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Clarity, simplicity, and elegance are essential elements  

in a unified graphic identity. Together, they form a  

consistent portrayal of HHMI as an innovator in  

scientific research and education.
INTRODUCTION
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Introduction

The Howard Hughes Medical Institute has a unique history as an independent philanthropy 
whose mission focuses on the betterment of humanity through biomedical research and 
science education. Innovation and creativity are the hallmarks of research conducted by 
HHMI scientists in Hughes laboratories around the country, and our Janelia Farm Research 
Campus.

Our community extends to HHMI funded scientists overseas, graduate students, and future 
physician scientists. Through our investments in science education, it encompasses 
undergraduates engaged in hands-on research and the faculty who guide them; teachers 
seeking better materials and methods to engage their students, and the scientifically curious 
who seek accurate, engaging information about the world around them.

The Institute’s reputation, which rests on a foundation of research excellence, is one of our 
most valuable assets. The way we present ourselves to the world through communications 
materials and through the use of our visual identity needs to reinforce that reputation. Clarity, 
simplicity, and elegance are essential elements in a unified graphic identity – the backbone of 
the consistent portrayal of HHMI as an innovator in scientific research and education.

We have updated the guidelines for the Institute’s graphic identity to reflect the evolving 
needs of our scientists and to take advantage of new technologies. This guide defines the core 
elements of HHMI’s graphic identity and describes how to use it by providing flexible 
guidelines and a few simple rules. It also provides templates and resources that will help you 
communicate effectively on behalf of the Institute.

HHMI’s Office of Communications and Public Affairs is available to provide assistance to 
meet your communication needs. If you have any questions regarding the use of the identity 
style guide or the template library that are not addressed within this document, please contact: 
Judy Murphy at 301.215.8884 or by email murphyju@hhmi.org.



A unified identity for a single purpose.
THE HHMI IDENTITY
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Signature

modernity simultaneously, these typefaces, like our 
organization, convey a balance between historical 
achievements and contemporary eminence. 

Because of the aesthetic balance between the two 
elements, the signature should appear in its entirety 
wherever possible on institutional media. 

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.

The HHMI signature is the primary expression of our 
identity and functions as the Institute’s visual short-
hand: Its consistent placement on all materials signals 
the Institute’s “ownership” of each piece. The two 
elements of the HHMI signature are the logo“HHMI” 
and the logotype “Howard Hughes Medical Institute”.

The logo is created from the typeface Trajan, a modern 
set of letterforms based on Roman inscriptions 
from around 50   – 120 A.D. The logotype uses a 
more modern typeface, Gill Sans, which is an early 
20th-century design. Expressing tradition and 

Logotype:
Gill Sans

Logo:
Trajan
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Spacing, clear space

A generous amount of clear space surrounds the  
signature. This ensures that the identity has  
appropriate visual impact and legibility. The clear 
space is equal to the height of the “H” in “HHMI.”

The spacing of the signature creates a clear and 
consistent identity that can be recognized in any 
context or environment. 

The distance between the HHMI logo and the  
logotype is the height of the “H” in “Howard 
Hughes.” This spacing should never be altered  
and should always remain proportional to the  
size of the signature. Using the approved artwork 
file for the signature, rather than separate logo  
and logotype files, ensures that this important  
relationship is preserved.
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Signature with department name

The use of the HHMI signature can be expanded 
to include the department name. The spacing 
between the HHMI signature and the department  
name is equal to the height of the “H” in “HHMI.” 
The cap height of the department name is the 
same as the “H” in “Howard Hughes.” 

For examples of this usage, see Stationery, p. 25, 
and Meeting covers, p. 33.
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Logo alone

Logo

When necessary for size and space limitations, the  
logo may appear without the logotype. In such cases, 
wherever possible, the full signature, or logotype, 
should appear prominently elsewhere on the item. 

For examples of how the HHMI logo is used alone, 
please see Co-branding, p. 23, Certificates, p. 38,  
Book spines, p. 39, and Promotional items pp. 40-42.
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Minimum size

Alternate Signature Minimum Size   1⁄4" or 22 pixels

Primary Signature Minimum Size   3⁄8" or 33 pixels 

Comparative Illustration 

The comparison drawing above illustrates how the 
logo has been redrawn in the alternate minimum  
size files to improve legibility and reproduction  
quality at very small scale. 

Note: Do not reproduce the HHMI signature  
smaller than 1 ⁄4" in height or the logo at smaller  
than 1/8" in height.

The use of the HHMI signature and logo at very 
small scale should be carefully considered, as this 
may diminish the quality and impact of our identity. 

The smallest usable size for the primary HHMI  
signature artwork is noted above in both inches  
and pixels. When it is absolutely necessary to  
reproduce the signature or logo at a size smaller  
than above (such as on pens or in certain  
sponsorship materials), please use the approved 
alternate minimum size signature or logo artwork.

Primary Logo Minimum Size   1⁄4" or 20 pixels

Alternate Logo Minimum Size   1⁄8" or 14 pixels
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Incorrect uses

WRONG COLOR

WRONG LOCKUP

WRONG TYPEFACE

WRONG PROPORTIONS

MORE THAN ONE COLOR WRONG FORMAT

not represent every potential misuse, they reflect 
common situations to avoid. Always begin by 
reviewing these guidelines when the HHMI identity 
(signature, logo, or logotype) is to be used in the 
design of any item.

Take care to ensure correct and consistent 
reproduction of our signature in every application. 
Incorrect use of the HHMI signature compromises 
its integrity and effectiveness. Some common 
misuses are shown here. Although these  do 

MORE THAN ONE LINE 
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Janelia Logo

A general rule to keep in mind is that backgrounds 
that are approximately 30% black or darker will 
require a reverse signature.

