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THE COKER LOGO IS THE FOUNDATION OF OUR VISUAL 
IDENTITY.  IT IS OUR NAME, OUR FACE AND OUR 
SIGNATURE THAT DETERMINES HOW THE REST OF THE 
WORLD SEES US.  YOU NEVER GET A SECOND CHANCE TO 
MAKE A FIRST IMPRESSION.

O U R
L O G O
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F O R  M O R E  T H A N  A  C E N T U R Y,  D AV I D S O N  H A L L  H A S  S E R V E D  A S  T H E  D E F I N I T I V E  S YM B O L 
O F  C O K E R  C O L L E G E—R E S T I N G , B O T H  L I T E R A L LY  A N D  F I G U R AT I V E LY,  AT  T H E  H E A R T  O F 
O U R  C A M P U S .  T H R O U G H  A  M O D E R N  Y E T  I C O N I C  R E P R E S E N TAT I O N  O F  D AV I D S O N, O U R 
L O G O  P R OJ E C T S  A  S E N S E  O F  P L A C E ,  G R O U N D E D  I N  H I S T O R Y  A N D  E X C E L L E N C E .  T H E  S I X 

C O LU M N S  A L LU D E  T O  T H E  S I X  P I L L A R S  O F  T H E  S T U D E N T  C O V E N A N T,  W H I L E  C O N V E Y I N G 
A  S E N S E  O F  A C A D E M I C  H E R I TA G E  A N D  C O N F I D E N C E .  W E  TA K E  A N  U N E X P E C T E D  D E PA R-
T U R E  F R O M  A  S TA N D A R D  U S E  O F  C A M P U S  A R C H I T E C T U R E  B Y  S H O W I N G  T H E  B U I L D I N G ’S 
FA C E  AT  A  B O L D  N E W  A N G L E . 

T H E  S A N S -S E R I F  T Y P E  T R E ATM E N T  O F  “C O K E R ” C O M B I N E D  W I T H  A  M O R E  T R A D I T I O N-
A L  S E R I F  FA C E  F O R  “C O L L E G E ” P U T S  A  M O D E R N  T W I S T  O N  A  T R A D I T I O N A L  E L E M E N T, 
P O R T R AY I N G  C O K E R  A S  A N  I N S T I T U T I O N  W I T H  B O T H  A  S U P E R I O R  L E G A C Y  A N D  A  B R I G H T 
F U T U R E . 
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L O G O  U S A G E

An effe ctive logo ne e ds to  b e as  versati le  as  p ossible  to  al low 

for  f lexibil ity of  usage.   A one-c olor  logo al lows for  usage in a 

variety of  circumstanc es and on a  variety of  backgrounds,  al -

though it  would b e primarily for  us e on a  white 

background in the cas e of  one-c olor  printing.  

The logo ne e ds to  work when us e d on c olore d backgrounds that 

c orresp ond to the thre e primary Coker c olors .   In  this  cas e,  the 

us e of  navy,  l ight  blue and white  in the logo works well  in c om -

bination with the gold background and 

thereby inc orp orates  al l  thre e primary Coker c olors . 

Here,  the us e of  navy,  gold and white  in the logo works well  in 

c ombination with the l ight  blue background and

inc orp orates  al l  thre e primary Coker c olors  in c ombination. 

In this  example,  the us e of  l ight  blue,  gold and white  in the 

logo works well  in c ombination with the navy background and 

inc orp orates  al l  thre e primary Coker c olors  to  create a  v isually 

impactful  pres entation. 
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Here are c orresp onding examples  of  the logo in a  horizontal  for -

mat which is  us eful  for  cas es  in which the logo ne e ds to  app ear 

in a  spac e which is  vertical ly l imite d,  such as  a 

website  header,  digital  banner,  etc .

H O R I Z O N T A L  L O C K U P



C O K E R  C O L L E G E  /  B R A N D  G U I D E L I N E S

In the example of  the logomark b eing us e d as  the primary 

repres entation of  the Coker identy,  the mark its elf  featuring 

ic onic  Dav ids on Hall  should b e emphasize d through s cale .   The 

logomark its elf  should st i l l  b e  ac c ompanie d in s ome way by the 

word mark for  brand identif ication.

L O G O M A R K
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In the cas e of  using the logotyp e as  the primary 

repres entation of  the Coker identity,  the word mark can stand 

alone sinc e it  is  our name and therefore a  clear 

brand identif ier.

W O R D M A R K
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IN ORDER TO MAINTAIN A CONSISTENT BRAND 
EXPERIENCE, THERE NEED TO BE GUIDELINES AND 
BOUNDARIES IN PLACE THAT ESTABLISH HOW 
THE LOGO SHOULD NOT BE USED AS WELL.  THESE ARE 
SOME BASIC RULES TO KEEP IN MIND.
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DON’T STRETCH, CONDENSE OR ALTER 
THE PROPORTIONS IN ANY WAY.

DON’T PL ACE THE LOGO WITH ANOTHER GRAPHIC 
BECAUSE IT  CREATES A NEW LOGO.

DON’T USE ALTERNATE COLOR COMBINATIONS. DON’T REVERSE THE LOGO.

COBRA DEN



C O L O R 
P A L E T T E
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THE COLOR PALETTE IS WHAT HELPS BRING THE BRAND TO 
LIFE AND GIVE THE BRAND A VISUAL VOICE.  HOW 
COLORS FROM THE PALETTE ARE USED IS AN
IMPORTANT FACTOR IN DETERMINING THE LANGUAGE 
THAT THE BRAND SPEAKS.
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C O L O R  P A L E T T E

PRIMARY COLORS
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SECONDARY COLORS

PMS 295 U
CMYK 100 57 0 40
HEX 00457C

PMS 2915 U
CMYK 60 19 3  0
HEX 5FAAD8

PMS 108 U
CMYK 1  19  100 0
HEX FDCD08

PMS 426 U
CMYK 0 0 0 60
HEX 58595B

PMS 151  U
CMYK 0 62 90 0
HEX F57F32

PMS 583 U
CMYK 35 0 86 11
HEX 9FBE4A

PMS 172 U
CMYK 0 86 80 0
HEX F04C3E

PMS 453 U
CMYK 25 25 40 0
HEX C2B59B

PMS 4 U
CMYK 0 0 0 30
HEX BCEBC0

The c olors  in our s e c ondary palette  were chos en sp e cif ical ly to  c omplement our thre e primary c olors .   More sp e cif ical ly,  the s e c -

ondary palette  c olors  were chos en for  the dist inct  tonal  values of  each particular  hue and the relative saturation of  each of  thos e 

hue tonal  values .  Not  only do they work well  with the primary c olor  palette ,  but  thos e qualit ies  als o translate  to  a  psychological 

and emotional  s ens e of  warmth,  approachabil ity,  calm and balanc e.  

Se c ondary c olors  are meant to  b e us e d as  strong c omplements  to  the thre e main c olors ,  but  no more than one s e c ondary c olor 

should b e us e d at  a  t ime and should never b e us e d without ac c ompanying al l  thre e primary c olors .

Navy blue and gold remain our two primary c olors ,  refle cting history and tradition.  The addition of  a  third primary c olor—

light  blue—b oth brightens and refreshes our basic  c olor  palette .  Repres enting “the blue of  s outhern skies ,”  i t  c ommunicates  a 

s ens e of  p ossibi l ity.




