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06 NEW YORK UNIVERSITY BRAND OVERVIEW

To create the New York University Admissions brand, we conducted a deep review of everything NYU stands for, which we call the discovery 

phase. Using the research we compiled, the interviews we conducted, and everything we learned about what it means to be a member of the NYU 

community, we arrived at the Brand Positioning Statement. This phrase is not a tagline, but rather encapsulates the essence of NYU. The Unique 

Selling Proposition is influenced and formed by the support pillars, and serves as an internal reference guide to marketing communications. The four 

pillars, as outlined below, may be used to guide digital content strategy for Undergraduate Admissions.

B RA N D  P O S I T I O N I N G

HOME TO 
EARTH’S BOLDEST

U N I Q U E  S E L L I N G  P R O P O S I T I O N 

S U P P O R T  P I L L A R S

P OW E R  O F 
C O N N E C T I V I T Y

A N  E L E G A N T 
C O M P L E X I T Y

F L U I D  B Y 
D E S I G N

W E
H AV E  T O
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G O T H A M  L I G H T 

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk 

Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu 

Vv Ww Xx Yy Zz  

0 1 2 3 4 5 6 7 8 9  ! ? $ %

G O T H A M  B O O K 

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk 

Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu 

Vv Ww Xx Yy Zz  

0 1 2 3 4 5 6 7 8 9  ! ? $ %

G O T H A M  M E D I U M 

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu 
Vv Ww Xx Yy Zz  
0 1 2 3 4 5 6 7 8 9  ! ? $ %

G O T H A M  B O L D 

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu 
Vv Ww Xx Yy Zz   
0 1 2 3 4 5 6 7 8 9  ! ? $ %

G O T H A M  U LT R A 

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk 
Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu 
Vv Ww Xx Yy Zz  
0 1 2 3 4 5 6 7 8 9  ! ? $ %

T Y P E FAC E S

G O T H A M  
Gotham is a modern sans-serif typeface based on geometric proportions. 

It strikes a modern and forthright tone and suggests the energy and 

exuberance of NYU and New York City. It’s flexible, complete with a full 

range of weights and italics, an ideal choice when dealing with body 

copy and longer documents that may need subtleties in hierarchy. 
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H E A D L I N E 
A P P L I C AT I O N

Here are some examples from the brand concept that help visualize the 

possibilities of the various headline styles.

23 NEW YORK UNIVERSITY BRANDING ELEMENTS

Geodesic Element
NYU is larger than any one location: the impact of the university reaches 

beyond time zones to every inhabited continent on Earth. Students and faculty 

move fluidly around the NYU system, creating an educational experience that 

prepares tomorrow’s leaders to be comfortable anywhere they go. The geodesic 

element graphically represents that connection and movement, and can be used 

in support of headlines and photography that convey that sentiment.

 
The use of this design element can flex from print to digital and video 

applications; motion can really bring it to life. The geodesic form can be 

manipulated to take on any shape. Doing so adds an additional layer of  

kinetic energy, which supports the brand voice of the nearly limitless and 

diverse connections being made at NYU.

D E S I G N  E L E M E N T S

Geodesic Element Geodesic Element

NYU_Toolkit.ai



37 NEW YORK UNIVERSITY COLOR

3 COLOR
GRADIENT

C O LO R

COOL GRAY 1 

C10, M8, Y10, K0 

R226, G225, B221 

HEX e2e1dd

WARM GRAY 4
C30, M28, Y32, K0 

R181, G173, B166 

HEX b5ada6

PMS 321
C100, M22, Y42, K2  

R0, G137, B150 

HEX 008996

PMS 7538
C45, M32, Y42, K2 

R147, G154, B144 

HEX 939a90

PMS 7540
C69, M59, Y52, K33 

R74, G79, B85

HEX 4a4f55

PMS 152
C5, M66, Y100, K0 

R233, G115, B0 

HEX e97300

PMS 7530
C38, M38, Y47, K3  

R164, G148, B131 

HEX a49483

PMS 377
C58, M22, Y100, K4 

R121, G154, B5

HEX 799a05

Primary Palette 
The lead color and foundation to all NYU 

communications is NYU Violet. Shades of the 

violet can also be used to create a focused, 

clear, and unified color palette.

PMS 711
C0, M100, Y80, K2 

R231, G25, B57 

HEX e71939

ABU DHABI SHANGHAI
NYU / 

NEW YORK
CITY

PMS 2597

2 COLOR
GRADIENT

PMS 321

PMS 2597
C85, M100, Y0, K0 

R87, G6, B140 

HEX 57068c

Accents Palette
A range of secondary accent colors work  

in conjunction with the primary and neutral 

palettes. 

Gradients
Gradient swatches are built using the RGB or 

CMYK color builds based on the PMS colors. See 

branding elements section for usage scenarios. 

Neutrals Palette
A variety of light grays are primarily used for  

the separation of content and elements as well  

as copy.

PMS 321

PMS 2597

PMS 152

PMS 7406
C0, M18, Y100, K0 

R244, G205, B48 

HEX f4cd30

For accessibility purposes, please use the existing color palette for NYU.edu. Specific guidance may be 
found in the NYU Identity Design Guide: http://nyu.edu/styleguide
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PHOTOGRAPHY

Environment
The NYU system is expansive. With three degree-granting campuses and 

11 study-away sites, there is nowhere that is beyond the reach of NYU. 

Environmental photography shows the expansiveness of the cities that NYU 

calls home. The global campuses are in some of the most iconic cities around 

the world with instantly recognizable skylines. 

It is effective to feature street-level perspective to bring out the experiences that 

students and faculty have within these environments. Since NYU is a campus 

without walls, photography should support that sentiment by moving beyond 

the “boundaries” of the schools to out-of-the-way places. This cues the viewer 

that NYU students and faculty feel comfortable outside of their comfort zones. 

32 NEW YORK UNIVERSITY PHOTOGRAPHY

PHOTOGRAPHY

People
The students and faculty that make up the fabric of NYU are as diverse as the 

opportunities that surround them. Portrait photography within a studio setting 

features the subjects as they are, without distration, and captures their unique 

personalities. This photo style is equally effective in a layout when paired with an 

environmental shot to bring the image a sense of place.

It is also important to feature individuals or groups of people within an 

environment. Doing so places the viewer within the context of the setting and 

allow NYU to show the breadth of the university, as well as bring to life the 

pursuits of the students and faculty in an authentic way.
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NEW YORK UNIVERSITY/NEW YORK CITY ABU DHABI SHANGHAI

G RA P H I C  L I B RA RY  OV E R V I E W
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