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A welcoming  
entry point to the 
MICA experience.

Our brand is more than a logo, a color, or a typeface; it’s the visual and verbal embodiment of creative curiosity, skill-

based confidence, and exciting connections. We’re proud to be an integral part of MICA’s commitment to evolve and 

expand art and design education. And we want curious creatives everywhere to feel a similar excitement for new 

possibilities and artistic connections in their lives. The elements of our brand identity have been carefully designed 

to capture these feelings, and the guidelines presented in this document help us tell our story consistently.

INTRODUCTION
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Brand Strategy
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Let’s talk strategy
What makes MICA OS different? What makes 

our courses and programs attractive? Our 

brand positioning helps us answer these 

questions in the minds of prospective students. 

If someone asks you about MICA Open 

Studies, this is how you should answer:

WHAT DO WE DO? 

We make arts education accessible to people of all ages and experience 
levels as they explore new techniques or continue their education  

HOW DO WE DO IT?  

By designing current, convenient, student-centric 
learning options; and embracing new delivery methods, 
interdisciplinary partnerships, and teaching styles 

WHY DOES IT MATTER?  

Because people need access to creative skill-building, 
experiences, and connections at all stages of life, and we’re at 
the forefront of shaping the future of art and design education

BRAND POSITIONING
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Why we’re the 
better choice
Our differentiators are the four main things that give us 

a competitive advantage over the other art and design 

education options out there; it’s important to anchor 

brand-level messaging on these “provable” concepts.

High-Quality Education

• We offer access to MICA’s premier resources and innovative communities.

• Our faculty and instructors are practicing artists and experts in their fields. 

• Our programs are rigorous and relevant to the latest industry trends and techniques.

• We recognize the value of diverse thinking and collaboration in education, and our 

programs prioritize creative connections and community-building opportunities. 

Renowned Reputation 

• MICA is a globally recognized leader in art and design education.

• Employers, parents, and students recognize the MICA name.

• We have 20+ years of experience providing remote arts instruction.

• We pioneer innovative partnerships with local universities to offer forward-thinking dual degrees.

DIFFERENTIATORS 1/2
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Student-Centric Approach 

• Our courses are offered year-round, with both in-person and remote options.

• We offer manageable courses and degree programs for working adults. 

• Our wide range of offerings is accessible and available to all 

ages, experience levels, and creative goals.

Convenience

• We’re constantly evolving pedagogy, tools, and concepts based on 

student feedback and changes in the art and design industry. 

• Our staff takes time to build relationships with students and remain 

an attentive resource throughout their experience.

Why we’re the 
better choice

DIFFERENTIATORS 2/2
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BRAND ARCHITECTURE

Let’s get organized
Some of our programs are so well-known in 

Baltimore they’re like brands themselves (looking at 

you, YPS). Organizing our programming in distinct 

“sub-brands” helps us differentiate our offerings 

and target our audiences with specific messaging 

and design. Our brand architecture is simply a 

structure that shows us how our sub-brands are 

related to (and differentiated from) one another. 

MICA Open Studies

COMMUNITY 
EDUCATION

TAGLINE 

Cultivate your interests

SHORT POSITIONING 

Hands-on, fine arts 

classes for adults, 

focused on new 

techniques and 

creative exploration.

PROFESSIONAL 
EDUCATION

TAGLINE 

Advance your career

SHORT POSITIONING 

Degree and non-

degree programs 

that can expand 

professional networks 

and advance careers.

UNDERGRADUATE 
OPPORTUNITIES

TAGLINE 

Expand your experience

SHORT POSITIONING 

Programs that support 

the university’s 

undergraduate 

experience.

HIGH SCHOOL 
STUDIOS

TAGLINE 

Explore your practice

SHORT POSITIONING 

Weekend and summer 

art classes, individualized 

mentorship, and college 

portfolio prep for teens.

YOUNG PEOPLE’S 
STUDIOS

TAGLINE 

Begin the creative journey

SHORT POSITIONING 

Weekend and summer art 

classes for K-8 graders.
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Brand Foundation
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BRAND MANIFESTO

The MICA Open 
Studies Manifesto
This internal rally cry unites our team members, 

captures the spirit of our work, and roots 

our brand in purpose-driven emotion.

Creativity isn’t a skill; it’s a mindset.  