The Janelia Farm Research Campus signature 
consists of a symbol and the wordmark, which are 
in a fixed relationship to each other known as a 
“lockup.” Avoid altering this relationship and avoid 
using the signature elements separately or as parts 
of other graphic elements. 

Positive signature

Reverse signature
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Primary color palette

HHMI GREEN

PMS 362

C:70 M:0 Y:80 K:10

R:0 G:153 B:51

#009933

HHMI GRAY

PMS Warm Gray 11

C:4 M:4 Y:18 K:61

R:120 G:114 B:105

#787269

BLACK

C:0 M:0 Y:0 K:100

R:0 G:0 B:0

#000000

Pantone® (PMS) is the universal color-matching  
system used by the printing industry to ensure  
100% correct color matches, regardless of where 
the item is printed. 

Pantone-identified color reproduction information 
has been provided for the guidance of the reader. 
The colors reproduced herein have not been checked 
by Pantone, Inc. Refer to current Pantone formula 
guides for the color standard. Pantone is a registered 
trademark of Pantone, Inc.

To allow for flexibility in HHMI communications  
and to accommodate multiple uses, the HHMI  
signature may be used in three color variations: 
HHMI green, HHMI gray, or black. It can also  
be reversed out of any of these colors. The colors 
are specified above for various media and  
color-matching systems (PMS, CMYK, RGB,  
and Hex color). 

Please use the appropriate color specifications for each 
specific type of reproduction using the HHMI identity. 
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Secondary color palette

Together, consistent use of these colors and a standard 
typography along with the HHMI signature will 
support the ease of recognition of the HHMI identity. 
Please refer to the current Pantone Color 
Publications for the color standard for PMS colors.

In addition to the HHMI identity colors, we have 
developed a palette of complementary warm and 
cool tones to add flexibility and variety to our  
many types of publications both print and online. 
The colors are specified above for various media  
and color-matching systems (PMS, CMYK, RGB,  
and Hex color).

C:2  M:0  Y:100  K:72

R:103  G:98  B:0

#676200

PMS 581

C:41  M:0  Y:78  K:0

R:159  G:207  B:103

#9FCF67

PMS 375

25%

25%

C:100  M:11  Y:0  K:74

R:0  G:63  B:95

#003F5F

PMS 303

C:62  M:0  Y:21  K:31

R:56  G:147  B:155

#38939B

PMS 5483

C:52  M:0  Y:25  K:0

R:110  G:190  B:188

#6EBEBC

C:100  M:11  Y:0  K:74

R:203  G:214  B:223

#003F5F

PMS 7472

PMS 5445

25%

25%

25%

25%

Cool Tones

C:0  M:4  Y:9  K:24

R:202  G:194  B:184

#CAC2B8

PMS WARM GRAY 4 25%

C:0  M:67  Y:100  K:28

R:185  G:89  B:21

#B95915

PMS 1675 25%

C:0  M:28  Y:100  K:18

R:213  G:159  B:15

#D59F0F

PMS 1245 25%

C:11  M:58  Y:92  K:1

R:221  G:130  B:53

#DD8235

PMS 138 25%

C:0  M:1  Y:92  K:11

R:235  G:215  B:34

#EBD722

PMS 611 25%

C:4  M:100  Y:0  K:43

R:123  G:1  B:72

#7B0148

PMS 683

C:0  M:28  Y:6  K:0

R:249  G:196  B:207

#F9C4CF

PMS 1895

25%

25%

Warm Tones
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Photography and illustration

The HHMI photo and illustration style complements 
our brand attributes, positioning, and culture.  
Our culture is honest and straightforward, and  
our photography and illustration reflects these 
characteristics.. Architectural, seasonal, portrait, 
science, science research and education, and benefits, 
training and deadline reminder photography are  
all appropriate choices. 

Architectural
Straightforward images with natural light or overhead 
images are both good choices. Repetition or pattern 
may play a prominent role. Avoid adding unnatural 
colors, or shooting with extra wide angle lenses.

Seasonal
Let one or two colors dominate the seasonal photos. 
Consider point-of-view: 1) long shot, aerial, terrain,  
2) middle shot, dramatic angle, and 3) close-up, 
abstract, detail.

Portraits
People should be depicted with a high degree of  
realism, appearing in natural settings with available 
light if possible. The photos should have warmth and 
character. Activities should appear real and not staged.

A catalog of  approved, licensed images is maintained, 
archived, and made available by HHMI's Office of  
Communications and Public Affairs. 

Portraits

Architectural

Seasonal
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Benefits, Training, and Deadline Reminders

Photography and illustration

Science, Science Research and Education
Choose photography, paintings, sketches and 
drawings that enable audiences to visualize many  
of  biology’s most important structures, settings,  
and processes. A collection of  illustrated work by 
Irving Geis is available. 

Benefits, Training, and Deadline Reminders 
A catalog of  approved, licensed images is maintained 
by the Office ofCommunications and Public 
Affairs. Both high-resolution for quality printing and 
low-resolution for PowerPoint and Web display are 
archived and available.

Science (Irving Geis Illustrations)

Science Research and Education



A key component of an effective identity program  

is the consistent use of  a distinctive typographic  

style throughout all applications.
HHMI TYPOGRAPHY



PAGE 17

HHMI IDENTITY STYLE GUIDE

Primary typeface, print

Garamond MT

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Garamond MT Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Garamond MT Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Times New Roman 

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmnopqrstuvwxyz 1234567890

Times New Roman Italic 

ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmnopqrstuvwxyz 1234567890

A TrueType version of Garamond is supplied with 
most versions of Microsoft Office and may be used for 
internal publications, PowerPoint, and business
correspondence. Times New Roman may also be used.

Note: The typeface Trajan is reserved for the  
signature only. Trajan should not be used elsewhere 
in any materials. 

