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TONE OF 
VOICE
Our tone of voice reflects our brand personality, helps 
us better connect with students and makes us stand 
out from other colleges. It describes how rather than 
what we want to communicate. 

Through a consistent brand voice, we build an 
emotional connection with our internal and external 
audiences that encourages dialogue and a strong 
desire to choose OCC over our competitors.



OUR PERSONALITY
Having a distinct personality makes us relatable and memorable. Since our highest goal is to inspire 
students to achieve their greatest potential, the attributes that best describe us include:

• Cheerful - we have an optimistic view of the world and celebrate moments big and small 
• Futuristic - we embrace change and welcome whatever tomorrow brings 
• Trustworthy - we honor integrity and speak truthfully, always being our authentic selves
• Confident - we are knowledgeable and informative 
• Inclusive - we create a place where everyone can thrive 
 
To better understand these ideals and see our voice in action, please view the following examples 
produced for our latest advertising campaign “Start Your Someday.” 

HELPFUL GUIDELINES
HONOR ALL AUDIENCES
All communication should be student-centric while keeping parents and community 
members in mind. 

TALK LIKE A PERSON
Avoid jargon while keeping copy simple and clear. Let’s talk to people like people. 

BE POSITIVE
All writing should have a hopeful tone and avoid words that sound negative like “don’t” or “can’t.” 

TONE OF VOICE
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Primary Stacked Logo

Alternative Logos

ALT Horizontal ALT Stacked
Primary Horizontal

Primary Horizontal with Department Name WordmarkLogos with Excellence Empowered Tage

Ample space must be given to the 
logo to preserve legibility. 

This is OCC’s key identifier and must be treated with reverence. Adequate space must be 
provided around the logo for optimal legibility. The color of the logo can only be brand 
green, white or black. Different versions of the logo are used circumstantially, based on 
what makes the most sense with the rest of the design. 

LOGO
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Forbidden Usage

Approved Colors

Do not rotate the logo. Do not separate components 
of the logo.

Do not add a drop shadow to 
the logo

Do not change the color of the logo 
outside of approved brand colors.

Do not alter the diamond 
in the logo.

Do not place the logo in a container 
smaller than the approved spacing.

Do not add a stroke 
to the logo.

Do not change the 
text in the logo.

Do not distort 
the logo.



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 
1 2 3 4 5 6 7 8 9 0

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 
1 2 3 4 5 6 7 8 9 0

Avenir Next Condensed

FONTS

Avenir Next

The font family used for OCC is Avenir Next. Avenir Next is a clean, modern typeface with 
numerous weights available. Avenir Next is the primary group of fonts used throughout 
the OCC brand, however, Avenir Next Condensed is available to use occasionally for 
promotional material and ad campaigns. 
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Avenir Next Heavy
Avenir Next Heavy Italic
Avenir Next Bold
Avenir Next Bold Italic
Avenir Next Demi Bold
Avenir Next Demi Bold Italic
Avenir Next Medium
Avenir Next Medium Italic
Avenir Next Regular
Avenir Next Italic

Avenir Next Condensed Heavy
Avenir Next Condensed Heavy Italic
Avenir Next Condensed Bold
Avenir Next Condensed Bold Italic
Avenir Next Condensed Demi Bold
Avenir Next Condensed Demi Bold Italic
Avenir Next Condensed Medium
Avenir Next Condensed Medium Italic
Avenir Next Condensed Regular
Avenir Next Condensed Italic

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 
1 2 3 4 5 6 7 8 9 0

Open Sans
Open Sans is used as a web font in 
substitution of Avenir Next.

Avenir Next and Avenir Next Condensed come with a variety of weights for numerous applications. Heavy and bold weighted fonts should be used 
exclusively for headlines and display type. Bold and Demi bold should be used for subheadlines. Medium and Regular should be used for body 
copy and captions. 



IS ANOTHER WAY TO 
DECORATE WORDS. 

Here are some examples of 
single headlines with keywords 
emphasized using color and 
outlined type.

OUTLINED 
TYPE

TYPOGRAPHY

ADD VISUAL 
INTEREST BY 
HIGHLIGHTING 
KEY WORDS.

The style in which text is expressed is typography. Good typography enforces hierarchy. 
It can break up messaging and help with readability. Consistent typography is one of the 
foundational elements of the OCC brand. 
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THIS IS A 
HEADLINE
This is a subhead

This is a Subhead

This is an example of body copy. Lorem ipsum 
dolor sit amet, consectetur adipiscing elit, sed do 
eiusmod tempor incididunt ut labore et dolore 
magna aliqua. Ut enim ad minim veniam, quis

This example shows how text can 
still be legible over an image. 

This is a Headline

Headlines may be caps case. Bold 
and heavy-weighted fonts must be 
used to enforce hierarchy. 