It can be honed and practiced, 

But the raw ingredient is natural instinct, 

Alive within all of us, waiting to be unlocked. 

Everyone’s creative instincts deserve an outlet, 

No matter how much time or practice they’re able to commit.

At MICA Open Studies, 

We help people of all experience levels cultivate creativity, 

Challenging the idea that only a mere segment of  

Explorers deserve support for their journeys.

We see the value in every approach to  

Incorporating art and design practice in daily life, 

From putting paint to canvas for the first time 

To bolstering your resume with new data visualization skills 

Or simply making time for drawing as a meditative practice. 

And, we’re compelled by the idea  

That collective experiences—not just individual ambition— 

Are the centerpiece of transformative learning.  

We fuel society’s creative intuition  

By opening our doors to everyone.
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ATTRIBUTES

Perception  
is everything
These characteristics are a bridge between the work 

we do and the external expression of our brand. 

These three words (and their unique definitions) 

define how we want to be perceived by the world. 

Visionary
We are education pioneers with 

strategic imagination. 

Our work exists at the precipice of all that is new 
and revolutionary in art and design education. 
We boldly cross the boundaries of academic 
convention to explore new learning models 

that embrace the ever-evolving role of artists 
and creative problem-solving in society. 

Inclusive 
We   believe   everyone   should   have   access  

 to   quality   art   and   design   education.     

MICA   provides   a   world-class   educational   experience.   But  
 the   higher   ed   model   isn’t   the   best   option   for   everyone,  

 though   they   may   be   as   passionate   about   the   role   of   art   in  
 their   lives   as   our   university   population.   We’re   recognized  

 as   an   entry   point   to   the   MICA   experience,   and   we’re  
 known   for   our   ability   to   meet   the   needs   of   artists   and  
 creative   thinkers   throughout   all   stages   of   their   lives.  

Catalyzing  
We   inspire   growth   and   vital   artistic   connections.  

What makes arts education truly transformative? 
People. We empower creative thinkers to pursue 
new skills and explore new concepts alongside 

people who will both validate and challenge 
their thinking and practice. From staff and 

instructors to the participants themselves, we’re 
known as a nexus for creative connection. 
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PERSONA

If our brand 
were a person…
We humanize our brand to create a distinct—and 

memorable—emotional connection with our 

target audiences. A brand persona is made up 

of characteristics, values, and traits that help 

us open up to our audiences. We take creative 

inspiration from this “character,” and you’ll see this 

reflected in our verbal and visual brand elements. We’re confident, organized, 
knowledgeable, and friendly. And 
we radiate an energetic curiosity 
for where new creative connections 
may lead. Most important, we’re 
your biggest cheerleader. We see 
your vision, and we support it. 
We meet your creative goals with 
excitement, encouragement, and 
helpful suggestions. We’re always 
upfront and clear about exactly 
what we offer and how we can help. 
We know everyone around town, 
and we can’t wait to introduce 
you to your next collaborator. 

We’re your 
inspiring mentor.

We’re overflowing 
with ideas, always 
investigating new 
skills, and often 
working on multiple 
projects at once. 

We’re ambitious and optimistic, but 
our head’s not in the clouds; we’re 
the perfect balance of imaginative 
and analytical. We’re always learning 
new techniques to share with our 
students, and looking for innovative 
ways to evolve our approach.
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Visual Identity Guidelines
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PRIMARY LOGO

Our Primary Logo
Our MICA Open Studies logo is the most 

recognizable element of our brand identity and a 

clear extension of the MICA brand with its iconic 

slash. If we use it consistently, our audiences will 

associate this mark with accessible, high-quality 

art and design education. The logo lockup shown 

here is our primary logo— prioritize this version 

whenever possible. 
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LOGO MINIMUMS

Logo Minimums
You’ll be using this logo a lot and, while you’re 

used to seeing it everywhere, external audiences 

will have varying familiarity with the mark. 

Follow these guidelines for minimum size and 

clearing space to ensure maximum visibility and 

impact. Don’t alter or recreate our primary logo 

in any way; this could lead to inconsistencies. 

Maintain consistent use and logo integrity 

by using approved digital art files only.

x  = 

x x

x x

Clearing: Clearing space is 

determined by the height 

of the “Open Studies” 

wordmark. No graphic 

elements of any kind should 

appear within this zone.

