston University and received an 

honorary degree from UMass Lowell last May.

P R I N T

A NOTE ABOUT 
NEWSLETTERS 

University Relations supports 
numerous magazines and 
periodicals designed to 
advance UMass Lowell and 
its constituent parts. It is 
unable to assist with (and 
does not recommend) 
department or research 
unit newsletters as a best 
practice. These vehicles—
which lack immediacy, 
frequency and interactivity— 
consume a great deal of 
resources but provide a low 
return on investment when 
reaching small, special 
interest audiences.

As an alternative, University 
Relations recommends:

• Keeping your website 
fresh and updated;  
adding department 
news to your website

• Forwarding your most 
interesting news to  
University Relations 
for wider distribution 
through university and 
college publications 
and news releases

• Communicating 
department, event or 
research-specific news 
as it happens via blogs 
or social media

P R I N T

PRINT
The writing, editing, design and production 

of printed collateral is coordinated through 

University Relations on a daily basis. 

Part of what we do is help you produce 

your own print materials—brochures, 

posters, fliers—customizing them to meet 

your needs and helping you reach your 

target audiences in an effective manner. 

We work with you in preparing your copy, 

designing your product and coordinating 

its production with outside vendors.  

Please contact University Relations for 

assistance with your print project.

Inside This Issue...
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University Teams Up with 
The Washington Post on 
Sports Polling 

UML and Raytheon  
Partner on Flexible  
Hybrid Electronics 
Manufacturing

Computer Science Prof 
Helps Middle Schoolers  
Develop Apps for  
Social Good 
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For more information, go to www.uml.edu/news.

October 2017

Site Will Be Testing Ground for 
Sustainability Research  

 The university’s new 1,800-square-foot Urban Agriculture 
Greenhouse on East Campus will be more than a place 
to grow fresh vegetables. The structure will serve as a 
laboratory for faculty researchers and as an extension of  
the classroom for nutritional science students. 

 UMass Lowell Associate Director of Sustainability Ruairi 
O’Mahony helped secure $145,000 in grants from the 
Massachusetts Department of Agricultural Resources to 
fund the “demonstration sustainability site.” The funding 
helps put into place the infrastructure for hands-on faculty 
research, he says.

 “We’re trying to identify issues in urban agriculture and 
use our academic expertise to find solutions in a real-world 
setting,” he says.  

 “This is a space where we can think about innovation 
in urban agriculture,” notes Lydia Sisson ‘12, whose 

organization Mill City 
Grows is partnering 
with UML’s Office 
of Sustainability to 
help run the new 
greenhouse. 

   Sisson, a UMass 
Lowell alum and 
founding co-director 
of the Lowell-based 
urban farming 
nonprofit, says the 
greenhouse has the 
potential to become a 
testing ground where 
university researchers 
and students, along 

with members of the community, can develop new and 
efficient ways to use water and energy to grow sustainable 
crops year-round.

 According to O’Mahony, the first year will be spent 
studying how to maximize the greenhouse’s production 
while using as little energy and water as possible. The 
greenhouse, which was constructed over the summer behind 
Donahue Hall, will initially be heated by passive solar energy 
(direct sunlight), although solar panels could be added later 
to power heating mats or germination boxes.

 He will be working with engineering faculty members  
Prof. Christopher Niezrecki and Asst. Prof. Juan Pablo Trelles 
and their students on designing the power source for  
the building. 

 To maximize water efficiency, the greenhouse will 
collect rooftop rainfall in a 1,300-gallon subterranean tank 
connected to its downspouts. The stored water will be used 
to irrigate the indoor crops.

 Mill City Grows will manage the agricultural production 
inside the greenhouse (and on an adjacent outdoor garden 
space beginning next summer). Twenty percent of the 
produce grown will be donated to nonprofit organizations  
in the city—including the student-run Navigators Food 
Pantry. Mill City Grows, which runs two other urban farms  
in Lowell, will sell the remainder of the produce back to  
the community.

 The 30-by-60-foot polycarbonate structure replaces a 
smaller greenhouse and community garden that opened 
in 2012. As part of the new greenhouse project, the 
community garden has moved to a university-owned parcel 
on Dane Street, near University Crossing. The new garden, 
also run in partnership with Mill City Grows, features a  
half-dozen raised beds available to students, faculty and 
staff, as well as members of the Acre neighborhood.

