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Pathways to Success: 
Empowering Your Journey
At Assiniboine, education is a pathway to knowledge; 
it’s a journey of transformation and growth, guided by 
exceptional learning experiences, community support, 
and a commitment to making a difference. Success is 
not just about reaching a destination; it’s about skillfully 
navigating the pathways that lead us to our goals and 
building upon a foundation of knowledge throughout 
the journey.



Logo
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This iconic symbol signifies 
pathways that provide 
direction and meaning, 
whether through higher 
education, career growth or 
personal development.

It reflects the interconnectedness of 
teachers, students, programs, skills, 
knowledge, community and industry—
all working together to guide and 
empower individuals toward success.

The logo features a geometric A, 
signifying Assiniboine. Its shape is 
also inspired by the rich heritage of 
Manitoba’s First Nations and the Tipi, 
symbolizing the beginning of life and 
the nurturing environment of a home, 
and Assiniboine’s commitment to 
Indigenous prosperity. 

Assiniboine is dedicated to assisting 
students in finding their unique 
pathway to make a positive impact in 
their communities, offering support 
and resources every step of the way.

Introduction

LOGO
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SECONDARY

PRIMARYOur parent logo exists in a 
primary vertical layout, and a 
secondary horizontal layout.

The preferred version for all 
applications is the primary version. 
Its vertical centered orientation 
differentiates the parent logo from its 
subsidiary logos. 

When size does not allow for the 
primary logo, the secondary is 
acceptable. 

The full logo package is available on 
the Assiniboine shared drive at the 
following path: Shared > College 
Information > Communications & 
Marketing > Logos & Styleguide.

Parent Logo

LOGO
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The logo is made of two 
different components: the 
icon and the wordmark. 

ICON
For approved marketing
applications, the icon can live on 
its own without the wordmark. 

WORDMARK
The wordmark can be used in 
isolation in contexts where the 
logo is present elsewhere.

Logo Elements

ICON

WORDMARK

LOGO

Logo Alt Tag 
Description
We aim to create collateral 
that is accessible

When using the Assiniboine College logo online,  
use the following alt tag description:

Assiniboine College logo  
Assiniboine College logo featuring a geometric triangular ‘A’ made of purple 
and red triangles, with the words ‘Assiniboine College’ in black serif font.
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Icon

The icon is the centre of  
the brand.

FULL COLOUR
When possible, the full colour icon  
is the preferred. 

TWO COLOUR  
RED REVERSE (WHITE)
For use on a brackground of the 
brand purple.

TWO COLOUR  
PURPLE REVERSE (WHITE)
For use on a brackground of the 
brand red.

DESIGN ELEMENTS
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The wordmark can only be 
used separately from the 
logo if the logo icon or logo 
icon pattern is present and 
a prominent visual in the 
application. 

The wordmark has limited 
use and is best considered a 
merchandise application.

Wordmark

DESIGN ELEMENTS
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The logo icon is adaptable 
and can be used in the 
primary colour palette. 

PURPLE / RED REVERSE (WHITE)
In the two colour reverse versions, 
only the inside colours of the 
icon change, the outside remains 
white. These versions are reserved 
exclusively for the parent brand. Only 
use on top of the corresponding 
primary brand colour: red on 
purple / purple on red. Do not use 
these versions on other colours or 
background images. 

REVERSE (WHITE)
This is the preferred version for 
use on background images, when 
contrast permits. The reverse version 
can also live on top of any brand 
colour.

ONE COLOUR
The one colour version can be used 
in any of the brand’s primary colours.

Colour
Variations
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Subsidiary 
Logos
Our subsidiary brands, with 
the exception of our existing 
brands, are simplified to align 
with the parent brand.

All subsidiary logos follow the same core 
format as the secondary parent logo. 
The wordmark shifts in height to allow for 
longer subsidiary names.

SUBSIDIARY TYPE
Novecento sans narrow is used to set the 
type of the subsidiary name. This is the 
only application of this font in the brand. 
We use a condensed font to adapt to 
various name lengths.

In the case of a longer subsidiary name 
that requires two lines, the wordmark shifts 
upward to allow for the subsidiary name to 
align with the baseline of the icon.