Minimum size is 1" 

or 75px wide
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LOGO COLORWAYS

Suggested 
Colorways
Our color palette is expansive, and combining 

this palette with our logo gives us lots of color 

combinations to choose from. As with minimum 

sizing, visibility should be your key concern 

when you’re choosing your foreground and 

background colors. Please double-check our 

logo and color guidelines (pg 20-21) before 

you settle on a combination for your application.

*For ADA accessibility, use #FFDC3C 
yellow if you choose yellow as a background 
and magenta as a foreground.

*
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LOGO DON’TS

What to avoid
It’s not just using the right logo and colorway 

that’s important; the way you use the logo in 

relation to other design elements has an impact 

on the integrity and consistency of the marks as 

well. Refer to this chart for a few examples of 

what to avoid as you use our logos in context.

Don’t stretch the logo. +

+

+

+

+

+

+

+

+

 
Don’t fill the logo with gradients or colors outside our 
brand palette.

 
Don’t add strokes or other design elements to the logo.

 
Don’t place the logo on complex backgrounds that 
compromise its legibility. 

 
Don’t create unapproved logo lockups.

 
Don’t apply effects to the logo.

Don’t use color combinations that compromise contrast 
and legibility. 

Don’t rotate the logo. Don’t compress the logo.

UX DESIGN
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SUB-BRAND LOCKUPS FORMAL LOCKUPS

INFORMAL LOCKUPS

Sub-Brand Lockups
These marks create a version of our primary logo 

“locked up” with each sub-brand of the MICA 

Open Studies brand architecture. Use these marks 

on communications specific to each sub-brand 

to reinforce each as its own pathway into the 

MICA Open Studies experience. When possible, 

use the lockups in the specific colors shown on 

this page. These color associations align with 

each division’s unique color palette (pg 21). 

Use informal lockups in applications where the 

audience has already encountered MICA Open 

Studies branding. For example, use informal 

lockups on interior pages of a website or on social 

media where users are viewing content in the 

context of the larger MICA Open Studies brand. 

On standalone pieces like flyers or rack cards, 

use a formal lockup because it’s the most familiar 

and consistent way to refer to a sub-brand. 

Do not create additional lockups using 

the names of other programs.
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SPECIALIZED LOCKUPS

Specialized Lockups
While creating additional lockups is not 

recommended as a general practice, specific 

communication objectives for our MPS or MA/

MBA program require an exception to this rule. 

When you’re creating materials specific to these 

programs, use only the approved lockups shown 

on this page. Use the informal lockup version if the 

formal lockup exists elsewhere in the application.

Do not create additional lockups using 

the names of other programs. 

When creating creating program-specific 

materials not shown here the sub-brand lockup 

or primary logo should be used. The program 

name in an instance like this should be called out 

within the main headline or as a separate tag not 

directly associated with a specialized, sub-brand 

lockup or the primary logo. An example of this 

can be seen on pg. 31 bottom right, UX Design 

is a small tag not associated with the logo.

FORMAL LOCKUPS

INFORMAL LOCKUPS
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P a n to n e  M e d i u m 

C 0 M7 Y10 0 K0

R 25 4 G219 B 0

COLOR PALETTE

Our Color Palette
Like our brand persona, our color palette 

is full of energy and potential. For balance, 

we use grounding monochrome swatches 

alongside a wide range of vibrant colors. 

In print, PMS is always preferred. When budget 

constraints prohibit the use of PMS colors, use 

their CMYK equivalents (specified on this page). 
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*For ADA accessibility, use #FFDC3C 
yellow if you choose yellow as a background 
and magenta as a foreground. 

*
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SUB-BRAND COLOR ASSOCIATIONS

Sub-Brands & Color
Each division within MICA Open Studies is 

associated with two primary colors. This 

association will provide quick identification to 

our audiences. When possible use one or both 

of the primary colors in the divisions palette.

Undergraduate 
Opportunities

Primary
Soft, bright, energy relates to younger creatives; paired with 
darker shades to keep it punchy

Positivity, warmth, and approachability relates to community-
building; use yellow as a highlight and orange as a darker base

Confident, simple, professional; choose either yellow or green 
as a primary color in design—don’t use both 

Confident and approachable with a glance of prestige 

A bold shift away from softer tones in the Young People’s 

Studios palette

Primary

Primary

Primary

Primary
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Creativity isn’t a skill; it’s a mindset. 