Subheadlines must be smaller than 
the headline but larger than the 
body copy. Subheads may be 
caps case.

Body copy should be displayed using 
medium and regular weighted font. 



COLORS
OCC’s color palette is broken up into primary and secondary colors. OCC green must be 
represented in any form of media in some way but does not have to be in the dominant color.

OCC Green
Pantone 349C
R:4 G:106 B:56
C:90 M:12 Y:95 K:40
Hex: 046A38

Black
R:0 G:0 B:0
C:60 M:40 Y:40 K:100
Hex: 000000

Seafoam
R:122 G:198 B:155
C:53 M:00 Y:50 K:00
Hex: 7AC69B

Lime
C:45 M:00 Y:98 K:00

Apple
R:80 G:184 B: 72
C:70 M:00 Y:100 K:00
Hex: 50B848

White
R:255 G:255 B:255
C:00 M:00 Y:00 K:00
Hex: ffffff

PRIMARY COLORS

(Digital Only)
R:157 G:234 B:1
Hex: 9DEA01
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Bumblebee Yellow
R:251 G:213 B:2
C:3 M:13 Y:100 K:00
Hex: FBD502

Dark Blue
R:33 G:54 B:113
C:100 M:90 Y:27 K:13
Hex: 263671

Strong Red
R:216 G:57 B:104
C:10 M:92 Y:41 K:00
Hex: D83968

Dark Teal
R:24 G:108 B:127
C:88 M:46 Y:39 K:12
Hex: 186C7F

Violet
R:108 G:42 B:124
C:71 M:100 Y:16 K:4
Hex: 6C2A7C

Sky Blue
R:94 G:186 B:206
C:59 M:7 Y:16 K:00
Hex: 5EBACE

Habanero
R:244 G:156 B:74
C:2 M:45 Y:80 K:00
Hex: F49C4A

Lighter Blue
R:50 G:116 B:185
C:82 M:52 Y:00 K:00
Hex: 3274B9

SECONDARY COLORS

Gradients may be used as an 
alternative to solid colors or as an 
imagery overlay for text. 

Secondary colors and tints may be used on a situational basis such as promotional materials 
and ad campaigns. The legibility of text must be a critical consideration when using color. ADA 
compliance must be maintained at all time.



DESIGN 
ELEMENTS
The brand diamond is the foundation of design elements used in OCC branding. 
Design elements add emphasis to imagery, substance to text or background detail to 
help make a piece identifiably OCC. These elements should only be used intentionally-
-never for the sake of just having them. Too many design elements can make a design 
look busy and cluttered. 

Chevrons are a component of the diamond. 
These can be used as pointers.

Diamonds are used as a dotted rule to break up information.

In this example, the diamond is scaled up to bleed off 
the page and tipped slightly off-axis. Another outlined 
diamond is used to draw attention to the subject within 
the image.

OVER-SIZED 
DIAMOND
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Diamonds can be used as a container for  
text, colors, imagery and patterns.

Icons can be used a number of different 
ways. They can act as symbols to 

articulate information as well as pattern 
for a background.

Diamonds can be used as a container for 
background patterns. See the following 
page for more background examples.

LARGE QUOTATION 
MARKS FOR QUOTES.

Diamond halves are used to ‘bracket’ or 
call attention to the subjects in an image.

BRACKETING



BACKGROUNDS
Patterns are used to add texture to designs. These are low-contrast designs that should 
not compete with the rest of the layout. 
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PHOTOGRAPHY
When possible, photography should be pulled from the OCC photo library. Photography must 
feel genuine and unstaged. Subjects in the photos need to look and feel empowered; no 
graphical treatments or elements that would detriment people’s identity.
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DESIGN IN 
PRACTICE
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START YOUR SOMEDAY 
TEASER CAMPAIGN

E-blasts
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Social

Digital OLA

Digital OOH



START YOUR SOMEDAY 
EVERGREEN CAMPAIGN

Social

Digital OOH
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Digital OLA

Digital Radio Companion Banner



or visit bit.ly/OCC-CampusMap

Scan Me

BR 692  09/22

DUAL 
ENROLLMENT

LEARN MORE
Speak with an Admissions Coordinator  

 248.341.2280  

 admissions@oaklandcc.edu

 oaklandcc.edu/dualenrollment

EARN COLLEGE CREDITS 

WHILE IN HIGH SCHOOL

“I learned through my counselor 

that I could take classes at OCC 

and earn college credits toward a 

degree. The idea of starting college 

early was very cool to me. I’m 

now an OCC student graduating 

soon with an Associate of Arts. I 

plan to transfer my credits toward 

a bachelor’s degree. I highly 

recommend OCC’s dual enrollment 

program.”

Katie 

Rochester High School

CAMPUS MAPS
To view our OCC campus maps, scan 

the QR code below.

