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I.M. Sechenov First Moscow State Medical University of the Ministry of Health of 
the Russian Federation (Sechenov University) is Russia’s leading medical univer-
sity. Its history dates back to 1758, when a school of medicine was formed as 
part of the Imperial Moscow University. For more than two and a half centuries 
the University has been known as Russia’s prime innovator in healthcare and 
a proving ground for many outstanding doctors and scientists who have made 
fundamental contributions to medicine. 
In today’s world with its dynamic processes, rapid development of technology 
and exponential growth of information, no one can afford to rest on their laurels. 
Universities across the globe are undergoing a process of ambitious transforma-
tion driven by new demands from both state and society. High-quality profes-
sional training and diverse scientific research are no longer enough in them-
selves to attain the reputation of a modern university. In advanced countries, 
universities are becoming new centres of knowledge, technology, services and 
even innovative market structures, putting forward new development strategies 
alongside other economic stakeholders. They act as hubs, synthesising and 
controlling development, approval, integration and commercialisation of technol-
ogies and business models. 
The only possible way not to lose one’s competitive edge in the global arena is 
to integrate into the current system of international partnerships between educa-
tional and research institutions, state, public and private actors and venture 
capital investment. These are the agents laying the foundations the world’s 
contemporary economic system, generating a considerable share of innovation 
in healthcare and associated fields as well as shaping the future of medicine. 
A clear understanding of the discrepancy between the University’s stage of 
development in the mid-2010s and current challenges has prompted us to 
embark upon a rebranding enterprise. 
As a tribute to the outstanding Russian scientist and educator whose name 
our University has borne for over sixty years, we have introduced a new brand: 
Sechenov University. We have made the decision to create altogether more 
exhaustive that those previous and in concert with worldwide trends in university 
brand visualisation. Our choice may seem too radical or inconsistent to some – 
others may prefer the old version – nevertheless, we are convinced that this new 
platform will meet our expectations and help our University join the worldwide 
ranks of next-generation research and education centres. 

I N TRODUCT ION

introduction
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sechenov university brand strategy 

OUR  V IS ION  OF  THE  UN IVERS I TY `S  BRAND 

Our University needs a strong brand to engage in effective communication with the public and 
attract the best of the best: from talented students, highly qualified professors and experts to 
major business clients. Our University has to become a place where top-class health professionals 
are trained, new discoveries are regular, and patients always receive the best medical care. 

Our vision of the University brand relies upon a number of tenets which together lay the foun-
dation for our brand platform: 

Our University brings together the whole community of Russian-
speaking medical staff. Sechenov University is fully integrated into 
global information space, acting as a mainspring and promoter 
of cutting-edge knowledge both in Russia and on the world stage.

Our University occupies a unique niche in the area of consulting 
and training health professionals. Our staff are regularly invited 
by mass media as leading representatives of their fields. 

The University as HUB

The University as AUTHORITY
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The University keeps up and promotes the best traditions 
of Russian medicine with a focus on human health as a whole 
rather than an organ-specific treatment.

Sechenov University is the key driver of innovation in Russian 
healthcare. It remains on the front lines of scientific research 
by cooperating with the world’s major pharmaceutical and medical 
companies, leading foreign universities and research institutes.

Our University generates high-quality content targeted at both 
specialists and a wider audience. 

The University as KEEPER OF TRADITIONS 

The University as INNOVATOR

The University as EDUCATOR

Sechenov University is a place that attracts talents, offers 
a prime teaching and work experience and is constantly 
making new discoveries. 

sechenov university brand strategy 
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OUR  M ISS ION

Our mission is to preserve and augment the legacy of Russian medicine. For centuries, 
our University has contributed substantially to world medicine. Today we are willing to meet 
global challenges facing humanity. Our University has the necessary potential to live up 
to current humanitarian ideals and is ready for serious transformation and further develop-
ment to achieve its goals.

sechenov university brand strategy 
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OUR  GOALS

Become the linchpin of world-class 
state-of-the-art medical projects 

Act as an international expert and leader 
in high-tech treatment of diseases 
of social significance 

Provide individual educational 
pathways with  access to the 
resources of leading international 
educational institutions

Focus on research

Intensify the integration of our 
students, scientists and health 
professionals into the global scientific 
and business community 

Develop a model of personalised life-
long health management 

Strengthen our reputation as 
an institution respected and 
understood inside and outside 
the medical community 

Diversify sources of finance and raise 
more non-budgetary funds 

sechenov university brand strategy 
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BRAND  ATTR IBUTES

Brand attributes include its differentiators and core principles. 
They are consistent and guarantee an integral perception of our brand. 
Through our brand attributes, we set up a firm emotional 
link with the audience.

Our University is highly demanded for clinical and scientific 
research. Our staff are acknowledged as leading authorities 
in Russian healthcare. Our wealth of experience in clinical 
medicine and comprehensive infrastructure make up our core 
competitive advantages that have received worldwide acclaim. 

Expertise 

Leadership 

Focus 

Authority

DIFFERENTIATORS

Everything that we say and do relies on five core principles closely 
related to our driving forces.
Our commitment to them has to be clear to the target audience and 
encourage their trust. 

Humanity 

Result 

Responsibility 

Engagement 

Transparency

CORE PRINCIPLES

sechenov university brand strategy 
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Our driving forces are those that allow us to move forward and 
take the lead. This must be the source of our message so that 
the public may come to grasp the motivations of our actions that 
stand at the basis of our goals.

Innovation 

Mission 

Urgency 

Public Welfare

DRIVING FORCES

Each of us tells the story of our University, thus building its brand 
perception. 

BRAND MESSAGING

sechenov university brand strategy 
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is our power. Based on research carried out at the 
front lines of medical science, we accumulate and 
apply the most valuable forms of knowledge to 
improve the quality of human life. We are open to 
cooperation and are constantly sharing experience 
with our partners worldwide. Active networking with 
the leading healthcare institutions and medical schools 
in Russia and abroad is what keeps our research up 
to date. Owing to the high quality of our state-of-
the-art research, our university has become a unique 
focal point for clinical and medical studies as well as 
for education in the national and global arena. Our 
classic textbooks have continued to educate several 
generations of physicians.

KNOWLEDGE

BRAND’S TEXTUAL COMMUNICATION

are what bring us together. For centuries we have been 
the creators and promoters of new traditions in Russian 
medicine. Our university is associated with the founders 
of entire medical disciplines and leading schools of 
thought; movers and shakers in science, medical practice 
and culture who have made substantial contributions 
to the development of humanity. We believe medicine 
is the well-tuned stage for the physician as an attentive, 
responsive and meticulous virtuoso whose work is no less 
than an art. In line with the best traditions established by 
the brilliant medical scientists of the past, the physician 
comes to the aid of those who would entrust their lives 
to him or her – and the lives of those near and dear. 
Traditions are at the foundation of both everyday medical 
practice and its further development.

TRADITIONS

Here is an example of what our brand’s textual communication should look like as 
a key to shaping the way our brand is identified and recognised.

is what moves us forward. Our university has become 
a hub of cross-disciplinary research on the front 
lines of the biosciences – medicine, genetics and 
pharmacology. We have a clear vision of the future that 
goes hand in hand with a personalised approach to 
prevention, diagnosis and treatment; pharmaceutical 
as well as translational, molecular and regenerative 
medicine. Commitment to traditions and constant 
development for the sake of improving human life lie at 
the base of our genetic code. 

PROGRESS

sechenov university brand strategy 
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VERBAL  AND  V I SUAL  IDENT I F I ERS

In the face of stiff competition, a brand is of vital importance in stressing one’s 
identity. The University brand makes up “an intangible sum” representing its many 
properties: its history, the stories of its famous alumni and important discoveries, its 
reputation among different target audiences (applicants, students, faculty, doctors, 
patients and others) as well as their expectations from interacting with the University. 
The brand thus makes a certain promise to the target audience. 
The University’s brand, as much as any other, contains a specific set of verbal and 
visual identifiers. The verbal ones include its name and master tagline. Together 
they give the brand its resonating force. The visual ones include the master brand 
signature, logo, logotype, brand colours, patterns and other basic graphic elements 
used for branding.

sechenov university brand strategy 
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BRAND  COMMUN ICAT ION  CHANNELS 

In order to build up the integrated image of the University and maintain its brand 
strength, it is essential to choose task-specific brand identifiers and appropriate 
channels of communication with the target audience. Brand communication channels 
can, in turn, be split into internal and external, formal and informal as well as online 
and offline ones.