Garamond, used throughout this document for  
body copy and titles, is our primary typeface for  
print publications. It is a classic, easy-to-read 
typeface. Our preferred version of Garamond  
(for use by design professionals) is the font 
developed by Monotype (MT), available online  
at www.fonts.com.

Alternate typeface (selected internal publications, PowerPoint, business correspondence)
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Secondary typeface, print

GILL SANS LIGHT

ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz1234567890 

GILL SANS REGULAR

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

GILL SANS BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Arial 
ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmnopqrstuvwxyz 1234567890

Arial Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmnopqrstuvwxyz 1234567890

Alternate typeface (selected internal publications, PowerPoint, business correspondence)

For internal publications, PowerPoint, and  
business correspondence, Arial should be used  
as a replacement for Gill Sans.

Gill Sans, used throughout this document for 
headlines, callouts, charts, and diagrams, is our 
secondary typeface. Gill Sans should not be  
used for large blocks of text or body copy. 
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Typographic examples, print

Extract
30/32 Garamond MT Regular We live in an era of  discovery. 

Each day, scientists bring us 
closer to understanding 

Head 2
14/18 Gill Sans Regular

Line spacing
6pt

Copy
10/12 Garamond MT Regular
PMS Warm Gray 11

What You Need to Know
We live in an era of  discovery. Each day, scientists bring us closer to 
understanding fundamental questions about human life. How does the brain 
process information and store knowledge? How do mutations in key genes 
cause disease? How do cells communicate? The challenge of  solving these 
and other questions – as well as the promise of  what those answers might 
yield – drives the quest for knowledge at the heart of  our work at the 
Howard Hughes Medical Institute.

Head 1
16/18 Garamond MT Regular
PMS Warm Gray 11

We live in an era of  discovery. Each day, scientists 
bring us closer to understanding fundamental 
questions about human life. How does the brain 
process information and store knowledge? How 

Head 3
9/12 Gill Sans Bold 
PMS Warm Gray 11

Line spacing
6pt

Copy
10/12 Garamond MT Regular
PMS Warm Gray 11

What You Need to Know

We live in an era of  discovery. Each day, scientists bring us closer to 
understanding fundamental questions about human life. How does the brain 
process information and store knowledge? How do mutations in key genes 
cause disease? How do cells communicate? The challenge of  solving these 
and other questions – as well as the promise of  what those answers might 
yield – drives the quest for knowledge at the heart of  our work at the 

Footnote/Caption Copy
8/10 Gill Sans Light
PMS Warm Gray 11

We live in an era of discovery. Each day, scientists bring us closer to understanding fundamental 
questions about human life. How does the brain process information and store knowledge? How 
do mutations in key genes cause disease? How do cells communicate? The challenge of solving 
these and other questions – as well as the promise of what those answers might yield – drives 
the quest for knowledge at the heart of our work at the Howard Hughes Medical Institute.

There are two basic groups of typefaces:  
headline type and text type. Text (or body copy) 
type is smaller and appears in the main body of 
information. Headline type is larger and/or  
bolder and is used for heads, subheads and titles.
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Primary typeface, web

Verdana

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Verdana Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Helvetica 
ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmnopqrstuvwxyz 1234567890

Helvetica Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmnopqrstuvwxyz 1234567890

suitable substitute when determining the consequent 
font-family value in cases where uses may not have 
Verdana on their computers. 

Verdana is our primary typeface for current 
website, as well as on Bulletin's main site. It is a 
simple, legibile typeface that is easy on the eyes 
when on the screen. Its large x-height and wide 
proportions allow for legibility at smaller sizes. 

In circumstances where hierarchy is needed to be 
established, use Verdana bold. Also, Helvetica is a 

Alternate typeface (selected websites, including Janelia.org)
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Secondary typeface, web

For examples of this usage, see HTML emails p. 43.Arial is our secondary typeface in circumstances 
where Verdana or Helvetica are not easily available. 
For internal emails especially, Arial should be used 
in place of Verdana or Helvetica. 

Arial

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Arial Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 1234567890

Helvetica 
ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmnopqrstuvwxyz 1234567890

Helvetica Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklmnopqrstuvwxyz 1234567890

Alternate typeface (in instances where Verdana and Arial are not available on screen, users of the Bulletin app will see this typeface)



In the company of equals . . . the two institutions’  

logos should appear visually balanced with each other.
HHMI CO-BRANDING
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the “HH” in “HHMI.” Depending upon the shape 
(tall or wide) of the other logo, it should be sized to 
either three times the height or equal to the width of 
the HHMI logo. In the case above, the other logo has 
been sized to three times the height of the HHMI logo.

Sized by width
In the co-branding situation illustrated above,  
the other logo has been sized to equal the width of 
the HHMI logo.

Whenever possible, the full name “Howard Hughes 
Medical Institute” should appear elsewhere in the various 
applications being prepared. Grantees should take 
particular note that the use of the full signature is not 
required. Where desired and in the presence of another 
institutional logo, only the HHMI logo should appear.

For guidelines on minimum size usage of the HHMI 
logo, see p. 9.

HHMI is a co-sponsor of many programs and events. 
These guidelines demonstrate the correct way of 
displaying the HHMI identity when used with logos 
of other institutions. Using these guidelines will 
ensure that both HHMI and the associated institution 
are given equal importance on all program materials. 
These materials could include brochures, booklets, 
web sites, scientific poster presentations and power 
point, and invitations. 

Host institution
In a similar fashion, the HHMI logo may be locked 
up with that of a host institution for meetings, 
conferences, etc. Here again, the other logo has been 
sized to equal the width of the HHMI logo. 