#OCCollege

or visit bit.ly/OCC-CampusMap

Scan Me

BR 692  09/22

DUAL 
ENROLLMENT

LEARN MORESpeak with an Admissions Coordinator  
 248.341.2280  
 admissions@oaklandcc.edu
 oaklandcc.edu/dualenrollment

EARN COLLEGE CREDITS WHILE IN HIGH SCHOOL

“I learned through my counselor that I could take classes at OCC and earn college credits toward a degree. The idea of starting college early was very cool to me. I’m now an OCC student graduating soon with an Associate of Arts. I plan to transfer my credits toward a bachelor’s degree. I highly recommend OCC’s dual enrollment program.”

Katie Rochester High School

CAMPUS MAPSTo view our OCC campus maps, scan the QR code below.

#OCCollege

PRINT
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or visit bit.ly/OCC-CampusMap

Scan Me

BR 692  09/22
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ENGLISH AS A  
SSEECCOONNDD  LLAANNGGUUAAGGEE  
((EESSLL))  
We understand how difficult it can be to take courses in another language. Our ESL program will help you become 
more fluent in English and better prepare you for college and your career.

WHY COME TO OCC?
Established program: Our ESL program has been   
helping students reach their goals for over 30 years.

Complete instruction: We offer 11 different courses to  
help you improve your English skills. 

Expert faculty: Our dedicated faculty members are   
experienced in working with students who have different 
levels of English skills.   

Free academic support: Our Conversation Partner   
Program and one-on-one tutoring through our Academic 
Support Center provide additional support outside the 
classroom.

Bridge class: We offer this non-credit course for students 
who have lower placement scores and who need extra 
preparation before entering the ESL program.  

Successful graduates: No matter where you go after 
OCC, our ESL program will prepare you. Our OCC 
graduates transfer to 4-year colleges and universities, 
enter the workforce and get better jobs.

PLACEMENT TESTING
• The Duolingo English Test is required. 

• This test is free. You will receive a special OCC coupon code that covers the cost. 

• Once you have applied to OCC, you can take the Duolingo English test by logging into your MyOCC account. 

• Exemption: If you have already taken the TOEFL / IELTS tests, your score may exempt you from taking   
 some ESL courses.

FALL   
AUG 29 – DEC 19 2022  

26495 08/22  

LEADERSHIP  INNOVATION  FUN  ENGAGEMENTStudent LIFE

SOUTHFIELD STUDENT LIFE CENTER

9:00 AM – 5:00 PM

MONDAY
9:00 AM – 5:00 PM

THURSDA
Y

Hours may increase based on staffing.

GET INVOLVED · GET ENGAGED 

JOIN A CLUB · START A CLUB

Scan me

Questions? 

 CONTACT BRENDA LOWERY

Student LIFE Center: 248.233.2765

Southfield Campus Office: 248.233.2714

StudentLIFE@oaklandcc.edu

PRINT
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FALL   
AUG 29 – DEC 19 2022  

26495 08/22  

LEADERSHIP  INNOVATION  FUN  ENGAGEMENTStudent LIFE

SOUTHFIELD STUDENT LIFE CENTER

9:00 AM – 5:00 PM

MONDAY
9:00 AM – 5:00 PM

THURSDA
Y

Hours may increase based on staffing.

GET INVOLVED · GET ENGAGED 

JOIN A CLUB · START A CLUB

Scan me

Questions? 

 CONTACT BRENDA LOWERY

Student LIFE Center: 248.233.2765

Southfield Campus Office: 248.233.2714

StudentLIFE@oaklandcc.edu

SOCIAL MEDIA | ASSESS-
MENT
SOCIAL MEDIA POST
Was the post publicly posted on one of OCC’s official social media channels or is OCC tagged?If yes, is the post positive?
 If yes, the post is positive: Publicly thank and comment back to the original poster. Share the  
 compliment with relevant faculty/staff members/departments.
 If no, the post is not positive: Does the poster appear to be a “troll” who consistently posts  
 degrading content about others? (e.g. no valid concerns, just bullying)
  If yes, the poster appears to be a “troll”: Delete or hide the post, if possible. Block the  
  poster depending on severity.
  If no, the poster does not appear to be a “troll”: Is the post a rant, rage, joke, ridicule or  
  satirical in nature?

   If yes, the post is a rant, rage, or etcetera: Delete or hide the post, if possible. 
   Block the poster depending on severity. 
   If no, the post is not a rant, rage, or etcetera: Are the facts wrong?    If yes, the facts are wrong: Publicly and politely correct the facts.
   