These guidelines governing the use of Sechenov University’s brand style serve to 
build up an effective communication signature between the University and its target 
audience. One has to bear in mind that anyone who acts on behalf of the University 
– whether while communicating with students or patients, delivering a speech at 
a conference, writing an academic paper or preparing a presentation publication – 
makes their contribution to the way our brand will be received and perceived.

     

sechenov university brand strategy 
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Visual System
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I N TRODUCT ION

In today’s world, information is largely obtained through visual channels. 
That is the reason why a good visual presentation of our University to 
the target audience is essential for the proper perception of our brand. 
Our brand’s visual system is designed to facilitate our non-verbal 
communication with the audience. 

Elements of our visual system include the University’s master brand 
signature, primary and secondary typefaces, palette, photography and 
the rules managing their usage. All the elements of the visual system 
are critical to the consistent perception of the brand. 
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OVERV IEW .  MASTER  BRAND  LOGO

Sechenov University’s master brand signature is comprised of the logo and the Sechenov 
University logotype. 

The Sechenov University logo is built upon the idea of a combination of commitment 
to tradition and passion for progress in research.  
A tree as a symbol of life, nature, growth and wisdom brings together two ideas: progress 
(growing branches, leaves and buds) and a strong bond with traditions (roots). 
Over the centuries, the tree has more than once shown up in the emblems of interna-
tionally acclaimed universities (Stanford University, Vanderbilt University, Kyoto University, 
University of Glasgow, Paris Descartes University, University of Tübingen, and others).
However, our tree is not figured in the typical way. Rather it represents a fusion of fine 
parallel lines. This graphic structure at once gives lightness to the otherwise heavy struc-
ture of the tree whilst also underlining its secondary, background character. The fine lines 
showcase the precise skill of the physician as an attentive, responsive and meticulous 
virtuoso whose work is no less than an art.

master brand signature
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At the centre of the logo is an S symbol based on several circles of different sizes. 
It reminds us of the DNA strand as one of the fundamental building blocks of life and 
a crucial research aspect of the medicine of the future. The DNA helix is represented 
as the Latin letter S, the first letter in the English version of the University’s name. 

The circles it incorporates denote numerous University subdivisions which organically 
interact with each other, collectively forming a single structure.
The university logo and signature illustrate both preservation of traditions of the Russian 
medical school and an innovative future-oriented approach. 
Owing to its structure, the logo leaves room for a rich graphic variability which can be used 
to strengthen the University’s single brand as a complex multicomponent research, educa-
tion and clinical hub, acclaimed worldwide.

master brand signature
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S IGNATURE  LOCKUPS

The master brand signature, which is a combination of the University’s logo and Sechenov 
University logotype, has different lockups. 

In vertical applications, the logotype is placed below the logo either in one or two lines. 

In horizontal applications, the logotype is positioned to the right of the logo. As in vertical 
applications, the logotype can be shown either in one or two lines. 

The use of the lockup depends on the goals and objectives of a specific digital or printed 
application and its composition. It should be noted that in horizontal applications the focus is 
shifted to the University name due to the size correlation between the logo and the logotype, 
the logo being sidelined. 

master brand signature

36

ЛОГОТИП КАК КЛЮЧЕВОЙ  ЭЛЕМЕНТ НОВОЙ КОММУНИКАЦИОННОЙ ПЛАТФОРМЫ
СЕЧЕНОВСКОГО УНИВЕРСИТЕТА
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S IGNATURE  FORMATS 

All the variations of the Sechenov University signature (logo, logo and logotype lock-up or the 
logotype alone as an independent product) are provided in two colour versions (dark on light 
background and light on dark background) in several formats. The use of a particular variant is 
dictated by the intention of the digital/printed application. The format depends on the type of 
the product and signature size.  
 
One has to remember that the University signatures provided in the files downloaded from the 
website cannot be recoloured, stretched or scaled disproportionately, or modified in any way.

As indicated in the table above, only the EPS vector format can be used in printed 
applications, merchandise, signage shown on buildings and structures as well as in 
other cases where it is important to keep the signature from being corrupted when 
scaling it in both dimensions.   

In digital applications, both the EPS vector format and PNG and JPG bitmap formats 
can be used. As a rule, the EPS vector format is best suited for cases where the 
signature is scaled up or down. Both bitmap formats (PNG and JPG) have a fixed 
resolution and are, therefore, not suitable for scaling up. PNG formats have trans-
parent backgrounds while JPG formats have a white background.

PNG – Bitmap 
(lossless data 
compression)

Colour model Resolution EPS – Vector JPEG – Bitmap 
(lossy 
compression)

For print, branded and souvenir products, signs on the buildings, structures, etc.  

Black on white

Dark blue on white

White on dark blue

CMYK

CMYK

CMYK

Vector

Vector

Vector

On-screen (for presentations, Web, video and animated films, etc.)

RGB

RGB

72 dpi, 1000 px

72 dpi, 1000 px

Dark blue on white  

White on dark blue

master brand signature
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MASTER  BRAND  LOGOTYPE 

MASTER  BRAND  S IGNATURE ,  LOGO AND  LOGOTYPE  USAGE  

The master brand logotype is used with the primary 
Georgia Regular type and the primary colour: С 100% 
M 75% Y 0% K 0%. 

The Sechenov University signature, logo or logotype alone can be used depending on the 
application. One should bear in mind that every element produces an effect of different 
scale and nature on the audience. The use of the logotype without the logo, for instance, 
places more emphasis on the resonating force underlying the University’s name. The use 
of the logo without the logotype is applicable in those cases when the audience knows 
the brand well. 

master brand signature
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USE  OF  MASTER  BRAND  S IGNATURE  NEXT  TO  OTHER 
UN IVERS I TY -RELATED  S IGNATURES

The names of the University subdivisions have to be staged with the master brand 
signature in a strictly determined way. Each lockup is an independent product. 
Depending on a specific application, vertical or horizontal configurations can be 
used. 

Whenever the signature has to be staged together with a lockup made up by the 
signature and the subdivision logotype, the signature must always be depicted on 
the left and the lockup on the right. They are to be separated from one another.

master brand signature
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USE  OF  MASTER  BRAND  S IGNATURE  NEXT  TO  THE 
S IGNATURES  OF  OTHER  ORGAN ISAT IONS 

42

ЛОГОТИП СЕЧЕНОВСКОГО УНИВЕРСИТЕТА СРЕДИ ЛОГОТИПОВ 
ВЕДУЩИХ МЕДИЦИНСКИХ ШКОЛ МИРА

When placed next to the signatures of other 
organisations, the Sechenov University 
signature (including the logotype) should be 
proportionate to other signatures. 
 

It is preferable to use vertical application of 
the signature with the logotype in a one-line 
or two-line configuration. 
The master brand signature should not be 
used without the logotype next to other 
signatures. 

42

ЛОГОТИП СЕЧЕНОВСКОГО УНИВЕРСИТЕТА СРЕДИ ЛОГОТИПОВ 
ВЕДУЩИХ МЕДИЦИНСКИХ ШКОЛ МИРА

42

ЛОГОТИП СЕЧЕНОВСКОГО УНИВЕРСИТЕТА СРЕДИ ЛОГОТИПОВ 
ВЕДУЩИХ МЕДИЦИНСКИХ ШКОЛ МИРА

42

ЛОГОТИП СЕЧЕНОВСКОГО УНИВЕРСИТЕТА СРЕДИ ЛОГОТИПОВ 
ВЕДУЩИХ МЕДИЦИНСКИХ ШКОЛ МИРА

Correct usage:

Incorrect usage: 

master brand signature
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COLOUR  VERS IONS  OF  THE  MASTER  BRAND  S IGNATURE 
ON  D I F FERENT  BACKGROUNDS 

master brand signature

The signature can be placed on the background of the 
primary, secondary colours and their tints.
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The English signature can be placed on the background of 
the primary, secondary colours and their tints.

master brand signature
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RUSS IAN  AND  ENGL ISH  S IGNATURE  S IZ ING

Vertical application with a one-line logotype 
configuration 
The proportions are based on the minimum size 
of x, the distance between the words SECHENOV 
and UNIVERSITY in the logotype. 

master brand signature
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Horizontal application with a two-line logotype 
configuration 
The proportions are based on the size of x, the vertical 
distance between the bottom points of the word SECHENOV 
and the top points of the letter U in UNIVERSITY.

master brand signature
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Horizontal application with a one-line logotype 
configuration
The proportions are based on the size of x, the vertical 
distance between the top points of the capital and lower-
case letters in the logotype. 

master brand signature
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Vertical application with a two-line logotype 
configuration
The proportions are based on the size of x, the height 
of the capital letters in the logotype. 

x

x

8.5x

7.5x

x

x

7x

6.5x

master brand signature
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IMAGE  BACKGROUNDS 

master brand signature

The signature without the background can be used 
against imagery (including photography) which should 
be light, non-contrasting and with neutral tints. When 
placing the signature against imagery, it is important 
to take into account the minimum clear space size 
(see Clear Space).
When placed over highly contrasting or dark imagery, 
the signature should be used with the background. 
Its size should be equal to the minimum size of the 
signature clear space. 
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CLEAR  SPACE 

Horizontal application with 
a one-line logotype configuration
The minimum clear space on the left, 
on the right and on the top of the 
signature should be half the signature 
height (y). The minimum clear space 
below has to be three quarters of the 
signature height. 

y

1.5 y

1.5 y 1.5 y

1.5 y

y y

y y y

y

Logo
The minimum clear space around 
the logo has to be 50% bigger 
than the distance between the 
bottom of the tree trunk and the 
lowest point of its crown (y).