To add visual interest, we use a key-
line and superscript words of lesser 
importance such as ‘for’ and ‘of’.

USAGE
Subsidiary logos may be used when 
there is a demonstrated need for the 
department name to be prominent. For 
example, if the logo presence is directed 
at a specific audience. Standard practice 
will otherwise be to use the parent logo.

CENTRE FOR  CREATIVE MEDIA
MANITOBA INSTITUTE 
 OF  CULINARY ARTS

ALUMNI ASSOCIATION
SCHOOL OF  HEALTH 
AND HUMAN SERVICES

INDIGENOUS AFFAIRS
LEN EVANS CENTRE 
FOR  TRADES AND TECHNOLOGY

LOGO

*NOTE: In addition to subsidiary logos, design elements and 
guidelines may be produced for specific departments in the future.
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Safe Zone

Safe zone for all iterations 
of our logo are defined by 
a single triangle in the icon 
next to the outer most part 
of the logo. 

SAFE ZONE
Clear space prevents type, imagery 
or other graphic elements from 
interfering with the legibility of our 
logo. The clear space is measured by 
a triangle from the logo icon. Never 
allow graphic elements to infringe 
upon the clear space.

MINIMUM SIZE
For print use, avoid reproducing the 
parent logo smaller than 1 inch high, 
measuring from the top edge of 
the icon to the bottom edge of the 
wordmark. For the subsidiary logos, 
avoid reproducing the logo with the 
icon smaller than 1 inch high. This will 
permit readability of the smaller text 
of the subsidiary name.

For digital use, avoid using the logo 
smaller than 50px high.

LOGO

INDIGENOUS AFFAIRS

INDIGENOUS AFFAIRS INDIGENOUS AFFAIRS
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Don’ts

Do not resize elements.

Do not rotate the logo.

Do not stretch the logo vertically. Do not stretch the logo horizontally.

Do not re-colour elements.

Do not rearrange elements.

Do not add drop shadows.

Do not add text.

LOGO

.com

Please avoid using 
the logo in the 
following ways.
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Logo Lock-ups

Our logo co-exists with 
our sub-brands in lock-ups 
defined by two triangles in 
the logo icon. This space 
essentially doubles the logo 
safe zone to allow the college 
sub-brand logos to have the 
same safe zone. 

COUGARS
When pairing the parent logo with 
the Cougars logo, the primary logo 
is preferred. The icons should have 
equal height.

EDWARDS / PETERS SCHOOLS
When pairing the parent logo with the  
Edwards School logo or Peters School 
logo, the secondary logo is preferred. 
The logo icons should have equal 
height.

LOGO

*Note that the Peters School 
branding is currently in development.



Typography
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Canela Deck – Light

Canela Deck – Medium

Canela Deck – Bold

Aa Aa
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

Typography

Proxima Nova – Light

Proxima Nova – Semibold

Proxima Nova – Extra Bold

The logo typeface is a 
graceful display font 
that defies many of the 
traditional classifications. 
Its forms are in an 
ambiguous space between 
sans and serif, both soft 
and sharp, modern yet 
with roots in the classical. 

CANELA DECK
This font is used in our logo 
wordmark. It was carefully selected 
to add fluidity to our geometric 
icon. This font requires a license 
to use. It can be licensed from its 
foundry for a fee.

PROXIMA NOVA
This font was selected based on 
its timeless simplicity. It is licensed 
through Adobe Type-kit and is 
included in an Adobe subscription.

TYPOGRAPHY
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When licensed fonts are not 
available, we use alternate 
license-free fonts. 

DM SERIF DISPLAY
This font was selected as an 
alternative to Canela. While it is more 
of a modern serif, it shares many 
similarities with the brand font.
Download Font

FIGTREE
This font is a very close alternative to 
Proxima nova. It shares many similar 
characteristics and is available in 
multiple weights.
Download Font

Typography

DM Serif Display

Aa Aa
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!$%&

Figtree – Light

Figtree – Semibold

Figtree – Extra Bold

TYPOGRAPHY



ASSINIBOINE COLLEGE BRAND STANDARDS PAGE 18

Headlines and 
titles are short 
and large.