Sized by height
The diagrams above illustrate how to scale and lock 
up the HHMI logo with another logo. The two logos 
should be separated by a space equal to the width of 

Co-branding

Sized by height Sized by width



These materials are often the first impression an  

organization makes on an audience, and are the best  

opportunity to communicate a clear identity signal.
HHMI STATIONERY
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Letterhead

4000 Jones Bridge Road, Chevy Chase, Maryland 20815 
301.215.8500 • Fax 301.123.4567 • www.hhmi.org

19700 Helix Drive, Ashburn, Virginia 20147 
571.209.4000 • Fax 571.123.4567 • www.hhmi.org

Janelia

Standard

The design of our institutional, departmental,  
and personalized letterhead is crisp and modern, 
and communicates all necessary correspondence 
information. 

Please refer to Procurement of Stationery policy 
PO-450 on my.hhmi.org. Select the Documents tab and 
click on Policies.

Personalized

Nitin V. Kotak
Vice President and Chief Financial Offcer

4000 Jones Bridge Road, Chevy Chase, Maryland 20815 
301.215.8568 • Fax 240.497.2380 • kotakn@hhmi.org • www.hhmi.org

Office of Communications and Public Affairs

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.
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Letterhead with multiple addresses

Personalized

Office of the President

Robert Tjian, Ph.D. President 
Howard Hughes Medical Institute 
4000 Jones Bridge 
Chevy Chase, Maryland 20815-6789 
301.215.8550 • Fax 301.215.8558 
president@hhmi.org • www.hhmi.org

Professor 
Molecular and Cell Biology 
University of California, Berkeley 
16 Barker Hall 
Berkeley, California 94720-3204 
510.642.0884 • Fax 510.643.9547

Charles Zuker, Ph.D.
Investigator

Senior Fellow 
Janelia Farm Research Campus 
19700 Helix Drive 
Ashburn, Virginia 20147 
212.305.7819 • Fax 703.726.6131 
www.hhmi.org

Professor 
Biochemistry and Molecular Biophysics 
and Neuroscience 
Columbia University Medical Center 
701 W. 168th Street, HHSC 517,  
New York, New York 10032 
cr2195@columbia.edu

People associated with more than one institution 
can have both on the letterhead.

Please refer to Procurement of Stationery policy 
PO-450 on my.hhmi.org. Select the Documents tab and 
click on Policies.

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.
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Envelope

Howard Hughes Medical Institute 
4000 Jones Bridge Road 
Chevy Chase, Maryland 20815

Janelia Farm Research Campus 
Howard Hughes Medical Institute 
19700 Helix Drive 
Ashburn, Virginia 20147

Front

Standard

Janelia

The #10 envelope has been designed to coordinate 
with the institutional letterhead.
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Envelope

Nitin V. Kotak
Vice President and Chief Financial Officer 
 
Howard Hughes Medical Institute 
4000 Jones Bridge Road 
Chevy Chase, Maryland 20815

Gerald M. Rubin, Ph.D.
Executive Director

Janelia Farm Research Campus 
Howard Hughes Medical Institute 
19700 Helix Drive 
Ashburn, Virginia 20147

Personalized
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Business cards

Business cards are an essential communication tool. 
This design allows greater flexibility in displaying 
titles at host institutions. When necessary, the back 
of the card should present the Janelia Farm Research 
Campus identifier.

Standard

Investigator

Phillip Zamore, Ph.D. 
Investigator

Gretchen Stone Cook Chair of Biomedical Sciences  
Professor of Biochemistry and Molecular Pharmacology 
University of Massachusetts Medical School  
364 Plantation Street, LRB 822, Worcester, Massachusetts 01605  
508.856.2191 • Fax 508.856.2003 
phillip.zamore@umassmed.edu • www.umassmed.edu/zamore

Joachim Frank, Ph.D.
Investigator

Professor of Biochemistry and Biophysics 
Department of Biochemistry and Molecular Biophysics  
Columbia University Medical Center 
Black Building, Room 221, New York, New York 10032  
212.305.9520 • Fax 518.486.2191 
jf2192@columbia.edu • www.cumc.columbia.edu

Janelia

Gerald M. Rubin, Ph.D. 
Executive Director 
Janelia Farm Research Campus

19700 Helix Drive 
Ashburn, Virginia 20147  
571.209.4300 • Fax 571.209.4080 
rubing@janelia.hhmi.org • www.hhmi.org/janelia

Nitin V. Kotak 
Vice President and Chief Financial Officer

4000 Jones Bridge Road 
Chevy Chase, Maryland 20815  
301.215.8568 • Fax 240.497.2380 
kotakn@hhmi.org • www.hhmi.org

David Asai, Ph.D. 
Director, Precollege and Undergraduate Science Education Program 
Department of Science Education

4000 Jones Bridge Road 
Chevy Chase, Maryland 20815  
301.215.8874 • Fax 301.215.8888 
asaid@hhmi.org • www.hhmi.org
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Business cards with multiple addresses

People associated with more than one institution 
can have both institutions included on the business 
card. Several two-sided formats have been defined 
in anticipation of varying business needs. This 
design allows greater flexibility in displaying titles  
at host institutions. 

To be clear and professional, the front of the card 
should present primary contact information (i.e., title, 
institution, business address, phone number, fax, 
e-mail, and Web address). The back of the card should 
present additional correspondence information (i.e., 
additional title, institution, business address, and  
Janelia Farm Research Campus identifier).