Logotype 
The minimum clear space around the 
logotype has to be equal to the height 
of the capital letters (y). 

master brand signature
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Horizontal application with 
a two-line logotype configuration
The minimum clear space on the left, 
right and top of the signature should 
be half the signature height (y). The 
minimum clear space below has to be 
three quarters of the signature height.

master brand signature
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Vertical application with a one-line 
logotype configuration
The minimum clear space on the left, 
right, top and bottom of the signature 
should be one quarter of the signature 
height (y). 

master brand signature
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Vertical application with a two-line 
logotype configuration
The minimum clear space on the left, 
right, top and bottom of the signature 
should be one quarter of the signature 
height (y).

0.25y

y

0.25y

0.25y0.25y

0.25y

y

0.25y

0.25y0.25y

master brand signature
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MIN IMUM S IGNATURE  S IZE 

When the signature has to be placed on 
small surfaces, one must bear in mind that 
the number of signature variations is strictly 
limited, with none allowed to threaten brand 
integrity. Apart from technical restrictions 
arising from the variety of signature repro-
ductions on different objects, this is another 
reason why there is an absolute threshold 
for the minimum allowed signature size. 
When reproduced through digital or offset 
printing on paper, cardboard or using UV 
printing technologies or laser engraving on 
hard surfaces, the minimum allowed signa-
ture size (logo and logotype) is 25 mm hori-
zontally. If the logo or the logotype is used 
alone, their minimum allowed horizontal size 

is 15 mm and 20 mm accordingly. As prac-
tice shows, further size reduction makes it 
impossible to identify the lines forming the 
tree and is, therefore, inadmissible.
Some signature reproduction technologies 
(e.g. silk screen or heat transfer) bring about 
much stricter requirements to the minimum 
signature size and can, therefore, hinder its 
reproduction on smaller surfaces.  In such 
cases it is recommended to use only the 
logotype without the logo.  

30 mm 25 mm

S IGNATURE  PLACEMENT  IN  SMALL  APPL ICAT IONS

When using the signature on pencils, 
pens etc., the logo can be omitted 
(only the logotype can be used). That 
being the case, the minimum horizontal 
logotype size is 30 mm for a one-line 
configuration and 20 mm for a two-line 
configuration. 

20 mm

20 mm    15 mm

20 mm
30 mm 30 mm

master brand signature
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S IGNATURE  USE  IN  TEXT

Building and maintaining the University’s 
integrity is a key to increasing its recognition 
and acknowledgment by the society as a 
whole. This is why it is of central importance 
that the University’s name be used appropri-
ately in communication.   

The most preferable name is the short one – 
Sechenov University, which is easy to recog-
nise and remember. 

In cases where the audience does not know 
the Sechenov University brand at all, or 
does not know it well, it is more reasonable 
to give the full official name without a refer-
ence to its legal structure and type (“Federal 
State Autonomous Educational Institution 
of Higher Education”) at the beginning of 
the text: I.M. Sechenov First Moscow State 
Medical University of the Ministry of Health 
of the Russian Federation (Sechenov Univer-
sity). On less formal occasions, a reference 
to department affiliation (“of the Ministry of 
Health of the Russian Federation”) can be 
omitted.

In order to avoid the repeated use of the 
full official name or the phrase “Sechenov 
University”, the word “University” or the 
phrase “our University” should be used 
instead (with the  “University” capitalised in 
all such cases). The latter phrase is usually 
more appropriate in journalism, press 
releases and informal communication and 
less so for official documents and state-
ments.  

The University’s official abbreviated name, 
FSAEI HE I.M. Sechenov First MSMU of MH 
RF, should not be used except for official 
business letters, documents, etc.
 
No other name variations are allowed in 
either written or oral communication.  

One should also bear in mind that the brand 
logotype name of Sechenov University, along 
with its brand signature, is an independent 
product, which in no way can be integrated 
into a text  without using the University’s full 
official name or the “Sechenov University” 
brand.

Correct usage:

Incorrect usage:

master brand signature

Federal State Autonomous Educational Institution of Higher Education
I. M. Sechenov First Moscow State Medical University of the Ministry of Healthcare 

of the Russian Federation (Sechenovskiy University)
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Don`t distort or skew

Don`t use gradients 

Don`t change size relationship 
of elements

Don`t rotate

Don`t add effects

Don`t alter element
placement

master brand signature

I NCORRECT  USAGE
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Don`t alter colours

Don’t use signature as type in editorial context

Don`t place on contrasting 
backgrounds

Don’t split up signature elements

Don`t place in shape

master brand signature
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I N TRODUCT ION 

Below are the examples of taglines 
that can be used in specific digital 
or printed applications:

 
Развивая традиции, создаем будущее медицины 
Keeping tradition and shaping the future of medicine

Развивая традиции, создаем будущее 
Keeping tradition and shaping the future

master tagline  

“Tradition. Knowledge. Progress” is Sech-
enov University’s master tagline. It reflects 
our commitment to continuous progress 
in medicine and associated sciences, 
backed by knowledge and humanitarian 
traditions established by the flag-bearers of 
the Russian school of medicine: doctors, 
scientists and professors. The master tagline 
makes up an integral part of our brand: it 
shapes the way the brand resonates, clar-
ifies its essence and establishes emotional 
connections with the audience.

Other customised taglines can be used in 
digital or printed applications. Such taglines 
have to be consistent with the brand 
concept as a whole as well as with the 
stylistic principles of contemporary Russian 
and English usage. The tagline also has 
to be well organised in terms of phonetics 
and rhythm. These rules apply to transla-
tions as well. One has to remember that the 
new tagline, while developing the essence 
of the master tagline, has to convey to the 
target audience the brand’s values in a 
compressed fashion, thus forming a specific 
University image and stressing its identity.
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S IGNATURE  AND  MASTER  TAGL INE  LOCK -UPS 

The brand signature and the master tagline, 
like other brand-related products, need to 
be carefully handled. As a rule, the master 
tagline is always positioned next to the 
University signature or its logotype, every 
time forming a new product. It must be 
noted that it should preserve its visual asso-
ciation by never being divided, redrawn or 
otherwise modified.    

A signature/logotype and tagline lockup 
can be placed at the beginning of printed 
or digital publications (title page), presenta-
tions (the first slide), video or animated films 
(the first shots). It can be also used in other 
products intended to convey the brand 
essence by evoking certain emotions or 
associated sensations.  

One should not use the tagline on the 
second or the following pages of any pres-
entations, in any documents or other official 
materials.    

The tagline may not be used on employees’ 
personal visiting cards or corporate visiting 
cards of  University subdivisions, on 
management-related documents of any 
type, next to the signatures of other organ-
isations or in cases where the University’s 
signature is placed next to those of its 
subdivisions. It is important that it should 
never be divided, redrawn or otherwise 
modified.    

The primary Helvetica Neue Medium type-
face should be used in the tagline.

master tagline

Tradition. Knowledge. Progress

Tradition. Knowledge. Progress
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COLOUR  VERS IONS ,  BACKGROUNDS

The tagline and the signature usually have the 
same colour. In some cases the tagline can be 
drawn in another primary colour. The tagline 
and the signature can be also placed on the 
dark blue background. 

master tagline  
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IMAGE  BACKGROUNDS

A signature and tagline lock-up without a 
background can be used against imagery 
(including photography) which should be 
light, non-contrasting and with neutral 
tints. When placing the signature against 
imagery, it is important to take into account 
the minimum clear space size (see Clear 
Space).