It can be honed and practiced,

But the raw ingredient is natural instinct,

Alive within all of us, waiting to be unlocked.

Everyone’s creative instincts deserve an outlet,

No matter how much time or practice  
they’re able to commit.

At MICA Open Studies, We help people of all 
experience levels cultivate creativity,

Challenging the idea that only a mere segment of  
Explorers deserve support for their journeys.

We see the value in every approach to  
Incorporating art and design practice in daily life,

TYPOGRAPHY

Meet Theinhardt
Typography works together with our brand voice 

to support the overall MICA Open Studies identity. 

Consistency is crucial—the way we write and 

the fonts we use reinforce trust and emotional 

connection. Theinhardt is a contemporary, clean 

typeface that suggests clarity and accessibility.

Use only Theinhardt in all contexts, including 

collateral applications, signage, and electronic 

media. Use the expansive font family to combine 

weights in a way that helps differentiate content 

and create visual hierarchy. Sometimes, you may 

be restricted to system fonts; in this case, use Arial 

as an alternative when Theinhardt isn’t available. 

Theinhardt 
ABCDEFGHIJKLMN 
OPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789

!”#$%&’()*+˝Π©®?

THEINHARDT HAIRLINE

THEINHARDT MEDIUM

THEINHARDT LIGHT

THEINHARDT THIN

THEINHARDT HEAVY

THEINHARDT ULTRA LIGHT

THEINHARDT BOLD

THEINHARDT REGULAR

THEINHARDT BLACK
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TYPOGRAPHY LAYOUT

Spice up the type.
As you lay out type in an application, stagger 

the margins within the headlines; this creates a 

rhythm and gives our voice more character. This 

offset technique is unique to our brand. We use it 

for big statements and creative headlines when 

possible, but it’s not required on all materials.

This technique should only be used when 

the composition allows. The headline being 

staggered should be the sole focus of the 

given communication besides the images 

and graphics elements, i.e., brochure 

covers, social posts, posters, etc.

The easiest way to achieve this effect is to 

use tabs when setting the type. Another 

option is to vary the paragraph alignment 

within a text block, from left to right. 

        Creativity 
isn’t a skill; 

it’s a 
mindset. 

Begin the 
creative journey.

Fueling 
  your  
  creativity.
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GRAPHIC ELEMENTS: PATTERNS

Fun with patterns
Geometric patterns add movement and energy 

to our visual identity system. We have six different 

patterns at our disposal, each created from 

welcoming, basic shapes with universal appeal. 

Check the short descriptions under each pair 

of patterns for the feelings we associate with 

the shapes. Create dynamic layouts by breaking 

apart the patterns and adjusting the scale of 

shapes. The sample applications included in 

this guide on pages 28-30 offer a few examples 

of successful ways to use these patterns.

Movement, Energy, Growth Pathways, Connections, The Journey Community, Collective, Whole
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GRAPHIC ELEMENTS: PATTERNS

More than a pattern
The geometric patterns shown on the previous 

page have uses beyond just being a pattern. They 

can be used as stand-alone shapes that interact 

with each other, other images, and/or other 

elements to create dynamic relationships within 

the composition. For example, the shapes can be 

used together to create larger abstract shapes 

or become containers for images or text, or you 

can subtract from images. The examples shown 

here are a small sample of the possibilities.

Shapes create larger abstract shape

Shapes subsract from image

Shape as image container

Shape as image and text container
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GRAPHIC ELEMENTS: SKETCHES

Bespoke Sketches
Use an approved sketch element to emphasize

a particular element in your design or to add a 

organic element to the composition. We use sketch 

elements to emphasize headlines or actions in 

photography. It’s important to use these sparingly; 

otherwise, things might look too busy. The sketch 

elements may be used in any of the colors in 

the brand palette. Using the sketch elements in 

a tonal relationship to the background color is 

encouraged. The sketch elements are provided 

in two scales. When scaling them up use the 

lightweight version to make sure the strokes aren’t 

too thick. Refer to pages 30-31 for examples. 