George Q. Daley, M.D., Ph.D. 
Investigator

Children’s Hospital Boston 
300 Longwood Avenue/Karp 7214 
Boston, Massachussetts 02115 
Hematology Clinic 617.355.8246  
Pager/Emergencies 617.355.6000 • Fax 617.730.0222 
george.daley@childrens.harvard.edu • www.childrenshospital.org

Robert Tjian, Ph.D.
President

4000 Jones Bridge 
Chevy Chase, Maryland 20815  
301.215.8550 • Fax 301.215.8558 
tjianr@hhmi.org • www.hhmi.org

Samuel E. Lux, IV Professor of Hematology 
Director of Stem Cell Transplantation Program 
Professor of Biological Chemistry and Molecular Pharmacology 
Professor of Pediatrics 
Harvard Medical School

Professor of Molecular and Cell Biology  
University of California, Berkeley 
16 Barker Hall 
Berkeley, California 94720 
510.642.0884 • Fax 510.643.9547 
tjcal@berkeley.edu

Charles Zuker, Ph.D. 
Investigator

Professor of Biochemistry and Molecular Biophysics and Neuroscience 
Columbia University Medical Center 
701 W. 168th Street, HHSC 517 
New York, New York 10032 
212.305.7918 • Fax 703.726.6131 
cr2195@columbia.edu • www.neuroscience.columbia.edu

Senior Fellow 
Janelia Farm Research Campus 
19700 Helix Drive 
Ashburn, Virginia 20147 

Standard

Investigator

Janelia
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Typing guide for letterhead

1.5"
Avice Meehan
Vice President

4000 Jones Bridge Road, Chevy Chase, Maryland 20815 
301.215.8646 • Fax 301.215.8863 • meehana@hhmi.org • www.hhmi.org

Office of Communications and Public Affairs

.6875" 

2.0" 

21 September 2010

John Sample 
123 Main Street
New York, New York 10014

Dear Mr. Sample

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. 
Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui 
blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi. Lorem 
ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud suscipit lobortis nisl ut aliquip.Lorem ipsum dolor sit amet, consectetuer adipiscing 
elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat 
volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tati

On ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel 
eum iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui blandit praesent 
luptatum zzril delenit augue duis dolore te feugait nulla facilisi. Lorem ipnt ut laoreet dolore 
magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum

Iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui blandit praesent 
luptatum zzril delenit augue duis dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore 
magna aliquam erat volutpat. 

Sincerely,
Jane Writer

Garamond or Times New Roman and use Format/
Paragraph to set line spacing to exactly 13 points. 
When using Arial set the font size at 10 points. The 
type layout has been designed to give the HHMI 
logo emphasis on the page and aligns the letter with 
the name and/or address information at the bottom.

When writing a letter on the HHMI letterhead, 
please use the approved Word letter template to 
ensure proper formatting. If the template is not 
available, use Format/Document to set margins at 
.6875" left, 2.125" right, 2.0" top and 1.5" bottom, 
use Format/Font to set the font at 11 point 

2.125" 



Is it clear the material has been produced by HHMI?
HHMI USAGE EXAMPLES
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Meeting covers

A design style for meeting covers, as illustrated 
above, has been developed to lend a more 
consistent appearance to the publications used at 
HHMI events. Whenever possible, an attractive 
illustration or photo should be used on the cover. 
The event title, date, and related information is 

set in Gill Sans Light. The HHMI signature or  
signature plus department is placed in the lower 
left corner. 

On the back cover, the HHMI signature and 
address is placed in the lower left corner.

2010 Meeting of 
Medical Student Fellows
Research Training  
Fellowship for Medical 
Students
Program and Abstracts
May 16th – 18th, 2010

2010 Student and 
Teacher Program  
Dinner Symposium
Program and Abstracts
May 13th, 2010

HOWARDS HUGHES MEDIC AL INSTITUTE

NATIONAL INSTITUTE OF HEALTH

MONTGOMERY COUNTY PUBLIC SCHOOLS

Office of Science Education 
4000 Jones Bridge Road, Chevy Chase, Maryland, 20915 
www.hhmi.org

Office of Science Education 
4000 Jones Bridge Road, Chevy Chase, Maryland, 20915 
www.hhmi.org
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Posters

The design of  the posters should instantly grab  
the viewer’s attention. The sample announcement 
poster uses a large field of  color to highlight the 
main message. Other information is placed below 
on white. Consider using high-contrast colors for  
more impact and readability.

A related photograph and/or graphic specific to the 
event (e.g., portrait, book cover, etc.) should be used 
on the event poster for visual impact when available.

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.

Join bestselling author Daniel Pink as 
he discusses his newest book, DRiVE: 
The Surprising Truth About What 
Motivates Us. 

For HHMI Employees Only…
A limited number of copies of Daniel Pink’s book 
will be available to HHMI attendees for a book 
signing following the talk. Please register to attend 
via Webcast or live at Headquarters. Books will 
be reserved for attendees in the order 
registrations are received.

You are invited to participate in a question and 
answer session followed by a book signing.

Please register at least 24 hours prior to the 
lecture.  Visit my.hhmi.org to register today!

Headquarters, 
Auditorium 
and via Webcast

HHMI Book Event
with Author Daniel Pink

A Special Employee Event!

Thursday,  
February 18th, 2010
9:30 to 11:30 a.m. 
Eastern Time

 

Open Enrollment  
November 1-15, 2011 
 
If you have questions about your benefits or open enrollment contact 
your MAS, Regional HR Manager, or HQ Human Resources at 
hrdept@hhmi.org or 1.800.448.4882, ext. 8920. 
 
If you need Technical Support to access HHMI’s employee portal 
contact IT Tech Support for assistance at 1.800.448.4882, ext. 8610 or 
email webhelpdesk@hhmi.org.  
 
Forgot your password? 
Use Password Station at https://reset.hhmi.org to reset your password. 

 

Poster Style 1 Poster Style 2
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Postcards

As illustrated above, postcard style 1 uses an attractive 
photo or illustration from the approved HHMI 
library. This design uses Garamond MT regular. 

In postcard style 2, the design is simply colored type 
on a full-bleed colored background. Colors should be 
chosen with consideration of  the message. Gill Sans 
Light is used.