When placed over highly contrasting or 
dark imagery, the signature should be used 
with the background. Its size should be 
equal to the minimum size of the signature 
clear space.
When necessary, the tagline can be used 
without the signature. 

master tagline

tradition. Knowledge. Progress
Tradition. Knowledge. Progress
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CLEAR  SPACE  

Vertical signature with a one-line 
logotype configuration 
The minimum clear space around the 
signature and tagline lockup on the left, 
right, top and bottom should be equal to 
one quarter of the lockup height (y).

master tagline  
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Horizontal signature with a one-line 
logotype configuration
The minimum clear space around the 
signature and tagline lockup on the left, 
right and top should be half the signature 
height (y). The minimum clear space under-
neath should be equal to the signature 
height.

English version 
The minimum clear space around the 
signature and tagline lockup on the left, 
right and top should be half the signature 
height (y). The minimum clear space under-
neath should be equal to three quarters of 
the signature height.

master tagline
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Horizontal signature with a two-line 
logotype configuration
The minimum clear space around the signa-
ture and tagline lock-up on the left, right and 
top should be half the signature height (y). 
The minimum clear space underneath should 
be equal to the signature height. 

English version 
The minimum clear space around the signa-
ture and tagline lock-up on the left, right and 
top should be half the signature height (y). 
The minimum clear space underneath should 
be equal to three quarters of the signature 
height.

master tagline  
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MIN IMUM TAGL INE  S IZE , S I Z ING , TAGL INE  LOCK -UPS

The minimum allowed horizontal size 
of the signature and tagline lock-up is 
– 50 mm for a horizontal signature with 
a two-line logotype configuration and a 
vertical signature with a one-line logotype 
configuration; 

– 60 mm for a horizontal signature with 
a one-line logotype configuration.

35 mm

60 mm

50 mm

master tagline

50 mm
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Don’t change size relationship

Don’t alter tagline element placement

Don’t change tagline colour to tints  

I NCORRECT  USAGE 

Don’t change placement

Don’t alter tagline typeface

Don’t add effects

master tagline  

Tradition. Knowledge. Progress

Tradition. Knowledge. Progress
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INTRODUCTION 

Typography is an essential part of the Sechenov University visual system. When used 
appropriately, typefaces serve to better present the brand and enhance the power of its 
message. The right choice of typeface creates a high level of confidence in our message 
with the target audience. 

tyPograPhy
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Helvetica Neue

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 (.,;:?!@#$%^&*-)

Georgia

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 (.,;:?!@#$%^&*-)

Helvetica Neue is our primary typeface. It is 
made up of six weights: Ultra Light, Light, 
Roman, Medium, Bold and Black. The default 
weight is Helvetica Neue Light. Helvetica 
Roman can be used in some cases. Other 
weights may suit smaller text fragments: 
subheads, captions, charts, tables and folios. 

The second typeface reflecting our brand’s 
individuality is Georgia and its weights: 
Regular, Italic and Bold. The typeface 
goes well with Helvetica Neue and serves 
to emphasise specific text fragments. It 
is primarily used in larger headlines and 
subheads as well as on the title page. 
Both typefaces cannot be changed, 
transformed or subjected to different effects. 

OVERVIEW 

tyPograPhy 
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PRIMARY TYPEFACE

SECONDARY TYPEFACE 

PRIMARY AND SECONDARY TYPEFACE USAGE  

Helvetica Neue UltraLight 
Helvetica Neue UltraLight Italic
Helvetica Neue Light
Helvetica Neue Light Italic
Helvetica Neue Roman
Helvetica Neue Medium
Helvetica Neue Bold 
Helvetica Neue Bold Italic
Helvetica Neue Black
Helvetica Neue Black Italic

Georgia Regular
Georgia Italic
Georgia Bold
Georgia Bold Italic

Georgia is our secondary typeface.
Georgia should be used in headlines 
and as the primary serif typeface in 
online messages.

Helvetica Neue is our primary typeface.
It should be used in text blocks next to 
the signature. It may also be used as the 
primary sans-serif typeface in printed and 
digital applications.  

The minimum size of the primary and 
secondary typefaces is 8 points. 

It is not recommended to use a typeface 
that is similar to the background in colour. 

Expertise  Leadership  Focus  Authority 

Expertise  Leadership  Focus  Authority 

tyPograPhy
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PRIMARY TYPEFACE SUBSTITUTES 

EXAMPLES OF PRIMARY AND SECONDARY TYPEFACE USAGE  

In cases where Helvetica Neue cannot 
be used, Arial and its weights should 
be used as a substitute. Although not 
preferred, this typeface is widely available 
and helps preserve visual integrity of the 
brand. 

Georgia should be used in 
headlines.  

The text should be always aligned 
on the left margin, with a line 
space equal to the type size plus 
two points. It can be smaller for 
headlines, titles and subheads.

Arial Regular
Arial Italic
Arial Bold
Arial Bold Italic
Arial Black

Education
 

From pre-university studies to upgrad-
ing skills

Sechenov University implements a “school – 
university – clinic” model of medical education 
which promotes an effective continuous and 
self-regulating system of learning and teaching 
in healthcare.

tyPograPhy 
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INCORRECT USAGE 

Don`t capitalize text body as it worsens 
readability

Don`t print the text body in bold Don`t use extra line spacing

Don`t use bright colours in the 
body text

Don`t apply extra word spacing

Don`t apply excess letter spacing at it 
worsens readability

OUR UNIVERSITY HAS THE NECESSARY 
POTENTIAL TO LIVE UP TO CURRENT 
HUMANITARIAN IDEAS AND IS READY 
FOR SERIOUS TRANSFORMATION AND 
FURTHER DEVELOPMENT TO ACHIEVE 
ITS GOALS.

O u r  u n i v e r s i t y  h a s  t h e 
n e c e s s a r y  p o t e n t i a l  t o  l i v e 
u p  t o  c u r r e n t  h u m a n i t a r i a n 
i d e a s  a n d  i s  r e a d y  f o r 
s e r i o u s  t r a n s f o r m a t i o n  a n d 
f u r t h e r  d e v e l o p m e n t  t o 
a c h i e v e  i t s  g o a l s .

Our university has the necessary 
potential to live up to current 
humanitarian ideas and is ready for 
serious transformation and further 
development to achieve its goals.

Our university has the necessary potential 

to live up to current humanitarian ideas 

and is ready for serious transformation and 

further development to achieve its goals.

Our university has the necessary potential 
to live up to current humanitarian ideas 
and is ready for serious transformation and 
further development to achieve its goals.

Our     university     has     the necessary     
potential     to     live     up     to     current     
humanitarian     ideas     and     is     ready     
for     serious     transformation     and 
further     development     to     achieve     
its goals.

tyPograPhy
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I N TRODUCT ION 

Colour plays one of the leading roles in making a strong impression on the audience. 
It generates an emotional pull and shapes the attitude towards the brand message. 
We developed primary and secondary colour palettes for our visual system, each colour 
being meticulously selected from numerous options. Strict use of the chosen colours 
and their combinations guarantees a consistent perception of the new brand and its 
successful non-verbal communication. 
In today’s world, visual communication is based on both traditional (printed) and digital 
applications, which is why we produced two sets of colour formulae, each one best 
suited for a specific communication channel.  

colour
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PR IMARY  COLOUR  PALETTE

Our brand palette consists of seven 
colours, made up of three primary and 
four secondary colours. Primary colours 
and their tints as well as secondary 
colours are available in three systems: 
Pantone (PMS, Pantone Matching 
System), CMYK subtractive colour model 
and RGB additive colour model. The first 
two systems are used in printing, the third 
one reserved for colour coding in digital 
systems (screens, TV etc.). 

Our brand colours are light blue, dark 
blue and grey. They can be used 
in different combinations. The light blue 
colour (100/75/0/0) is used in business 
documents, printed and digital applica-
tions, as primary texture colour, for head-
lines and in job work. 

PANTONE  286
CMYK        100/ 75/ 0/ 0
RGB           0/ 84/ 166 

PANTONE  7540 
CMYK        0/ 0/ 0/ 70
RGB          109/ 110/ 113

PANTONE  Dark Blue C
CMYK        100/ 90/ 25/ 10
RGB           4/ 51/ 119

colour
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PR IMARY  COLOUR  T INTS 

PANTONE  7455
CMYK        80/ 55/ 0/ 0
RGB          61/ 113/ 184

PANTONE  659
CMYK        60/ 35/ 0/ 0
RGB          105/ 147/ 205

PANTONE  278
CMYK       40/ 15/ 0/ 0
RGB         148/ 189/ 229

PANTONE  545 
CMYK        20/ 0/ 0/ 0
RGB          175/ 198/ 210

Grey colour (0/0/0/70) is used as the 
primary typeface colour. Grey tints are 
used as secondary colours of the linear 
texture and as patches of solid colour.