Call outs can use an arrow to draw 
attention to an important point or quote.

Body copy is small, but 
always readable, with 
leading that can breathe. 
When possible use a light 
weight of the brand font. At 
smaller sizes, the regular 
weight should be used to 
maintain readability.

BODY TITLES 
Use multi-column layouts 
for large amounts of body 
copy when possible.

Sub-heads are  
larger than body 
copy, but not larger 
than headlines.

	⊲ Bullet lists use a  
triangle in the brand 
colour palette.

	⊲ When possible, the 
colour of the sub-head 
should match the colour 
of the bullet.

Intro copy is two points larger than the 
body copy, and uses a bold weight to draw 
attention to the start of the paragraph. 

Type Usage HEADLINES
Canela Medium

Used in any brand colour 
that permits readability

INTRO COPY
Proxima Nova Light

Used in any brand colour 
that permits readability

SUBHEADS
Canela Medium

Used in any brand colour 
that permits readability

CALL OUTS
Canela Regular

Used in any brand colour 
that permits readability

BODY COPY
Proxima Nova Light

Used in black, or white 
on any brand colour that 

permits readability

BODY TITLES
Proxima Nova Bold ALL CAPS
Used in any brand colour that 

permits readability

Type formatting is very 
important in all applications.

TYPOGRAPHY PRINCIPLES
Use Canela Medium in upper and 
lower case for headlines or any larger 
text. Canela is also used for subhead 
styles and call outs / quotes.

Use Proxima Nova light for body copy. 
Body titles use Proxima Nova Bold in 
ALL CAPS. 

TYPOGRAPHY
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Accessibility

We aim to create collateral 
that is accessible

CONTRAST
Use high-contrast colours between 
text and backgrounds. Examples of 
high-contrast are black on a white or 
other light-coloured background; or 
white text on a black or dark-coloured 
background, provided the font-weight 
is adequate.

FONT WEIGHT
Use fonts with medium weight and 
avoid any fonts that use extremely 
light strokes.

TYPE SIZE
Always consider your audience when 
selecting type size. Keep text large, 
ideally a minimum of 10 point in print 
and 16 point for online applications.

UPPERCASE VS. LOWERCASE
When setting large blocks of copy, do 
not use italics or uppercase letters.

LEADING
Leading is the measurement of 
space between lines of text. This 
space should generally be at least 
25%–30% of the type size.

LETTER SPACING
Do not crowd text. Ensure generous 
spacing between letters, especially 
in digital environments.

TYPOGRAPHY

Yes
High-contrast colours

No
Low-contrast colours

Yes
Adequate weight

No
Inadequate weight

Yes
Large enough to read

No
Too small to read

Yes
Uppercase and lowercase 
letters makes large blocks 
of text easier to read.

No
UPPERCASE LETTERS 
MAKE LARGE BLOCKS OF 
TEXT DIFFICULT TO READ.

Yes
This sample features 
adequate spacing between 
the lines of text

No
This sample features inadequate spacing between the lines of text

Yes
Adequate spacing of letters

No
Inadequate spacing of letters



Design 
Elements
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Colour Palette

The primary brand colours 
used in our logo are at the 
core of our visual identity, 
with purple being the hero 
colour of the palette. 

PRIMARY
These colors are inspired by 
Manitoba’s essence, with Purple 
symbolizing the prairie crocus flower 
as well as transformation. The Red 
represents energy, strength, and 
passion inspired by the Manitoba 
flag. Together, these colors guide our 
journey forward, as individuals as well 
as a collective force for good.

SECONDARY
The secondary colours pair with the 
primary colours to create a versatile 
palette. 

The light purple, light red, and gray 
pair with their corresponding primary 
colours to create a monochromatic 
expression. 

The yellow’s purpose in the palette 
is to create contrast and allow for a 
bright pop of colour to draw attention.