Urban Agriculture Greenhouse 
Sprouts on East Campus 

The university was awarded  
$145,000 in state grants for an  
urban greenhouse that will be a  
laboratory for sustainability research.

Office of University Advancement   |   Charles J. Hoff Alumni Scholarship Center   |   1 Perkins Street   |   Lowell, MA 01854   |   978-934-2223
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Event Posters

Invitations Our Legacy, Our Place Capital Campaign Brochure

A NOTE ABOUT 
PRINTERS 

University Relations maintains 
UMass Lowell’s approved 
print vendor list—and it also 
maintains great relationships 
with those vendors. That 
translates to the best prices 
and highest quality, and we 
can ensure all departments 
within the university receive 
the same.    

That’s why all commercial 
print orders must be 
coordinated through 
University Relations. We’ll 
handle all the troubleshooting 
and help you avoid any costly 
delays. In the process, we’ll 
also make sure your project 
meets all university brand 
standards.      

Lowell Tech, Mass. State College at Lowell  
and  State Teachers College at Lowell

alumni.uml.edu/GoldenAlumni2017

Golden Alumni 
REUNION 

Your reunion Committee

Mary Frawley Abraham ’59 

Clementine Flomp Alexis ’56 

Patricia Davis Berry ’61 

Roberta Murray Boyd ’62 

Agnes McLean Carolan ’53 

Dorothy McNamara Clark ’55 

Phyllis Murray Connolly ’55 

Rosemary Costello ’61 

Mary Ann Cavallaro Cote ’64, ’69 

Georgia Danas Dodge ’62, ’81 

Jane Markiewicz Duffley ’65 

Jeanne Thibeault Dunn ’60 

Barbara Baroni Flanagan ’60 

Pauline Golec ’62 

Marie Fiorino Habib ’64 

Sheila McDowell Hardy ’59 

Deborah McCarty Harlan ’58 

Patricia Regan Howe ’56 

Constance Lanseigne-Case ’53 

Patricia Apostolakos Mahoney ’64 

Christine Derby Marocco ’54 

Charles Mitsakos ’61 

Mary Gallagher Quinn ’58 

Mary Martin Sayer ’51 

Joseph Sexton ’58, ’73 

Spiros Sintros ’64 

Marie Kirwin Sweeney ’64 

Jane Yarnall Walker ’54 

Join THE VOLUNTEER COMMITTEE! If you would like to become a part of the volunteer committee     
   for this memorable weekend, please contact Michelle_Lawler@uml.edu or 978-934-2236.

GOLDEN REUNION INVITE_TWO PANEL_2016.indd   1 4/5/17   1:50 PM

Strategic Plan

2017-2022 STRATEGIC PLAN

DEPARTMENT OF ATHLETICS

DIVISION I

goriverhawks.com

UML_Athletics_RiseUp_Brochure_FINAL.indd   1 8/29/17   7:28 AM

Event Logotypes



1918

Site Design 
A university-wide template has been designed with 
the flexibility to organize information in a variety of 
ways. The template works on all devices, meets federal 
accessibility standards and is optimized for search 
engines. Each site can be customized with photos, 
graphics and other content to maximize impact.

Banner/Masthead Design
If your department has specific pictures or images, 
the designer will make every effort to incorporate them 
into your page design. The designer may use stock 
photography if images from your department are not 
available. Clip art is not acceptable for website use.

Subdomains
To eliminate confusion and optimize search engine 
rankings, Web Services does not grant new subdomains 
(anyname.uml.edu). 

Alias Policy
An alias (also known as a redirect or short link) automati-
cally brings users to the right place in a website by typing 
a shortened address (www.uml.edu/anyname). Aliases 
are appropriate for print publications and advertising. 
They can be set up at the discretion of Web Services.

Aliases should be intuitive and follow the traditional 
format, www.uml.edu/anyname. Web Services staff can 
help you determine the best alias for your project. Please 
alert Web Services prior to referencing an alias in print 
materials or advertising to ensure that the alias is work-
ing and does not already point to a different location.