PANTONE  Cool Gray 9
CMYK        0/ 0/ 0/ 50
RGB         147/ 149/ 152

PANTONE  Cool Gray 5 
CMYK        0/ 0/ 0/ 30
RGB          188 190/ 192

PANTONE  Cool Gray 2 
CMYK        0/ 0/ 0/ 10
RGB          230/ 231/ 232

PANTONE  WHITE
CMYK        0/ 0/ 0/ 0
RGB          255/ 255/ 255

Dark blue tints can be used in addition to 
the primary colour in printed and digital 
applications. They cannot be used in head-
lines. 

PANTONE  2727 C
CMYK        80/ 60/ 5/ 0
RGB          69/ 106/ 171

PANTONE  2718
CMYK        60/ 40/ 0/ 0
RGB          108/ 140/ 199

PANTONE  7451 
CMYK       40/ 20/ 0/ 0
RGB         149/ 182/ 223

PANTONE  2706 
CMYK        20/ 5/ 0/ 0
RGB          199/ 223/ 244

colour
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SECONDARY  COLOUR  PALETTE 

Secondary colours include three 
tints of light blue and the green 
colour. They are used in a variety 
of combinations in the presentation 
materials, the green colour serving 
to highlight specific text fragments. 

PANTONE  Blue 0821 C
CMYK        45/ 15/ 15/ 0
RGB           140/ 185/ 202 

PANTONE  631  
CMYK        70/ 0/ 10/ 0
RGB          0/ 191/ 223

PANTONE  325 C
CMYK        65/ 10/ 25/ 0
RGB           80/ 178/ 189

PANTONE  363 
CMYK        75/ 5/ 100/ 0
RGB          65/ 173/ 3

colour
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USE  OF  PR IMARY  AND  SECONDARY  COLOURS 
AND  THE IR  T INTS  IN  PR INTED  APPL ICAT IONS

Primary colours can be staged together 
with their tints, giving more variety 
to printed products (leaflets, booklets, 
outdoor advertisements).

colour
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USE  OF  PR IMARY  AND  SECONDARY  COLOURS 
IN  D IG I TAL  APPL ICAT IONS 

Primary colours can be used along-
side secondary ones in presentations 
for emphasis. Secondary colours can 
be also used for highlighting different 
sections of large presentations.

colour
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US ING  TEXT  – COLOUR 

The primary dark blue colour can be 
used apart from the classical black 
typeface. It is not recommended to use 
primary colour tints in the body text 
except for the grey colour (0/0/0/70) 
(see p. 64).

colour
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I NCORRECT  USAGE

Don`t use colours other than the brand 
ones for the background

Don`t alter element colour

Don`t alter logotype colour Don`t create gradients

Don’t use tints similar to the background 
colour or an overly dark non-contrasting 
background 

Don’t use tints similar to the background 
colour or an overly light non-contrasting 
background

colour
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I N TRODUCT ION 

When meticulously selected, photographs can tell a whole story and convey a wide range of 
sensations that shape the audience’s attitude to our work.
Licensed stock pictures as well as original imagery from the University’s photo library can be 
used in final products. The latter includes only those photos that bear some aesthetic value 
and meet high technical standards.

PhotograPhy
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EMOT ION -BASED  IMAGERY  

Such photographs must look bright, light, 
attractive and authentic, conveying a 
positive mood. 
Of primary importance are the people 
shown in the photos, whether on 
the university campus or practising 
elsewhere (students, professors and 

researchers alike). The figures must 
convey a positive attitude and interest 
in what they are doing. No superfluous 
details distracting attention from the 
focus area may be present.

PhotograPhy



72

CONTEXTUAL  IMAGERY

Context-focused imagery can show the 
process of learning, practice or research. 
Each photograph is to showcase contin-
uous improvement of the future doctor as 
well as an active life within the University 
walls. Photographs depicting joint activi-

ties or discussions in a calm and friendly 
environment will convey the sense that 
anyone could acquire the knowledge they 
need and make use of the University’s 
base of support.

PhotograPhy
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MED ICAL  IMAGERY

Medical-focused imagery should focus 
on the University’s state-of-the-art 
medical equipment, introducing the 
viewer to a variety of research activities 
and stressing the up-to-date character 

of education. The background of such 
pictures must be dominated by equip-
ment, although the presence of people 
will enliven the shot, highlighting their 
exceptional role in science.

PhotograPhy
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TECHN ICAL  REQU IREMENTS  FOR  IMAGES  

Print 

Formats: JPEG/TIFF
(single Background layer)
Resolution:
• digital printing, offset: 300 dpi
• arge-format interior printing: 150-300 
dpi 
• large-format exterior printing: 36-72 dpi
CMYK colour model (black-and-
white images have to be prepared as 
Grayscale).

Online 

Format: JPEG/PNG
Resolution: 72 dpi
RGB

No low-quality pictures or imagery 
with distorted proportions may 
be used. Pictures have to be 
taken in daylight or artificial light, 
approximately from an eye-level 
angle; no important elements 
may be cropped. No excessive 
retouching is permitted. The 
photograph’s colour palette should 
preferably match the University’s 
brand palette colours. Black-and-
white pictures should only be used 
for showcasing historical moments. 

PhotograPhy
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I NCORRECT  USAGE

Do not use images with distorted 
proportions

Do not use images shot from a 
low angle or with superfluous and 
distracting details

Do not use overly serious or grave 
images

Do not use unclear, overly-complex 
graphics or mismatching colours

Do not use poorly  cropped images 
with overly bright, mismatching 
colours

Do not use low-quality images

PhotograPhy



76

I N TRODUCT ION 

The graphic system brings together all the elements of the visual system like a conductor 
directing an orchestra, fusing together all the musical parts to produce a single, symphonic 
composition. 

graPhic grids 
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GRAPH IC  GR IDS  

Graphic grids set the layout for digital 
and printed products, making a strong 
impression on the audience. We use 
our products to tell a story. Each of 
these unique stories shapes an attitude 
towards our brand. The following 
section deals with graphic grids and 
shows their use in the layouts of digital 
and printed applications.

graPhic grids
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HOR IZONTAL  GR IDS

A two-column grid is produced by 
dividing the page into two halves. 
Whether a two-column or a three-
column grid should be used depends 
on the content and goals of the 
product. More columns give more 
layout options. 

graPhic grids 
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Use the same grid to find areas for 
aligning the graphic expression with 
the signature. 

VERT ICAL  GR IDS   

медицинский сеченовский предуниверсарий

graPhic grids
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Applications
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I N TRODUCT ION

It is only possible to create memorable products which clearly show our values when 
all brand elements that build up brand consistency are carefully selected and subjected 
to the same logic and style. This section provides an overview of different applications. 
When creating a new branded product, there is nothing to be neglected. 
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BRANDED  ENVELOPES

DL/E65 envelope 

Format 
220x110 mm

Printing 
Offset, 1/0
Matte white paper, 
80–100 g/m2

Typeface
Times New Roman Regular 10 pt
Times New Roman Regular 8 pt

федеральное государственное автономное образовательное 
учреждение высшего образования 

Первый Московский государственный 
медицинский университет 

имени И. М. Сеченова 
Министерства здравоохранения 

Российской Федерации
(Сеченовский Университет)

 (ФГАОУ ВО Первый МГМУ им. И. М. Сеченова 
Минздрава России (Сеченовский Университет)

Трубецкая улица, д. 8, стр. 2
Москва, 119991

Тел.: (499) 248-05-53; e-mail: rektorat@sechenov.ru
http://www.sechenov.ru

25 mm

branded documents 
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B4 envelope 

Format
250х353 mm

Printing 
Offset, 1/0
Matte white paper, 
80–100 g/m2

Typeface
Times New Roman Regular 10 pt

федеральное государственное автономное образовательное учреждение высшего образования 
Первый Московский государственный медицинский университет имени И. М. Сеченова 

Министерства здравоохранения Российской Федерации (Сеченовский Университет) 

(ФГАОУ ВО Первый МГМУ им. И. М. Сеченова Минздрава России 
(Сеченовский Университет)

Трубецкая улица, д. 8, стр. 2
Москва, 119991

Тел.: (499) 248-05-53; e-mail: rektorat@sechenov.ru
http://www.sechenov.ru

25 mm

branded documents
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C4 envelope

Format
229х324 mm

Printing 
Offset, 1/0
Matte white paper, 
80–100 g/m2

Typeface
Times New Roman Regular 9 pt

федеральное государственное автономное образовательное 
учреждение высшего образования 

Первый Московский государственный 
медицинский университет 

имени И. М. Сеченова 
Министерства здравоохранения 

Российской Федерации
(Сеченовский Университет)

 (ФГАОУ ВО Первый МГМУ им. И. М. Сеченова 
Минздрава России (Сеченовский Университет)

Трубецкая улица, д. 8, стр. 2
Москва, 119991

Тел.: (499) 248-05-53; e-mail: rektorat@sechenov.ru
http://www.sechenov.ru

25 mm

branded documents 
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C5 envelope

Format
162х229 mm

Printing 
Offset, 1/0
Matte white paper, 
80–100 g/m2

Typeface
Times New Roman Regular 10 pt
Times New Roman Regular 9 pt

федеральное государственное автономное образовательное 
учреждение высшего образования 

Первый Московский государственный 
медицинский университет 

имени И. М. Сеченова 
Министерства здравоохранения 

Российской Федерации
(Сеченовский Университет)

 (ФГАОУ ВО Первый МГМУ им. И. М. Сеченова 
Минздрава России (Сеченовский Университет) 

Трубецкая улица, д. 8, стр. 2
Москва, 119991

Тел.: (499) 248-05-53; e-mail: rektorat@sechenov.ru
http://www.sechenov.ru

25 mm

branded documents
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POSTCARD 

Application
Used for congratulations and 
official invitations on behalf of the 
Rector or authorised officials. 