#472265
PANTONE 2617 C
C80 M100 Y24 K21

R71 G35 B101

#92A9A9
PANTONE 4191 C
C42 M21 Y28 K4
R146 G170 B170

#D11437
PANTONE 200 C
C0 M100 Y76 K13

R210 G20 B55

#E98E82
PANTONE 4052 C

C2 M52 Y40 K2
R233 G142 B131

#E7D872
PANTONE 459 C

C9 M8 Y67 K1
R232 G216 B114

DESIGN ELEMENTS

#7079B9
PANTONE 2124 C

C61 M53 Y0 K0
R112 G121 B186

#A9A2D0
PANTONE 2705 C

C33 M34 Y0 K0
R170 G163 B208
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Colour Usage

Our brand colours must 
interact to create contrast 
that allows for easy 
readability.

Use this page as a guide to maximize 
contrast within our colour palette.

CONTRAST
The series of colour swatches on this 
page indicate which colours within the 
brand palette can be used with one 
another and allow sufficient contrast.

COLOUR BAR
The color strip shows the overall color 
usage within our brand. The purple is 
the hero colour for the brand with the 
red and secondary colours following.

DESIGN ELEMENTS
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One Colour
Icon
The one colour version  
of the icon is the most 
flexible device in the  
design elements.

WATERMARK
The one colour white/reverse version 
of the logo is permitted to be used as 
a watermark device. It can be used at 
20% opacity.

CROPPING
The watermark icon can be used in 
various cropped positions. However 
it is ideal to have the crop align with 
the intersecting triangles to further 
reinforce the geometric nature of  
the icon. 

ONE COLOUR
The one colour icon can appear in any 
of the brand’s primary or secondary 
colours. These versions are intended 
for use in backgrounds / patterns and 
never to be used in the logo paired 
with the wordmark.

DESIGN ELEMENTS
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Repeating
Pattern
Our pattern is a support 
device that gives our visual 
system dimension and a 
sense of direction.

WHEN TO USE
This visual treatment is used for
specific applications. Use can include 
but is not limited to:

	⊲ Section pages

	⊲ Brochure covers

	⊲ Desktop backgrounds

	⊲ Pop-up banners

	⊲ Reverse side of business cards

	⊲ Way-finding

DESIGN ELEMENTS
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Triangles

The triangle is a timeless 
geometric shape that is at the 
core of the design elements.

The triangle shape is versatile and can 
be used for colour blocking in layouts. 
It can also be used as a framing 
device for photography.

DESIGN ELEMENTS
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Photography

Photography is a key visual 
element for our brand.

STUDENT LIFE
Capturing a candid moment feels 
friendly and inviting. When possible, 
avoid looking directly at the camera.

PROGRAM FOCUS
Each program focus photo should 
give the impression of the program 
it’s representing. Try to avoid overly 
posed photos as they can feel fake 
and uninviting. 

EXTERIORS
Capturing our campus in an evening 
light allows for our lights to shine 
through the windows and create a 
dramatic effect.

STUDENT LIFE PROGRAM FOCUS EXTERIORS

DESIGN ELEMENTS



Application
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Name Usage

Our full name is 
“Assiniboine College” 
and this should always 
be the primary reference 
and brand name used. 

“Assiniboine” on its own is applicable on second use as 
long as the full name, “Assiniboine College” has been 
used nearby. It is also applicable to use “the College” as 
a secondary reference, keeping “College” capitalized as it 
remains a proper noun.

While we have historically been known as “ACC”,  
this is no longer applicable. We will not use “AC” or  
other abbreviations.

APPLICATION



ASSINIBOINE COLLEGE BRAND STANDARDS PAGE 29

Print Layout

Our design elements come 
together to create dynamic 
layouts that, while complex, 
maintain a level of white 
space.

LAYOUT
Print layouts utilize all of our design 
elements. It’s important to use the 
guidelines set in this brand standards 
document to properly use all of the 
design elements. 

The layouts on this page come from 
the 2030 strategic plan. Each spread 
shows the design elements in action. 
This is a great example of how we 
integrate the brand into existing 
Assiniboine photography.

Reconciliation calls upon us to open 
new pathways, establish and maintain 
respectful new relationships, so that we 
can prosper together in dignity and peace. 

Reconciliation calls upon us to show 
cultural humility in our dialogue and 
responsiveness to community needs. 