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.

Mark Your Calendar!
Enrollment is 
November 1–19, 2010

2012 OPEN ENROLLMENT 
— Quick, Easy and Online!

We are going green this year and posting all the details 

you and your family will need on HHMI’s employee portal. 

Simply logon to my.hhmi.org beginning October 24 and 

locate Open Enrollment on the homepage. You can take 

action beginning November 1.

M a r k  y o u r  c a l e n d a r — n o v e M b e r  1 – 1 5 ,  2 0 11

4000 Jones Bridge R
oad, C

hevy C
hase, M

aryland 20015-6789

It’s time to 
enroll! 
Prepare to get connected and take 
action. Use the Annual Enrollment 
materials that were mailed to your 
home, to review your 2011 health 
and welfare benefit options.

Go online to:  
www.myhhmi.org to enroll. If you fail to take action, you may  
be defaulted into no coverage or coverage you do not want.

Enrolling by Telephone: 
If you do not have Internet access, you may enroll by telephone. 
Contact the HHMI Benefit Center at 1-888-000-HHMI 
Representatives are available to assist you Monday through Friday, 
between 7 a.m. and 7 p.m., Eastern Time, excluding holidays. 

Take action today!

PRSRT STD
U.S. Postage

PAID
Permit #172

Chevy Chase MD
Howard Hughes Medical Institute
4000 Jones Bridge Road 
Chevy Chase, Maryland 20815-6789

Open enrollment provides an opportunity for you and 

your family to review your current coverage and consider 

if  your family’s benefit needs will be changing for the 

coming year. 

T h e r e  a r e  n o  M a j o r  b e n e f i T  c h a n g e s  f o r  2 0 1 2  and you 
are not required to re-enroll. If  you take no action, your current benefit 
elections (including Health Care or Dependent Care Flexible Spending 
Account contributions) will continue into 2012 at the new rates. 

yo u  M u s T  Ta k e  ac T i o n  d u r i n g  o p e n  e n ro l l M e n T  i f 
yo u  w i s h  To  c h a n g e  yo u r  c u r r e n T  b e n e f i T s  c ov e r ag e  
f o r  2 0 1 2  including any changes to your annual contribution for a 
Health Care or Dependent Care Flexible Spending Account.

i f  yo u  h av e  q u e s T i o n s  a b o u T  yo u r  b e n e f i T s  o r  o p e n 
e n ro l l M e n T  contact your MAS, Regional HR Manager, or HQ Human 
Resources at hrdept@hhmi.org or 1.800.448.4882, ext. 8920. 

i f  yo u  n e e d  T e c h n i c a l  s u p p o rT  to access HHMI’s employee 
portal contact IT Tech Support for assistance at 1.800.448.4882, 
ext. 8610 or email webhelpdesk@hhmi.org. Forgot your password?  
Use Password Station at https://reset.hhmi.org to reset your password.

Postcard Style 1 Postcard Style 2
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Newsletter with 2-column format

Pages of  newsletters are typically text heavy. As 
illustrated in the example above, a bold masthead, 
white space, and large images are introduced to 
create engaging layouts and easier reading. Try to 
include a short table of contents on the cover  
to entice the reader.

Newsletters are often output on personal printers, 
so black-and-white images and limited colors are 
used to ensure better print quality.

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.
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Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. Duis autem vel eum iriure dolor in hendrerit in 
vulputate velit esse molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan et iusto odio 
dignissim qui blandit praesent luptatum zzril delenit augue duis 
dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. 

Duis autem vel eum iriure dolor in hendrerit in vulputate velit 
esse molestie consequat, vel illum dolore eu feugiat nulla facilisis 
at vero eros et accumsan et iusto odio dignissim qui blandit 
praesent luptatum zzril delenit augue duis dolore te feugait nulla 
facilisi. Lorem ipsum dolor sit amet, consectetuer adipiscing elit, 
sed diam nonummy nibh euismod tincidunt ut laoreet dolore 
magna aliquam erat volutpat. Ut wisi enim ad minim veniam, 
quis nostrud exerci tation ullamcorper suscipit lobortis nisl ut 

aliquip ex ea commodo consequat. Duis autem vel eum iriure 
dolor in hendrerit in vulputate velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis at vero eros et accumsan et 
iusto odio dignissim qui blandit praesent luptatum zzril delenit 
augue duis dolore te feugait nulla facilisi. 

• Ut wisi enim ad minim veniam, quis nostrud exerci 
tation ullamcorper suscipit lobortis nisl ut aliquip ex 
ea commodo consequat. 

• Autem vel eum iriure dolor in hendrerit in vulputate 
velit esse molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan et iusto 
delenit augue duis dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. 

Regional Pricing Agreements

Ariba Selected as our New Procurement Solution

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto 
odio dignissim qui blandit praesent luptatum zzril delenit augue 
duis dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat.Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto 
odio dignissim qui blandit praesent luptatum zzril delenit augue 
duis dolore te feugait nulla facilisi. 

Nam liber tempor cum soluta nobis eleifend option congue nihil 
imperdiet doming id quod mazim placerat facer possim assum.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto 
odio dignissim qui blandit praesent luptatum zzril delenit augue 
duis dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna aliquam erat volutpat. 

Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. Duis autem vel eum iriure dolor in hendrerit in 
vulputate velit esse molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan et iusto odio 
dignissim qui blandit praesent luptatum zzril delenit augue duis 
dolore te feugait nulla facilisi.

Howard Hughes Medical Institute / 5
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Duis Wisi Enim Lorem ipsum dolor sit amet, consectetuer 
adipiscing elit, sed diam nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad 
minim veniam, quis nostrud exerci tation ullamcorper suscipit 
lobortis nisl ut aliquip ex ea commodo consequat. 