Format 
210x300 mm (open)
210x100 mm (folded)

Printing 
Digital or offset, 2/1
Matte white paper, 
100 g/m2

Typeface
Helvetica Neue Medium 
11 pt
Helvetica Neue Thin 
10 pt

branded documents 

сгиб

сгибсгиб

сгиб

Dear Vera IgoreVna,
Let me extend my sincere congratuLations on the internationaL 
Women’s day. 
Let this spring hoLiday be fuLL of sunshine and the Warmth of men’s hearts. you give us 
support, Love, care, happiness and inspiration, charming us With your dignity, WiLLpoWer and 
compassion. you manage to baLance famiLy, Work, creativity and sociaL Work. 
never stop being such a kind, patient, Wise and beautifuL person. Let the hardships pass you 
by. i Wish heaLth, joy, happiness and prosperity to you and those near and dear With aLL my 
heart. 

pyotr gLybochko                                                                                                rector 
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Typeface
Helvetica Neue Bold 18 pt
Helvetica Neue Regular 18 pt
Helvetica Neue Regular 10 pt
Helvetica Neue Regular 8 pt

PERSONAL  BUS INESS  CARDS 
OF  D I F FERENT  STAF F  CATEGOR IES

Format 
90x50 mm
 
Printing
Digital, 2/0
Matte white paper 
or matt white cardboard, 
300–350 g/m2

branded documents

50 m
m

–
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CORPORATE  BUS INESS  CARDS 
(W I TH  SUBD IV I S ION  DETA I LS )

90 mm

50 m
m

50 m
m

Typeface
Subdivision name – Georgia 24 pt 
Output information – Helvetica Neue Roman 8 pt 

Format
90x50 mm

Printing 
Digital, 2/2
Matte white paper 
or matt white cardboard, 
300–350 g/m2

branded documents 
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EMA IL 

Typeface 
Arial Light – 12 pt 
Arial Light – 9 pt 

branded documents

dear evgeny aLexandrovich, 

in response to your Letter dated 15 march 2017, i hereby 
inform you that sechenov university’s press service made 
arrangements for your company to provide video recording on 
the university premises during the Week of medicaL education – 
2017 conference, heLd from 3 to 7 apriL 2017. 

yours sincereLy, 

boris davydov 

sechenov university 
head of strategic communications 
and information poLicy department 

+7 495 609 14 00 (2612)
+7 965 165 55 29 
davydov@sechenov.ru 
WWW.sechenov.ru 
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LAYOUT  FOR  A  120 -MM CD 

Application
Used for long-term storage and 
distribution of information about 
University-based events in the 
field of science, education and 
culture. 

Format 
120x120 mm 

Printing 
Digital, 2/0
Offset, 2/0

Typeface
Helvetica Neue Light 9 pt 

90

3
5

 m
m

1
2

0
 m

m

120  mm

branded documents 

Proceedings of the 5th Research and Practice 
Conference “Modern Aspects of the Use of Raw 
Materials of Plant and Natural Origin in 
Medicine”

Moscow 15.03.2017 
 
Proceedings of the 5th Research and Practice Conference “Modern Aspects of 
the Use of Raw Materials of Plant and Natural Origin in Medicine”.

Moscow 
15 March 2017 

The disk contains presentations and abstracts of 80 committee-selected papers 
presented at the 5th Research and Practice Conference “Modern Aspects of 
the Use of Raw Materials of Plant and Natural Origin in Medicine” which took 
place at Sechenov University on 15 March 2017. 

Experts from Moscow, Samara, Karaganda, Astana, Kazan, Minsk, Voronezh, 
Kursk, Penza and Novosibirsk took part in the conference. 

Discussions revolved around the priority issues of modern pharmacy: the use 
of plant-based medicines in traditional medical systems, modern aspects of 
standardisation and use of raw materials of plant and natural origin, pharma-
cognostic and phytochemical aspects of the use of natural feedstock.

www.sechenov.ru 
Bldg. 4, 2 Bolshaya Pirogovskaya St. 
Moscow 119991, Russia 
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Typeface
Title – Helvetica Ultra Light 9 pt
Georgia Regular 10 
Information – Georgia Regular 8 pt
Contacts – Helvetica Ultra Light 7 pt

LAYOUT  FOR  A  SLEEVE  OF  A  1 20 -MM CD ,  DVD 
OR  BLU -RAY  D ISC

Format
123x125 mm

Printing 
Offset, 2/0

branded documents

Материалы V научно-практической конференции 
«Современные аспекты использования растительного 
сырья и сырья природного происхождения в медицине»

www.sechenov.ru 
Большая Пироговская ул., 
дом 2, стр. 4, 119991, 
Москва, Россия

На диске представлены презентации и тезисы 80 отобранных 
программным комитетом Конференции докладов участников 
V научно-практической конференции «Современные аспекты испо-
льзования растительного сырья и сырья природного происхождения 
в медицине», прошедшей в стенах Сеченовского университета 
15 марта 2017 года. 

В работе конференции приняли участие специалисты из Москвы, 
Самары, Караганды, Астаны, Казани, Минска, Воронежа, Курска, 
Пензы и Новосибирска. 

В рамках конференции участниками были обсуждены приоритетные 
вопросы развития современной фармации: использование препаратов 
растительного происхождения в традиционных медицинских системах, 
современные аспекты стандартизации и использования растительного 
сырья и сырья природного происхождения, фармакогностические 
и фитохимические проблемы использования сырья природного происхождения.

Москва
15 марта 2017 года

123 mm

125 m
m

10 mm10 mm

Proceedings of the 5th Research and Practice 
Conference “Modern Aspects of the Use of Raw 
Materials of Plant and Natural Origin in Medi-
cine”

Moscow 15.03.2017 
 
Proceedings of the 5th Research and Practice Conference “Modern Aspects of 
the Use of Raw Materials of Plant and Natural Origin in Medicine”.

Moscow 
15 March 2017 

The disk contains presentations and abstracts of 80 committee-selected papers 
presented at the 5th Research and Practice Conference “Modern Aspects of 
the Use of Raw Materials of Plant and Natural Origin in Medicine” which took 
place at Sechenov University on 15 March 2017. 

Experts from Moscow, Samara, Karaganda, Astana, Kazan, Minsk, Voronezh, 
Kursk, Penza and Novosibirsk took part in the conference. 

Discussions revolved around the priority issues of modern pharmacy: the use 
of plant-based medicines in traditional medical systems, modern aspects of 
standardisation and use of raw materials of plant and natural origin, pharma-
cognostic and phytochemical aspects of the use of natural feedstock.

www.sechenov.ru 
Bldg. 4, 2 Bolshaya Pirogovskaya St. 
Moscow 119991, Russia 
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I NV I TAT ION  

Application 
Used for official invitations signed 
by the Rector or authorised 
officials. 

Format 
220x110 mm 
(for DL/E65 envelope)

Printing 
Offset, 1/0
(for envelope)

branded documents 

Envelope
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Printing 
Digital or offset, 2/1
Matte white paper, 100 g/m2

branded documents

сгиб

сгибсгиб

сгиб

INVITATION

Format 
210x300 mm (open) 
210x100 mm (folded)
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200 mm

10
0 

 m
m

Format 
200x100 mm 

Printing
Digital, 2/0
Matte white paper, 
220 g/m2

Typeface 
Helvetica Neue Medium 13 pt
Helvetica Neue Light 9 pt

branded documents 

Dear Inna PetroVna,

We invite you to take part in the meeting of sechenov university professor’s cLub 
Which WiLL take pLace on 19 june 2017 in the sechenov haLL of the university’s 
congress centre at 8 trubetskaya st., moscoW (buiLding of the biomedicaL park).
topic: presentation of the book akademiki pervogo meda (academicians from first 
med). 
starting time: 3:00 pm. 

pyotr gLybochko                                                                                   rector 
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NAME TAGS  

Format 
105x135 mm 
Name tags have to be 
two-sided. 