    If no, the facts are right: Does the post describe a negative experience with  
    the college or its representative(s)?
     If yes, the post describes a negative experience: Verify information.  
     Work with involved parties. Provide a solution.     If no, the post does not describe a negative experience: Request more  
     information, if needed. Respond appropriately.If no, Does the post contain concerning information or accusations? If yes, the post contains concerning information: Does the poster appear to be a “troll” who  
 consistently posts degrading content about others? (e.g. no valid concerns, just bullying)  If yes, the poster appears to be a “troll”: Delete or hide the post, if possible. Block the  
  poster depending on severity.
  If no, the poster does not appear to be a “troll”: Is the post a rant, rage, joke, ridicule or  
  satirical in nature?

   If yes, the post is a rant, rage, or etcetera: Delete or hide the post, if possible. 
   Block the poster depending on severity. 
   If no, the post is not a rant, rage, or etcetera: Are the facts wrong?    If yes, the facts are wrong: Publicly and politely correct the facts.
   
    If no, the facts are right: Does the post describe a negative experience with  
    the college or its representative(s)?
     If yes, the post describes a negative experience: Verify information.  
     Work with involved parties. Provide a solution.     If no, the post does not describe a negative experience: Request more  
     information, if needed. Respond appropriately. If no, the post does not contain concerning information: Do not respond. Monitor for relevant information and comments. 

ELEMENTS OF A QUALITY RESPONSE
INFLUENCE 
Focus on the most influential social media related to OCC.

TONE
Respond in a tone that reflects the values and goals of OCC.

TIMELESS
Take your time to create quality responses, but give a heads up that you will follow up 
soon.

SOURCING
Cite your sources by including links, videos, images or other references.

TRANSPARENCY
Disclose your OCC connection.

https://www.facebook.com/OCCofficial https://twitter.com/OCCollege https://www.instagram.com/occollege/ https://www.linkedin.com/school/oakland-community-college/ https://www.youtube.com/user/OCCollegeOfficial https://www.flickr.com/photos/oaklandcc https://www.snapchat.com/add/occollege

#OCCollege#OCCollege

@#$%!@#$%!
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SOCIAL MEDIA | ASSESSMENT
START: SOCIAL MEDIA POSTWas the post publicly posted on one of OCC’s official social media channels or is OCC tagged?

Does the post contain concerning  
information or accusations?

Is the post positive?

Publicly thank and comment back to the original poster. Share the compliment with relevant faculty/staff members/departments.

Delete or hide the post, if possible.
Block the poster depending on severity.

Do not respond.
Monitor for relevant information  and comments. 

Are the facts wrong?

Does the poster appear to be a “troll” who consistently posts degrading content  about others? (e.g. no valid concerns, just bullying)

Is the post a rant, rage, joke, ridicule or satirical in nature?
Publicly and politely correct the facts.

Does the post describe a negative experience with the college or its representative(s)?

Verify information.
Work with involved parties.
Provide a solution.

Request more information, if needed. 
Respond appropriately.

YESNO

YES

NO

YESNO

YES

NO

YESNO

YESNO

YESNO

ELEMENTS  
OF A QUALITY  

RESPONSE

INFLUENCE 
Focus on the most influential  social media related to OCC.

TONE
Respond in a tone that reflects the values  

and goals of OCC.

TIMELESS
Take your time to create quality responses,  but give a heads up that you will follow up soon. 

SOURCINGCite your sources by including links, videos, images or other references.

TRANSPARENCY
Disclose your OCC connection.

14611 8/22

248.341.2020 | marcomm@oaklandcc.edu | oaklandcc.edu

BR 691   8/22

https://www.oaklandcc.edu/

Connect with OCC!
OCC is proud to be ranked among the top community 
college social media channels in Michigan

Do

Share content that is relevant to your 
audience

Say anything on social media that you 
wouldn’t feel comfortable saying out loud 
in a professional setting

Speak negatively about the College or 
your colleagues; this reflects poorly on 
both you and OCC

Repost the same content over and over

Be respectful

Remember than nothing on social media 
is truly private

Don’t

YOU’VE OFFICIALLY 
JOINED THE TEAM!

NOW WHAT?

 Step 1 
Update your new position on LinkedIn 

 Hit the pencil at the top right corner of your profile

  Click “add new position” followed by “save” 

 Step 2
Create a post on LinkedIn about your new position and tag us so 
we can interact with your post

 Go to your home page

  Click “start a new post” at the top of the page and   
  tag @OaklandCommunityCollege

 Step 3 
Follow and engage with OCC on Facebook, Twitter, 
Instagram, LinkedIn, YouTube and TikTok 

 Step 4
Be an OCC social media ambassador… students love to hear 
from us!

• Follow OCC on all social channels and continuously 

like, comment on, share and save our content

• Take your own photos and videos, post them and 
tag us

• Add OCC to your favorites on Facebook so you can 
be sure to see our content

• Consider adding hashtags like #OCCollege to your 
posts in addition to tagging us

• Read more about becoming a social media 
ambassador for OCC on our page on InsideOCC

Social Media Best Practices

Welcome to the team!

 Step 5 
Check out our social media policy. 
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