Reconciliation calls upon us as educators 
to transform our practices, to open space 
for Indigenous knowledges, and celebrate 
the contributions of Indigenous people. 

With our steps, large and small, future 
generations will know from our tracks that 
we took calls to action to heart. 

Louis Riel, Founder and First Premier of Manitoba

Commitment  
to Reconciliation
We are bound together by 
history, by geography, and by 
the pressing challenges of our 
time. In the shared journey of 
reconciliation, all Manitobans 
must walk together, work 
together, and heal together.  
As Justice Murray Sinclair 
said, it is precisely because 
education was the primary tool 
of oppression of Indigenous 
people, and miseducation of all 
Canadians, that education holds 
the key to reconciliation. 

Deeds are not accomplished  
in a few days, or in a few hours. 
A century is only a spoke in the 
wheel of everlasting time. 

We will be known 
forever by the 
tracks we leave. 

This is how  you 
change the world,  
the smallest circles 
first... That humble 
energy, the kind 
that says, ‘I will do 
what I can do right 
now in my own 
small way,’ creates 
a ripple effect  
on the world.

Dakota wisdom

Richard Wagamese, 
Anishinaabe author 
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Our choices and contributions 
over the coming decade are 
critical in building the society  
and economy Manitobans want 
and deserve. Much progress 
has been made, but many 
challenges persist.

 ⊲ Manitoba has surpassed Saskatchewan 
in post-secondary participation rate, 
but we must do more to ensure that all 
Manitobans are prepared and able to 
participate in the new economy. 

 ⊲ Recent government investments in 
nursing and early childhood education 
have demonstrated the need for 
community-based training, but post-
secondary funding is still concentrated 
in Winnipeg.

 ⊲ 60 per cent of new jobs that require 
certifications beyond a high school 
level are those where the credentials 
are typically obtained at a college. Yet 
76 per cent of post-secondary seats 
in Manitoba are found at universities. 
As our province’s PSE system grows 
to meet labour market, economic and 
social needs, college and rural seats 
are where capacity must be added.

We must continue to evolve and adapt, 
which will mean using our full legislative 
authority to develop an array of credentials 
that meet student demands and labour 
market needs—micro-credentials, 
certificates, diplomas, degrees, advanced 
diplomas, and graduate degrees. 

We must build highly supportive models 
of education that meet learners where 
they are, instilling a sense of belonging 
and purpose that fosters resilience in 
our students and perseverance in our 
graduates.  

And as Canada’s leader in community-
based education, we must ensure that 
all of Manitoba, and all Manitobans, have 
access to high quality, labour market-
relevant education.

Key Commitments 
By 2030The Road Ahead Let us put our minds together and see 

what life we can make for our children.
Tatanka Iyotake 
(Chief Sitting Bull)

GRADUATES 

2,030 
graduates 
annually

RECONCILIATION

2,500 new 
Indigenous 
graduates 
contribute to 
the prosperity 
of Manitoba

POPULATION

3,000 new 
people make 
Manitoba 
their home 
as a direct 
result of our 
programs

Manitoba is only strong if our communities are strong. 
We must answer the call.

7

A
SSIN

IBO
IN

E STRATEG
IC

 
PLA

N
 2030

P. 6  Strategic Plan 2030
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Agriculture faced a looming 
labour shortage. By 2029, one  
in three agriculture-related  
jobs are projected to go unfilled.  
This is a call to action for the 
Edwards School.

The Edwards School has a breadth  
of programming unmatched in our  
country, positioning Assiniboine as a 
leader in labour market development, 
applied research, and collaboration in  
the agriculture, environmental, and  
food sectors. 

We are looking ahead to the construction 
of the Prairie Innovation Centre for 
Sustainable Agriculture on our North Hill 
Campus. This will bring our expansion to 
more than 800 seats in our agriculture and 
environment programs. 

The addition of several new programs, 
including chemical engineering 
technology, food science technology, 
environmental technician training, and a 
commerce degree in Agribusiness will 
reinforce our leadership position in this 
essential sector.

Aligned with Russ Edwards’ 
entrepreneurial spirit and commitment to 
a strong and prosperous Manitoba, the 
Edwards School will address employment 
gaps with highly skilled, knowledgeable 
graduates.