Lorem Ipsum Dolor Ut wisi enim ad minim veniam, quis nostrud 
exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea 
commodo consequat. Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto 
odio dignissim qui blandit praesent luptatum zzril delenit augue 
duis dolore te feugait nulla facilisi.

Duis Wisi Enim Lorem ipsum dolor sit amet, consectetuer 
adipiscing elit, sed diam nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad 
minim veniam, commodo consequat. 

Lorem Ipsum Dolor Ut wisi enim ad minim veniam, quis nostrud 
exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea 
commodo consequat. Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at dignissim qui blandit praesent 
luptatum zzril delenit augue duis dolore te feugait nulla facilisi. 
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. 

Activities

Duis Wisi Enim / Lorem Ipsum Dolor 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. 

Lorem Ipsum Dolor / Duis Wisi Enim 

Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. 

Duis Wisi Enim / Lorem Ipsum Dolor 

Duis autem vel eum iriure dolor in hendrerit in vulputate velit 
esse molestie consequat, vel illum dolore eu feugiat nulla facilisis 
at vero eros et accumsan et iusto odio dignissim qui blandit 
praesent luptatum zzril delenit augue duis dolore te feugait nulla 
facilisi. 

Duis Wisi Enim / Lorem Ipsum Dolor 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat.

Lorem Ipsum Dolor / Duis Wisi Enim 

Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. Duis autem vel eum iriure dolor in hendrerit in 
vulputate velit esse molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan et iusto odio 
dignissim qui blandit praesent luptatum zzril delenit augue duis 
dolore te feugait nulla facilisi.
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4000 Jones Bridge Road 
Chevy Chase, Maryland 20815-6789 
www.hhmi.org

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do 
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut 
enim ad minim veniam, quis nostrud exercitation ullamco laboris 
nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla 
pariatur. Excepteur sint occaecat cupidatat non proident, sunt in 
culpa qui officia deserunt mollit anim id est laborum. Sed ut 
perspiciatis, unde omnis iste natus error sit voluptatem accusan-
tium doloremque laudantium, totam rem aperiam eaque ipsa, 
quae ab illo inventore veritatis et quasi architecto beatae vitae 
dicta sunt, explicabo. Nemo enim ipsam voluptatem, quia 
voluptas sit, aspernatur aut odit aut fugit, sed quia consequun.

The P2P Newsletter

Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie 
consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et 
iusto odio dignissim qui blandit praesent luptatum zzril delenit augue duis dolore 
te feugait nulla facilisi. 

Janelia Farm Participants

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto 
odio dignissim qui blandit praesent luptatum zzril delenit augue 
duis dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do 
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut 
enim ad minim veniam, quis nostrud exercitation ullamco laboris 
nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla 
pariatur. Excepteur sint occaecat cupidatat non proident, sunt in 
culpa qui officia deserunt mollit anim id est laborum. Sed ut 
perspiciatis, unde omnis iste natus error sit voluptatem accusan-
tium doloremque laudantium, totam rem aperiam eaque ipsa, 
quae ab illo inventore veritatis et quasi architecto beatae vitae 
dicta sunt, explicabo. Nemo enim ipsam voluptatem, quia 
voluptas sit, aspernatur aut odit aut fugit, sed quia consequun. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat.Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto 
odio dignissim qui blandit praesent luptatum zzril delenit augue 
duis dolore te feugait nulla facilisi. 

Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. Duis autem vel eum iriure dolor in hendrerit in 
vulputate 
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Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio 
dignissim qui blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi. 
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Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. Duis autem vel eum iriure dolor in hendrerit in 
vulputate velit esse molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan et iusto odio 
dignissim qui blandit praesent luptatum zzril delenit augue duis 
dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. 

Duis autem vel eum iriure dolor in hendrerit in vulputate velit 
esse molestie consequat, vel illum dolore eu feugiat nulla facilisis 
at vero eros et accumsan et iusto odio dignissim qui blandit 
praesent luptatum zzril delenit augue duis dolore te feugait nulla 
facilisi. Lorem ipsum dolor sit amet, consectetuer adipiscing elit, 
sed diam nonummy nibh euismod tincidunt ut laoreet dolore 
magna aliquam erat volutpat. Ut wisi enim ad minim veniam, 
quis nostrud exerci tation ullamcorper suscipit lobortis nisl ut 
aliquip ex ea commodo consequat. Duis autem vel eum iriure 
dolor in hendrerit in vulputate velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis at vero eros et accumsan et 
iusto odio dignissim qui blandit praesent luptatum zzril delenit 
augue duis dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed 
diam nonummy nibh euismod tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip 
ex ea commodo consequat. Autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto 
odio dignissim qui blandit praesent luptatum zzril delenit augue 
duis dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet, 

consectetuer adipiscing elit, sed diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi 
enim ad minim veniam, quis nostrud exerci tation ullamcorper 
suscipit lobortis nisl ut aliquip ex ea commodo consequat. 

At vero eos et accusamus et iusto odio dignissimos ducimus, qui 
blanditiis praesentium voluptatum deleniti atque corrupti, quos 
dolores et quas molestias excepturi sint, obcaecati cupiditate non 
provident, similique sunt in culpa, qui officia deserunt mollitia 
animi, id est laborum et dolorum fuga. Et harum quidem rerum 
facilis est et expedita distinctio. Nam libero tempore, cum soluta 
nobis est eligendi optio, cumque nihil impedit, quo minus id, 
quod maxime placeat, facere possimus, omnis voluptas assumen-
da est, omnis dolor repellendus. Temporibus autem quibusdam et 
aut officiis debitis aut rerum necessitatibus saepe eveniet, ut et 
voluptates repudiandae sint et molestiae non recusandae. Itaque 
earum rerum hic tenetur a sapiente delectus, ut aut reiciendis 
voluptatibus maiores alias consequatur aut perferendis doloribus 
asperiores repellat.