Do not create additional sketches. Use only 

approved sketch elements and files.
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PHOTOGRAPHY: TREATMENT

Make photos pop.
Photography is essential to our brand; it’s how 

we communicate the idea that people and 

building community are at the foundation of the 

MICA Open Studies experience. We always try 

to use photography where multiple people are 

interacting with each other. After choosing the right 

photo, isolate the immediate subjects and treat 

the background environment with brand colors 

duotone. You don’t need to treat every photo in a 

single communication this way, but this style is a 

hallmark of our brand and should be used often.
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PHOTOGRAPHY: DETAIL

Details Matter
There’s a second style of photography we 

like to use often: the detail shot. Photos that 

feature one person’s or multiple people’s hands 

engaged in relevant activities emphasize making, 

creating, mentoring, and hands-on experience. 

Photos like these demonstrate community and 

human interaction without featuring a specific 

person; this may help the viewer imagine 

themselves taking part in these activities. 
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SAMPLE APPLICATIONS

Sample Applications
The following two pages demonstrate the 

many ways you can successfully combine our 

brand identity elements, colors, typography, 

photography, and logos to create compelling 

designs and communication materials.
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Photography: Detail

Sample Applications

SAMPLE APPLICATIONS
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Photography: Detail

Sample Applications

SAMPLE APPLICATIONS
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Copywriting
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BRAND VOICE

Why our 
words matter.
Close your eyes and imagine someone you 

know is speaking to you. You can probably 

imagine the way they talk, the words they’d 

use, and the way they express themselves. 

The same is true for great brands. 

We’re always welcoming and informative. 

We’re creative but not whimsical.

We’re conversational, not formal.

We’re professional, not cheeky. 

We’re genuine, not forceful.
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TONE

Adjust   for    
the   audience.
Just like you (probably) speak differently 

with your supervisor than you do with your 

best friend, we adjust the MICA OS brand 

voice depending on the audience. These 

are subtle shifts, but they can have a big 

impact on how we connect to the desires and 

motivations of the people we’re speaking to. 

When we talk to Parents of Youth, K-8, our tone is full of wonder and inspiring.

EXAMPLE HEADLINE 

When   their   imagination   is   ready   for   lift-off,  we’ll   help   them   explore. 

EXAMPLE SUPPORTING COPY 

Weekend and summer art classes, individualized mentorship, and college portfolio prep for teens.

When we talk to Curious Creatives, our tone is human and upbeat.

EXAMPLE HEADLINE 

Craving that “I made this” feeling? We’ve got you covered.

EXAMPLE SUPPORTING COPY 

Make something, meet people, and find a new mentor. MICA Open Studies offers convenient classes for curious creatives just like you.

When we talk to Undergrads and College-Bound Teens  
(and their parents), our tone is always welcoming and supportive.

When we talk to Professionals & Degree-Seekers, our tone is confident and goal-oriented.

EXAMPLE HEADLINE 

Make   creativity   your   career   move.   

EXAMPLE SUPPORTING COPY 

Join   the   MICA   network,   advance   your   career,   or   boost  your   portfolio   with   in-demand   skills   and   competitive   credentials.  

 MICA   Open   Studies   offers   convenient   degree   and   non-degree   programs   for   working   professionals. 
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Editorial 
Considerations
It’s easier for everyone when we’re 

consistent with certain words and 

phrases across our communication. 

EDITORIAL CONSIDERATIONS

Usually meet for several Saturdays 
Young People’s Studios, High School Studios, Community Education

Meet for multiple weeks 
Young People’s Studios, High School Studios, Community Education

Degree or certificate-based Professional Education offerings 
Young People’s Studios, High School Studios, Community Education

For youth; groups of classes, such as Summer art camp 
Young People’s Studios, High School Studios, Community Education

For degree-seeking and non-degree seeking students; 
single day offerings 
High School Studios, Community Education, Professional Education

Class

Courses

Program

Session 

Workshop 
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Boilerplate Content
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A promise—full 
of potential. 
Our tagline reminds us that the creative journey 

is different for everyone; it’s a promise to provide 

inspiration and mentorship at every stage. 

Remember not to stifle those creative juices 

by putting a period at the end of the phrase. 

TAGLINE

Fueling your creativity 
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Boilerplate 
Positioning Statement
Here’s a quick way to explain MICA Open 

Studies to external audiences.