For more information and additional policies,  
visit uml.edu/university-relations/help/web-services.

uml.edu/university-relationsuml.edu/university-relations

UMASS LOWELL    |     BRAND STANDARDSUMASS LOWELL    |     BRAND STANDARDSW E B

UMASS LOWELL WEBSITE
All official university-supported activities 

should have websites on the UMass Lowell 

domain, uml.edu. Sites not on the UMass 

Lowell server are not recognized or supported 

by Web Services.

All department, academic, administrative and research 
sites should be part of the web content management 
system managed by Web Services. A maintainer should 
be designated for each website and will be trained in 
use of the content management system. 

Home Page

Program Page

Landing Page

W E B
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SOCIAL MEDIA
Social media platforms provide invaluable 

tools for building community and promoting 

the university. However, their strengths—ease 

of use, interactivity, immediacy—can also 

create vulnerabilities for the university unless 

care and coordination are exercised. 

University Relations maintains the official institutional 
accounts of UMass Lowell on all major social platforms:  
Facebook, Twitter, LinkedIn, Instagram, Snapchat and 
others. It also maintains the chancellor’s official  
Facebook page. 

Offices and departments are generally empowered 
to create their own social media presences and are 
responsible for the content therein. 

Getting Started
1.  Define your goal. What do you want to accomplish, 

with what audience, over what time frame? The 
answers to these questions will help you choose a 
platform. If your need is temporary—e.g., to promote 
a single event—ask for support from the university’s 
official accounts.

2.  Develop a long-term strategy and make it someone’s 
job to see it through. 

3.  Set up your account and provide at least two 
people with administrative privileges or password 
access. This prevents accounts getting locked out 
if the account creator leaves the university.

4.  Add the UMass Lowell logo. The logo should 
not be altered. Backgrounds are also available 
for download.

5.  Link back to the university or your department  
website.

 

6.  Use discretion. The university reserves the right 
to remove any content posted on a blog or social 
network that violates university policy or the law.

7.  Plan for criticism. Avoid engaging with negative  
comments except to correct inaccurate information.  
Steer dissatisfied commenters toward offline  
conversations or to people who can solve their  
problem. In extreme cases, hide, block or delete 
inappropriate content. 

8.  Have a plan to promote your presence and build up 
your audience. Social media success depends upon  
followers, likes, shares, retweets and connections.

9.  Delete any account you can no longer maintain.  
Abandoned accounts reflect poorly on the university. 

UMLowell 

@UMassLowell

UmassLowell

University of  
Massachusetts Lowell

umasslowell

umasslowell

S O C I A L  M E D I A

DO: 
• Keep your personal account and 

professional accounts separate. 
• Share or retweet/regram posts from 

the university accounts.
• Post content befitting the university: 

civil, respectful, apolitical and 
grammatically and factually correct.

• Ensure that shared content is free 
of copyright or that appropriate 
permissions have been explicitly 
secured from the copyright owner.

• Conform to the terms of service of 
the social platforms you are using.

DO NOT: 
• Post university news before 

it has been made public on 
official accounts.

• Post updates of any kind during 
a university emergency.

• Post materials that contain 
offensive, profane, culturally 
insensitive or defamatory content.

• Use university accounts to promote 
a personal or business gain.

 • Sell advertising or sponsorship 
announcements on university-
controlled profiles or accounts.

• Endorse goods or services 
unaffiliated with UML.

DO’S & DON’TS 

When posting or responding on behalf 
of UMass Lowell on social media, 
please follow these guidelines:

Snapchat

Facebook Ad

Facebook

Twitter
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CORRECT USAGE
Campus life

CORRECT USAGE
Campus life

CORRECT USAGE
Hands-on

CORRECT USAGE
Hands-on

CORRECT USAGE
Classroom setting

CORRECT USAGE
Campus life

INCORRECT USAGE
Do not use low-resolution photos

INCORRECT USAGE
Do not use blurred images

INCORRECT USAGE
Do not use distant images with  

no focal point

INCORRECT USAGE
Do not use unrecognizable imagery

INCORRECT USAGE
Do not use a distant group image

INCORRECT USAGE
Do not use extremely cropped images

People in the photos should appear upbeat and 
engaged, and students in informal settings should 
look happy and enthusiastic. Preference will be 
given to photos that communicate people in action, 
in hands-on or collaborative settings. Photos should 
celebrate and reveal UMass Lowell’s naturally 
diverse community. 