Printing 
Digital, 2/2
Matte white paper, 
80–130 g/m2

Typeface 
Georgia Regular 24 pt
Helvetica Neue Medium 12 pt

branded documents

105 mm

135 m
m

20
 m

m

Boris
Davydov
Head of Strategic

communicationS

and information

Policy directorate
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I N TRODUCT ION 

The University website is a complex mechanism which shapes the very first impression. That is why 
it is important that the website fully comply with brand ideology. This section brings together core 
recommendations on the website compliance with the new brand style of our University.

website
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BU I LD ING  AN  INTEGRAL  IMAGE  OF  THE  UN IVERS I TY 

website
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BRANDED  AREAS 

Horizontal menu 

Vertical menu 

Slide show 

website
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BANNERS 

website
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COLOUR  USAGE 

Primary brand colours and their tints, as specified 
in the Colour section, are used on the website. 

NAV IGAT ION 

website
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website
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Social media is a valuable and powerful vehicle through which Sechenov University connects 
with its community and the broader public. 
At the same time the world of social media has a composite character lacking unified stand-
ards, form and visual language. This makes shaping a consistent image of the university in 
social media of primary importance. 
This section offers guidelines that establish a consistent perception of the brand with our audi-
ence across different social media. 

I N TRODUCT ION

social media 
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BRAND  USAGE  IN  SOC IAL  MED IA

Naming in social media should be brief – 
Sechenov University. This can be staged 
together with the signature, website 
address or other important information 
with a name size limited to 100 characters.

social media 
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AVATARS

Avatars in different social media can be 
represented by two signature versions: 
on the white background or inverted. 
It should be noted that when uploaded, 
the miniature image becomes a circle. 
In this case the dark blue signature on 
the white background should be used. 

Recommended avatar size
Vkontakte – 200x200 px
(the uploaded image should be no less 
than 430х430 px)
Facebook – 160x160 px
(the uploaded image should be no less 
than 180х180 px)
Instagram – 110x110 px
 

social media 
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PHOTOGRAPH IC  AVATARS

A photograph can be used instead of 
the signature as an avatar. Contextual 
and medical imagery in particular as 
well as evocative photographs are the 
most suitable. No portraits should be 
used. 
It should be noted that even though 
the uploaded image will be cut into a 
circle, it must still look clear and inter-
esting after being cropped.  

social media 
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COVER  IMAGERY 

Photographs on the covers should be 
selected so as to match the signature 
in colour and keep them prominent. All 
the three types of imagery may be used. 

Recommended image size  
Facebook – 851 х 315 px
Twitter – 1500 х 354 px
(1000 х 354 px – mobile version)
Youtube – 2560 х 224 px
 

social media 
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The dark blue logo on the white back-
ground coupled with a light cover and 
the corresponding name of the Univer-
sity serve to create a consistent style 
on Facebook. 

All posts must be consistent in style too. 
Photos must be preferably use a similar 
colour palette.  

CONS ISTENCY  ACROSS  ONE  SOC IAL  MED IA  PLATFORM  

social media 
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CONS ISTENCY  ACROSS  MULT I PLE  SOC IAL  MED IA 
PLATFORMS 

The way an avatar should look depends 
on the style of social media, which 
is why avatars used across different 
social media can differ. The name of the 
University, however, should look iden-
tical across all social media. Photos on 

the covers and, whenever possible, 
imagery showing the events covered in 
the news feed should follow the style 
guidelines laid out in the Photography 
section.

social media 
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I NCORRECT  USAGE   

Don’t use portraits Don’t stage logo and photo 
together

Don’t move or scale down 
the logo

Don’t move beyond the box

Don’t use the logotype Don’t use frames

social media 
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When giving something as a gift on behalf of the University, we tell a story through the object 
and through our words. The story, in turn, must convey our brand values. That is why it is 
essential that the integral brand attributes are taken into account when branded or souvenir 
merchandise is created (see Brand Strategy, p. 19–20).

I N TRODUCT ION 

merchandise 
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PEN , PENC IL

Because of the small and rounded 
surface, only the logotype without 
the logo should be placed. 
The logotype is recommended to 
be no less than 30 mm long. 

The recommended printing 
technique is UV for wood and 
plastic and laser engraving for 
metal. 

merchandise 
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WALL  CALENDAR 

Paper: 160 g/m2 for interior pages 
300 g/m2 for cover.

It is recommended to use a vertical 
signature with a one-line logotype 
configuration (horizontal size of no 
more than 7 cm).

Recommended printing technique: 
offset. 

The recommended format is a vertical 
spiral wall calendar, 297 x 420 mm in 
size. The primary impression produced 
by the calendar stems from the high 
quality of photographs and grid 
typography. Photographs are usually 
obtained through special photo sessions, 
each one with a specific topic, models 
and location. 

merchandise 
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USB  FLASH  DR IVE 

It is recommended to use USB flash 
drives with a smooth matte metal 
surface of grey colour (from anodised 
aluminium or steel) with a laser-
engraved signature. Other printing 
options may prove unable to show the 
intricate elements of the signature on 
such small surfaces. 

A horizontal signature with a 
two-line logotype configuration 
is recommended. The signature 
should not be less than 26 mm long 
and 6 mm high. 

merchandise 
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PAPER  BAG 

The minimum recommended paper 
density is 250 g/m2.

The recommended colour palette is 
outlined in the Colour section.

The horizontal signature should be no 
more than 9 cm long; vertical signature 

– no more than 6 cm wide.

When creating a bag from highly dense 
white paper, it is advisable to use 
digital or offset printing (depending 
on circulation). For paper bags 
from non-white designer paper (e.g. 
ColorPlan dark blue, 170 g/m2), UV 
printing is recommended. 

merchandise 
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PLAST IC  BAG 

Plastic bags can be only produced 
from high-pressure polyethylene 
which does not make a typical rustling 
sound. 

The horizontal signature should not 
be more than 9 cm long.

Silk screen is recommended. 

merchandise 
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NOTEBOOK

Recommended size: 148.5 x 210 mm.

Recommended cover material: dark 
blue ColorPlan cardboard, 270 g/m2.

Recommended page material: Curious 
Skin extra white, 100 g/m2, 20 – 40 
pages. 

UV printing is recommended.

merchandise 
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DATEBOOK 

Recommended size: no less than A5 
(148 x 210 mm).

The signature should be no more than 
5 cm long. 

UV printing is recommended.

merchandise 
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SWEATSH IRT

The signature should be no more than 
4 cm wide.

Silk screen is recommended. 

Heat transfer printing is also 
possible. 

merchandise 
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THERMAL  MUG

So that the signature looks decent 
and does not wear out, laser 
engraving should be used. 

The vertical signature should be 
no less than 20 mm wide; the 
horizontal signature with a two-line 
logotype configuration should be no 
less than 70 mm wide. 

merchandise 
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POLO  SH IRT 

It is recommended to place the 
signature on the left sleeve. 

Heat transfer printing can be used. 

merchandise 
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BUS INESS  CARD  HOLDER

It is recommended to produce 
business card holders from anodised 
aluminium or similar alloys. 
Laser engraving is the best suitable 
technique. 

A horizontal signature with a two-line 
logotype is advisable. Signature 
length should not exceed 35 mm. 

merchandise 
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DESK  PLANNER 

Recommended format: 
292 x 140 mm.

The signature should not be more 
than 6 cm long.

UV printing is recommended. 

merchandise 
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A4  FOLDER

The signature should not be more 
than 4 cm wide. 

Recommended paper: dark blue 
designer paper (see Primary Colour 
Palette).

UV printing is recommended. 

merchandise 

Option 1  
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The signature should not be more 
than 5 cm wide.

Recommended paper: grey designer 
paper (see Primary Colour Palette).

UV printing is recommended.

Option 2 

merchandise 
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A5  FOLDER

The signature should not be more 
than 4 cm wide.

Recommended paper: grey designer 
paper (see Primary Colour Palette).