The lifeblood 
of the Manitoba 
economy

 “Brandon is an 
agricultural centre 
of the West, and this 
school is right in the 
heart of Canada.” 
— Russ Edwards,  
Founder & Chairman of WGI Westman Group Inc.

Russ Edwards 
School of 
Agriculture and
Environment

Key commitments

 ⊲ Open the Prairie Innovation 
Centre for Sustainable 
Agriculture.

 ⊲ Establish an industry-college 
collaboration zone for 
companies to access expertise, 
cutting-edge technology, and 
equipment.

 ⊲ Invest in growing campus and 
community assets for increased 
applied research and extension 
services through partnerships 
with industry and various levels 
of government.

 ⊲ Support innovation and 
research by creating Research 
Chairs to expand applied 
research.

1312
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The path to a college education 
is not always straightforward. 
Recognizing that reality, we 
will work to remove barriers 
and provide diverse routes 
for students to pursue their 
education and employment goals. 

One size does not fit all. Whether through 
work-integrated learning, part-time 
studies, flexible delivery, gap training, 
place-based delivery, or competency-
based programs, we recognize that a 
diverse array of pathways foster a more 
dynamic, accessible, and responsive 
educational landscape.

Key Commitments:

MORE PATHWAYS  
FOR ADULT EDUCATION

 ⊲ Reduce barriers by reimagining  
the Centre for Adult Learning’s role  
in increasing access to, and flexibility 
in, adult upgrading.

 ⊲ Respond to growing needs for 
community-based adult upgrading  
and curriculum for Indigenous  
student success.

MORE COLLEGE PATHWAYS  
WITHIN K-12

 ⊲ Establish and formalize more 
connections for K-12 students to 
obtain college credits related to key 
occupational areas while completing 
secondary school.

MORE PATHWAYS  
FOR STUDENT MOBILITY  

 ⊲ Build on success of current post-
graduate offerings, as a primary 
receiver of students from other post-
secondary institutions (principally 
universities). 

 ⊲ Develop guaranteed pathways for our 
certificate and diploma graduates to 
access new occupational opportunities 
supported by new Assiniboine degree 
completion options, or enhanced 
articulation agreements.

MORE CAREER PATHWAYS 
FOR NEWCOMERS

 ⊲ Create new English language 
development and bridging programs 
for internationally educated 
professionals including technicians, 
technologists, and health care 
professionals.

Access and Pathways
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After many years as a tenant  
of our campuses, we’re  
securing ownership of our 
primary buildings and grounds,  
a change we’ve been seeking  
for years.  Ownership will  
unlock more possibilities for 
shaping our spaces to meet  
the needs of students, staff  
and the community.  

NORTH HILL CAMPUS
Historic buildings, beautiful grounds, 
agriculture and applied research spaces, 
and ample room for growth. It’s a campus 
with untapped potential to be amazing. 
Student and community life will flourish 
here. This park-like setting will infuse 
campus life within the larger community and 
will be complemented by the construction 
of housing units to accommodate our 
surging student population.

The renovation of the iconic Parkland 
Building into the Prairie Innovation Centre 
for Sustainable Agriculture will complete 
the restoration of salvageable buildings 
from the historic Brandon Mental Health 
Centre. It will become home to the 
Russ Edwards School of Agriculture & 
Environment and also include Manitoba’s 
largest early childhood learning centre. 
This will provide a focus for the campus, 
and become the anchor for future 
development including a new building to 
house the Peters School of Business.

VICTORIA AVENUE EAST CAMPUS
Since 2016, the college has worked to reinvigorate the campus. This has 
been a necessary release valve for our growth and enlivened learning 
spaces. This campus will be completely refilled by 2030.

Pride of Place

SvNPSAstudio+

VIEW NORTH-EAST TOWARDS ENTRANCE

Assiniboine Community College Housing

WINNIPEG – NURSING CAMPUS
Our college will look to relocate 
nursing programming to Red  
River College Polytechnic for  
shared simulation labs, use of 
program assets, improved student 
expenses, and responsible use  
of the public purse.