Although the university does not have a full-time staff 
photographer, University Relations staff are available to 
consult with you about photography and to assist with 
booking a qualified commercial photographer who can 
meet your need.

PHOTOGRAPHY
Photographs are used in virtually all 

university communications. Care must 

be taken in their composition and 

the selection of subjects.

REQUIREMENTS

Digital photos taken for use 
in print or on the web must 
be shot at high resolution,  
300 dpi and above. 

DOWNLOADS 

High-resolution 
images are available  
for download at  
uml.edu/campus-pics

 TIPS

Settings should be chosen 
that reflect the best of 
UMass Lowell. Avoid, for 
example, outdated, dim 
or cluttered spaces. In lab 
photography, all safety 
requirements must be 
observed to the letter. 

It is unnecessary and 
undesirable to artificially 
compose images specifically 
to increase the appearance 
of diversity.
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VIDEO
Videos produced to market the university 

must meet a professional standard.  

Official university-branded videos should be 

produced by the University Relations staff 

or by qualified external vendors. The work 

of students or interested amateurs is not 

permissible unless supervised by University 

Relations or a qualified professional 

videographer.

V I D E O

Videos can create immediacy and connection in ways 
that other forms of storytelling cannot. However, video 
projects are often more expensive and time-consuming 
than people expect, and their shelf life is often short. 

Before you decide to pursue a video project,  
ask yourself these questions: 
• What story do I want to tell?
• Why would my audience want to watch it?
• Do I have the time, budget and expertise 

to proceed with confidence? 
• How will I promote my video? 
• Do I expect something to change in the next 

year (e.g., a department name or program) 
that would make my video obsolete?

P R O M O T I O N A L  I T E M S

Examples of promotional logo applications

PROMOTIONAL ITEMS
Branded giveaways like pens, USB keys 

and T-shirts may be produced for special 

events, as gifts on certain occasions or 

for fundraising.  

All promotional items should bear the university logo. Depending 
upon the nature and color of the item, the logo may be black 
and blue, solid black or white reversed out of a blue or black 
background. On certain special items, such as university chairs,  
it is permissible to use the university seal. 

REQUIREMENTS

• Videos must be shot 
in 16:9 aspect ratio in 
HD resolution.

• The UMass Lowell logo 
should appear at the 
beginning or end of 
the video, and a “logo 
bug” should appear 
in the lower right 
corner throughout the 
production. Both graphics 
can be provided by 
University Relations.

• University videos may 
not use copyrighted 
material of any kind 
without written 
permission or license 
from the copyright holder. 

• University videos must 
be closed-captioned in 
order to comply with 
federal accessibility 
requirements.

• All videos embedded on 
uml.edu pages must be 
approved by University 
Relations.

U
M

A
S
S

LO
W

EL
L

 TIPS

University Relations has 
an approved stable of 
marketing specialist vendors, 
all of which have been 
vetted for quality, cost 
and dependability. Please 
contact University Relations 
for recommendations for a 
vendor that can best meet 
your need. 

Example of branded video template
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APPAREL 
University Relations staff can recommend 

outside vendors who will work with your 

budget, providing a variety of quality and 

styles and delivering your merchandise 

when you need it. The staff can provide 

an approved official department logotype.  

E V E N T S

EVENTS
Signs and exhibits at university events 

should prominently display the university 

identity. This is particularly important in 

the case of banners, posters, signage 

and lecterns used at news conferences, 

convocations, symposia and major events. 

The University Relations staff can assist in 

creating specific sizes, materials, fabrication 

and installation for all event materials.

Event Banner

Program

Facebook

A CONVERSATION WITH

STEPHENKING

First Annual Chancellor’s Speaker Series 

Friday, Dec. 7, 2012, 7:30 p.m. 
Tsongas Center at UMass Lowell 

PICARD CONSTRUCTION CORP.
Contractors • Developers 

Residential • Commercial • Industrial

85 Pevey Street, Lowell, Mass.
Phone 978-459-6135, Fax 978-459-7078
chris@picardconstructioncorp.com

Congratulations to UMass Lowell on its 
inaugural Chancellor’s Speaker Series event! 