POSITIONING STATEMENT

MICA Open Studies fuels creative journeys through 
convenient and innovative learning models that provide broad 
access to the college’s rigorous art and design education.
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Sub-Brand Specifics
These short paragraphs provide a general description 

of each “sub-brand” within our architecture. Use 

these key messaging points to create supporting 

copy for social posts, casual conversation, or 

wherever you need to explain the high-level 

experience within each set of programs. 

SUB-BRAND DESCRIPTIONS 
AND KEY MESSAGING

Young People’s Studios
BOILERPLATE DESCRIPTION 

MICA supports young K-8 students as they learn to express themselves, think critically, and build confidence through artistic 
exploration. From drawing and painting to digital illustration and photography, our Young People’s Studios (YPS) weekend 
classes and summer sessions are a great way to spark creativity and nurture artistic innovation. 

KEY MESSAGING POINTS

• We focus on art as a pathway of personal expression and building confidence.

• Courses include interactive critique and feedback. 

• Students work with a variety of media to encourage experimentation and growth.

• Convenient weekend and summer classes for elementary and middle school students
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Professional Education
BOILERPLATE DESCRIPTION 

MICA’s Professional Education programs are designed with busy schedules in mind and built for career acceleration. Boost 
your resume with in-demand skills taught by experienced instructors, earn credits, or pursue your Master’s alongside other 
creative, motivated individuals without taking time off work. Our innovative degree and non-degree programs are outcome-
driven and rigorous and include interactive critique and feedback.

KEY MESSAGING DEGREE PROGRAMS

• Degree options are relevant and responsive to industry 
demands and effective learning methods.

• 15-month MPS degrees are manageable for working adults. 

• Students have access to MICA’s resources 
and career development services. 

• Our instructors are practicing artists and experts in their fields.  

• Cohort-based programs encourage cross-disciplinary 
collaboration and artistic connection.

• We partner with R1 universities to offer innovative dual 
degrees for those seeking to apply design thinking to 
business, problem-solving, and innovation in their industries. 

• We are high-yield, and provide personalized application 
support instead of putting up barriers to enrollment.

KEY MESSAGING POINTS

• Our courses are rigorous and designed 
for career acceleration while remaining 
convenient for working adults. 

• Relevant, market-driven course offerings focus 
on new concepts and the latest skills.

• Curricula and pedagogy are driven by outcomes. 

• Courses include interactive critique and feedback. 

• Our instructors are practicing artists 
and experts in their fields. 

• Students have the opportunity to meet and work 
alongside other motivated, creative thinkers.

Sub-Brand Specifics

SUB-BRAND DESCRIPTIONS 
AND KEY MESSAGING
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Community Education
BOILERPLATE DESCRIPTION 

MICA’s Community Education courses are designed for adult creatives of all experience levels. These convenient 
courses and workshops provide access to MICA’s expert faculty, innovative communities, and specialized equipment. 
Learn new skills, advance your technique, or find joy in art practice; you’ll get the inspiration and mentorship you need 
to explore new facets of your creativity.

KEY MESSAGING POINTS

• Courses include interactive critique and feedback. 

• We offer a variety of courses for all skill levels, from beginner to advanced. 

• Students have access to the equipment and resources of a premier arts institution.

• Our instructors are practicing artists and experts in their fields. 

• Students receive personalized support and mentorship. 

• Students can join MICA’s on-campus artistic community by attending events, viewing exhibitions, and meeting people.  
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High School Studios
BOILERPLATE DESCRIPTION 

MICA’s High School Studios programs and courses provide a pathway for young artists to explore their creative interests 
and grow as artists and designers. With dedicated mentorship and support for exploring new media and techniques, 
high school students can hone their creative voices and prepare to apply to competitive undergraduate programs in art 
and design education. 

KEY MESSAGING POINTS

• Students learn from MICA faculty members and visiting working creative professionals.

• Students receive dedicated support, portfolio review, and individual mentorship. 

• Students work with a variety of media to encourage experimentation and growth.

• Our programs provide a pathway to high-quality art and design college education for students of all backgrounds. 

• Our PreCollege Art & Design Studio Residency is among the country’s most rigorous programs of its kind. 

• PreCollege Art & Design Studio Residency students can earn college credits.

• Our ADCAP program is free to accepted students.

• Scholarships are available. 

Sub-Brand Specifics
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