PERMANENT SITES
We have added permanent 
locations in areas of the province to 
provide post-secondary access in 
places that are both underserved 
and tied to labour market needs. For 
example, our Portage la Prairie and 
Morden sites bring Practical Nursing 
training to growing communities.  

STUDENT HOUSING
We’re aiming to ensure access  
to at least 200 beds of student 
housing by 2030.

PARKLAND CAMPUS
Our campus in Dauphin will continue to adjust to Manitoba’s changing labour 
market. New programs, including those in our areas of provincial leadership – 
agriculture, food production, and public safety – may necessitate changes to 
campus environments to accommodate program renewal.  
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Exceptional 
Learning 
Experiences

Our “Learn by Doing” educational philosophy is 
central to each program’s exceptional learning 
experiences. We know that each student’s sense 
of belonging is a necessary condition for having 
Exceptional Learning Experiences. 

STUDENT SUCCESS AND  
BELONGING IS INHERENTLY  
LINKED TO PROGRAMS
Assiniboine nurtures a learning community 
with a strong sense of belonging, through 
curriculum development and program 
design, that helps create environments 
where everyone is welcome, everyone 
belongs, and student wellness is valued.  

COUGARS ATHLETICS 
The Cougars varsity athletics program 

will remain a signature student 
experience. We will strengthen the 
overall competitiveness of Cougars 

teams in existing sports, while 
exploring opportunities to expand our 

athletic programs to other areas of 
intercollegiate competition.  

EXCEPTIONAL ACADEMIC EXPERIENCES
We will launch the next generation of  
Team Assiniboine and provide students 
with the opportunity to showcase their 
knowledge, skills, and abilities, inside the 
college community, in partnership with 
other post-secondary institutions, within 
the larger community, and in sectors of 
their future occupations. 

A STRATEGIC RELATIONSHIP WITH 
ASSINIBOINE’S STUDENTS’ ASSOCIATION
The college recognizes the critical function 
the Students’ Association plays in creating 

a sense of belonging for students. We 
respect their autonomy and strive to work 

in partnership to create an environment that 
fosters resilience, wellness, and belonging 

among all students.

COMPLETION RATE 
Attaining a college credential is a 
lifelong benefit for our graduates, their 
families, and our community.  We are 
committed to championing success and 
closing the achievement gap. We will 
develop a full range of supports and 
services to improve our completion rate 
to over 75% by 2030

WORK INTEGRATED LEARNING
Work-integrated-learning provides students 
with key job-related skills, knowledge, and 

attitudes that foster greater attachment 
to high quality employment. That is why 

Assiniboine is committed to providing 
work-integrated-learning opportunities for 
students in every certificate, diploma, and 

degree program. 
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Watermark icon with callout text. Intro copy with bullet lists. A singular triangle straddles 
the spread to bring connection to both pages.

This is an example of showcasing large photos in layout This spread shows how we take the college’s existing 
brands and work them into the parent brand look/feel.

This layout shows how we integrate one of the 
repeating patterns.

This layout demonstrates how we use triangles as 
a framing device for photos.

APPLICATION
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The design elements 
translate into bold 
merchandise applications.

The application of parent brand logo 
and the two colour pattern create a 
dynamic brand impression across 
various mediums.

When available, purple is always the 
preferred choice for fabric colour.

Merchandise

APPLICATION
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Click to add subtitle

Click to add title

Click to add title

Click to add text

Click to add title
Click to add subtitle

Click to add title

• Click to add text

• Click to add text

• Click to add text

• Click to add text

Click to add title

• Click to add text

PowerPoint
Template
Templates help bring 
consistency to our 
internal and external 
communications.

ALTERNATE FONTS
This PowerPoint template was created 
using our alternative fonts so it’s 
accessible to all Assiniboine staff that 
would need to use it.

DEFAULT FONTS
In situations that our brand’s alternate 
fonts can not be installed on the 
device presenting the PowerPoint, 
default Windows fonts are allowed:

	⊲ Times New Roman 
Use Times New Roman for 
headlines and subheads.

	⊲ Arial 
Use Arial for body copy.

APPLICATION