UV printing is recommended.

merchandise 
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ENV IRONMENTAL  S IGNAGE

samPle signage for different aPPlications, fixed and Portable, camPus and disPlay 

Environmental signage can show the 
signature, logo, logotype and other typical 
patterns. They can be formed either by 
repeated oblique lines whose angle is the 
same as in the tree crown depicted in the 
logo or by the circles (spheres) positioned 
similarly to the genome strands. 
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samPle signage for different aPPlications, fixed and Portable, camPus and disPlay 
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D ISPLAY  S IGNAGE 

samPle signage for different aPPlications, fixed and Portable, camPus and disPlay 
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The signature is placed on a solid dark 
blue area. Both horizontal and vertical 
signatures are possible. In both cases 
a two-line logotype configuration should 
be used. 

BU I LD ING  S IGNS 

samPle signage for different aPPlications, fixed and Portable, camPus and disPlay 
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CAMPUS  S IGNAGE 

INDOOR SIGNAGE 

samPle signage for different aPPlications, fixed and Portable, camPus and disPlay 
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POP UP STANDS 

INFORMATION STANDS/ROLL UP BANNER STANDS 

samPle signage for different aPPlications, fixed and Portable, camPus and disPlay 
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SAMPLE  OUTDOOR ADVERT ISEMENTS

samPle advertisements

Format: 3 x 6 m

Format: 2.7 x 3.7 m

Format: 1.2 x 1.8 m
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SAMPLE  MASS  MED IA  ADVERT ISEMENTS  

samPle advertisements

A3 FORMAT 
(420 x 297 mm, 
double spread)

A4 FORMAT  
(210 x 297 mm)

A5 FORMAT  
(210 x 149 mm)
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SAMPLE  ONL INE  BANNERS 

Format: 
240 x 400 px 
(vertical column)

Format: 240 x 140 px (horizontal block)

Format: 750 x 50 px (long horizontal banner)

samPle advertisements
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A4  BOOKLET 

samPle advertisements
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SAMPLE PRESENTATIONS

РЕЗУЛЬТАТЫ РАБОТЫ
ПЕРВОГО МОСКОВСКОГО 
ГОСУДАРСТВЕННОГО 
МЕДИЦИНСКОГО УНИВЕРСИТЕТА 
ИМ. И.М.  СЕЧЕНОВА 
(СЕЧЕНОВСКОГО УНИВЕРСИТЕТА) 
ЗА 2016 ГОД

Глыбочко Петр ВитальеВич

ректор, академик ран

20 апреля 2017 г.
Москва

Title slide 

Closing slide 

When creating presentations, primary 
colours and their tints are used (for high-
lighting different parts of the presentation, 
for instance). Secondary colours are used 
only for small details. When preparing 
their presentations, authors can use either 
licensed or the University’s own imagery 
which complies with the style guidelines 
set out in the Photography section. The 
screen format (16:9 or 4:3) determines 
the location of the elements, which is why 
it should be known in advance. 

Currently a 16:9 aspect ratio is the most 
popular. Most modern computer screens, 
TV sets and multimedia projectors use 
this format. 

Option 1 

digital aPPlications 
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Interior slides 

Option 1 

Helvetica Neue is recommended for 
interior slides. 
Titles: Helvetica Neue Bold, 40 pt.

Text: Helvetica Neue Medium, 35 pt. 
Supplementary/technical data: Helvetica 
Neue Regular, 30 pt. 

digital aPPlications 
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Title slide 

Closing slide 

Option 2 

digital aPPlications 

first vice-rector,
corresponding member
of the russian academy
of sciences

prof. Andrey SviStunov
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Interior slides 

7

объединение теоретических знаний, 
практических компетенций и научной 
составляющей — необходимый трамплин 
в процессе трансформации традиционной 
модели подготовки медицинских работников

- институт персонализированной медицины

- институт регенеративной медицины

- институт молекулярной медицины 
- институт фармации и трансляционной медицины 

благодаря появлению в них студентов стали 
полноценными научно-образовательными центрами

подготовка врачей-исследователей 
(модель clinician-scientist)ЗАДАЧА 3

Option 2 

Helvetica Neue is recommended for 
interior slides. 
Titles: Helvetica Neue Bold, 35 pt. 
Subtitles: Helvetica Neue Medium, 32 pt. 

Text: Helvetica Neue Regular, 30 pt. 
Supplementary/technical data: Helvetica 
Neue Light, 30 pt.

digital aPPlications 
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Title slide 

Closing slide 

Option 3 

digital aPPlications 
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Interior slides 

Option 3 

8

НАУЧНАЯ 
ДЕЯТЕЛЬНОСТЬ

КОЛИЧЕСТВО 
ВЫСОКОКВАЛИФИЦИРОВАННЫХ 
НАУЧНЫХ СОТРУДНИКОВ 

2015 20152016 2016

ДОЛЯ НАУЧНЫХ СОТРУДНИКОВ 
ДО 39 ЛЕТ

СРЕДНИЙ ВОЗРАСТ 
НАУЧНЫХ СОТРУДНИКОВ

233

130
ЧЕЛОВЕК

217
ЧЕЛОВЕК

95%

28,1%

158,2%

50 лет

ЧИСЛО ИССЛЕДОВАТЕЛЕЙ С 
ИНДЕКСОМ ХИРША БОЛЕЕ 10:

СООТНОШЕНИЕ ЗАРАБОТНОЙ ПЛАТЫ НАУЧНЫХ 
СОТРУДНИКОВ К СРЕДНЕЙ ЗАРАБОТНОЙ ПЛАТЕ
ПО ЭКОНОМИКЕ СУБЪЕКТА РФ:

Helvetica Neue is recommended for 
interior slides. 
Titles: Helvetica Neue Bold, 35 pt. 
Subtitles: Helvetica Neue Medium, 32 pt. 

Text: Helvetica Neue Regular, 30 pt. 
Supplementary/technical data: Helvetica 
Neue Light, 30 pt.

digital aPPlications 
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VIDEO OPENING SHOTS

The opening shot has to build specific 
emotional connections with the audience. 
Since the opening shot does not last long, 
it has to contain only images and symbols 
that shape a positive perception of the 
subsequent content. 

Videos should use primary and secondary 
colours as well as imagery and video 
content that follow the style guidelines set 
out in the Photography section. The 16:9 
format should be used as a baseline as it 
is the most widespread format for TV and 
computer screens.

Option 1 

Final shot 

Opening shot 

digital aPPlications 
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Option 2 

Final shot 

Opening shot 

digital aPPlications 
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SAMPLE CREDITS,  CAPTIONS,  COMMENTS 

Caption introducing a person shown (with the signature)

Caption with additional information 

Option 1 

For better perception of audio-visual prod-
ucts in a science and popular science 
genre, video imagery is provided with 
captions, comments and credits. 

Captions for people give details about the 
person shown.

Captions for inanimate objects are used 
to clearly identify them. Unlike comments, 
such captions always appear together with 
the object. 

Comments can be used for quotations and 
big texts serving to supplement the main 
story. 

Closing credits are used at the end of the 
video. They include information about copy-
right, producers, actors and the intellectual 
property of other parties (photo and video 
imagery, music etc.). 

digital aPPlications 
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Final shot 

Comment with additional information 

digital aPPlications 
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Option 2 

Captions for people shown 

Caption with additional information and the signature 

digital aPPlications 
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Final shot 

Comment with additional information 

digital aPPlications 
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TECHNICAL SPECIFICATIONS 

Technical parameters for the video 
depend on its further use. The 16:9 
format is recommended for playback on 
a local computer and in online services. 

If a local computer is used, the file 
size should not exceed 1 GB.  For a 
video composition, standard Full HD 
(1920×1080 px) and conversion to one of 
the most popular formats (.mov, .mpeg4 
or .avi), compatible with local computers, 
are recommended. 

If uploaded, the video file should not 
exceed 300 MB. Before online posting – 
on YouTube or Vimeo, for instance – the 
file should be converted to 1280×720 px 
in one of the above formats.
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Conclusion 
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BRAND OVERVIEW AND INFORMATION POSTED ON THE WEBSITE

A brand is a living organism, and 
as such it undergoes continuous 
progress, evolution and change. For 
this reason the University’s brand 
guidelines must also change and be 
revitalised with time.   

An up-to-date version of brand 
guidelines as well as all the materials 
available on the Sechenov University 
website, including files with the 
University signature, are posted on the 
Brand page (https://www.sechenov.
ru/eng/msmu-worldwide/brand/). 
Certain Brand page materials can only 
be accessed by authorised users with 
a username and password.  
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© Federal State Autonomous Educational 
Institution of Higher Education I.M. Sechenov 
First Moscow State Medical University of the 
Ministry of Health of the Russian Federation 
(Sechenov University), 2017.
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