Continuing to Lead in Online Education
PURSUE A DEGREE OR CERTIFICATE ONLINE OR ON CAMPUS

CALL FOR MORE INFO
978-934-2474

SPRING CLASSES START
January 22, 2013

OPEN HOUSE
January 16, 2013
3:00pm to 7:00pm

VISIT US ONLINE
continuinged.uml.edu

UMass Lowell is an Equal Opportunity/Affirmative Action,Title IX, H/V, ADA 1990 University.
This ad was produced at no cost to the Commonwealth.

UMass Lowell’s Division of Online and Continuing Education
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39” width

UMass Lowell Vertical Logo Display

80” 
height

Department Displays

Department of 

Biological 
Sciences 
uml.edu/sciences/biology

Kennedy College of Sciences

Indoor Displays
Branded displays (pop-up banners, tabletop signage, 
tablecloths) may be used at conferences, seminars, public  
meetings and other occasions involving both university 
personnel and external audiences. Contact University  
Relations for assistance with your display.

S I G N A G E

S O U T H C A M P U S

Admissions

Visitor 
Parking

Coburn
Lot
Faculty/Staff
Parking

East
Campus

North
& South 
Campuses

EAST
CAMPUS

Campus Gateway Pillar

Costello 
Accessible
Parking

Pinanski

P
Wilder
Lot

Visitors
Faculty / Staff
Students

Outdoor Signage–Permanent
The university worked with Cambridge-based specialists 
Roll Barresi & Associates Inc. to establish standards and 
requirements for all exterior and interior permanent signage.  

REQUIREMENTS

All new signs must adhere 
to our wayfinding standards 
and must be approved by the 
Facilities Department. 
For help with signage, call 
Facilities at 978-934-2601.

SIGNAGE
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Vertical Pole Banners

Horizontal Banner

Outdoor Signage–Temporary
Temporary signage on buildings, light poles and other 
fixtures is sometimes appropriate in the promotion of  
high-visibility university events and priorities. University 
Relations and Facilities work together to plan and execute  
all large-scale temporary signage programs.

S I G N A G E

Department name and/or division PMS 293

Vehicle Door Graphic

Complete Vehicle Wrap

Vehicle Identification
The UMass Lowell vehicle fleet represents the university 
to the public. The vehicle’s department may be identified 
in a line next to the logo. 

Affixing the logo on an oddly shaped surface may pose 
a challenge. University Relations designers are able to 
offer solutions, up to and including full vehicle wraps 
for buses and large vehicles.

www.uml.edu/branding-guide
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Wordmark

The River Hawk nickname and logo were selected in 
the spring of 1994 following a lengthy process, a contest 
and a final vote by the UMass Lowell student body. 
Not representative of any specific bird, the River Hawk 
is envisioned as a mythical bird of strength, speed and 
courage. It soars to great heights but never loses its 
connection to the river and the land below. Straddling 

both sides of the Merrimack River, UMass Lowell has 
been a thriving educational and research center for over 
a century with strong ties to the river and to the industries 
that line its banks.

Use of the nickname, logo and all marks must be consis-
tent with university licensing and reproduction guidelines. 

Primary Logo Mark Secondary Logo

ATHLETICS BRANDING
Through the years, UMass Lowell has 

changed its athletics nickname and logos 

several times. Past nicknames include 

the Lowell Tech Terriers, the Lowell State 

Indians and the University of Lowell 

Chiefs. The current university nickname  

is the River Hawks, and the River Hawk 

mascot’s name is Rowdy.

REQUIREMENTS

Spirit identifiers, such as 
Rowdy the River Hawk, are 
used in connection with 
club and varsity sports 
and spirit-centered events 
such as Homecoming. Spirit 
marks are not an acceptable 
alternative to the university 
logo and should never be 
used in conjunction with 
the university’s academic or 
administrative activities. 

Alteration to the logo for 
any use must receive advance 
approval of the Athletics 
Marketing Office. 

The university’s athletic colors:
• Blue (PMS 293) and white
• Red (PMS 186) may only 

be used as an accent 
color with the use being 
minimal.

For further information  
about athletics graphics 
standards, contact the 
Athletics Department at  
978-934-2337.

The above logos are registered trademarks of the University of Massachusetts Lowell. 
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