Nemo enim ipsam voluptatem, quia voluptas sit, aspernatur aut 
odit aut fugit, sed quia consequuntur magni dolores eos, qui 
ratione voluptatem sequi nesciunt, neque porro quisquam est, 
qui dolorem ipsum, quia dolor sit amet, consectetur, adipiscing 
velit, sed quia non numquam do eius modi tempora inci[di]dunt, 
ut labore et dolore magnam aliquam quaerat voluptatem. Ut 
enim ad minima veniam, quis nostrum exercitationem ullam 
corporis suscipit laboriosam, nisi ut aliquid ex ea commodi 
consequatur?

Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie 
consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et 
iusto odio dignissim qui blandit praesent luptatum zzril delenit augue duis dolore 
te feugait nulla facilisi. 
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Lorem ipsum dolor sit amet, consectetuer adipiscing elit, 
sed diam nonummy nibh euismod tincidunt ut laoreet 
dolore magna aliquam erat volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorper suscipit 
lobortis nisl ut aliquip ex ea commodo consequat. Duis 
autem vel eum iriure dolor in hendrerit in vulputate velit 
esse molestie consequat, vel illum dolore eu feugiat nulla 
facilisis at vero eros et accumsan et iusto odio dignissim 
qui blandit praesent luptatum zzril delenit augue duis 
dolore te feugait nulla facilisi. 

Ut wisi enim ad minim veniam, quis nostrud exerci tation 
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo 
consequat. Duis autem vel eum iriure dolor in hendrerit in 
vulputate velit esse molestie consequat, vel illum dolore eu 
feugiat nulla facilisis at vero eros et accumsan et iusto odio 
dignissim qui blandit praesent luptatum zzril delenit augue 
duis dolore te feugait nulla facilisi. 

Nam liber tempor cum soluta nobis eleifend option congue 
nihil imperdiet doming id quod mazim placerat facer 
possim assum. Ut wisi enim ad minim veniam, quis nostrud 

exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex 
ea commodo consequat. Duis autem vel eum iriure dolor 
in hendrerit in vulputate velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis at vero eros et accum-
san et iusto odio dignissim qui blandit praesent luptatum 
zzril delenit augue duis dolore te feugait nulla facilisi. 

Duis autem vel eum iriure dolor in hendrerit in vulputate 
velit esse molestie consequat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorper suscipit 
lobortis nisl ut aliquip ex ea commodo consequat. Autem 
vel eum iriure dolor in hendrerit in vulputate velit esse 
molestie consequat, vel illum dolore eu feugiat nulla 
facilisis at vero eros et accumsan et iusto odio dignissim 
qui blandit praesent luptatum zzril delenit augue duis 
dolore te feugait nulla facilisi.

HHMI’s Robert Sacamano Promotes  
the Fair Treatment of Suppliers

“Duis autem vel eum iriure dolor in 
hendrerit in vuputate velit esse eu ilisis 
at vero eesse ros et accsan et blandit 
praesent luptatum amet nostruds.”

Robert Sacamano

Newsletter | June 2010
1 HHMI’s Robert Sacamano Promotes the Fair 
Treatment of Suppliers

2/3 Doing Business with HHMI

4 Regional Pricing Agreements, Ariba Selected as our 
New Procurement Solution

5 Upcoming Activities, Janelia Farm Participants

6 Announcements, About P2PProcure to Pay Project

Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse molestie 
consequat, vel illum dolore eu feugiat 
nulla facilisis at vero eros et accumsan et 
iusto odio dignissim qui blandit praesent 
luptatum zzril delenit augue duis dolore 
te feugait nulla facilisi. 
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my.hhmi.org. Select the Departments tab and click  
on Communications.
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2012 Open Enrollment – Quick, Easy and Online

tHE FINE PRINt
All the details you may need for 2012 
Open Enrollment are on HHMI’s 
employee portal. You will find links to: 

•	 HHMI’s Open Enrollment system 
where you can review your current 
benefits elections, benefit credits, and,  
if you choose, change your elections  
for 2012.

•	 How to enroll video;

•	 2012 Benefit Costs;

•	 2012 Benefits at a Glance provides a 
brief overview of coverage by plan;

•	 Contact Information by Benefit Plan;

•	 MYHHMI 2012 Benefits Guide with 
comprehensive information about 
HHMI’s benefits, eligibility, what to do 
if you have a qualified change in status;

•	 Employee Discount Program 
information; and

•	 Current Summary Plan Descriptions 
(SPDs) with detailed descriptions of 
coverage, eligibility, and important 
plan administration information.

OPEN ENROllMENt SUPPORt  
IS AVAIlABlE
If you need assistance enrolling 
online or have questions about your 
benefits, support is available. You 
may contact your MAS, HR Manager 
locally, or HQ Human Resources by 
email: hrdept@hhmi.org, or phone: 
1.800.448.4882, ext. 8920. 

Additional open enrollment support is 
available Monday – Friday, 9 a.m. to 
5:30 p.m., Eastern Time (E.T.)  Extended 
hours are available from 8 a.m. to 8 p.m., 
E.T. the following days: Monday and 
Tuesday, November 1 and 2, and Monday 
and Tuesday, November 14 and 15, 2011.

FORGOt YOUR HHMI 
PASSWORd OR USER NAME? 
Password: If you have registered at 
Password Station, you can easily reset your  
own password or call Technical Support 
for assistance at 1.800.448.4882, ext. 
8610, or email webhelpdesk@hhmi.org.

Username: Send an email to 
username@hhmi.org to receive a reply 
message with your HHMI username at 
the email address initially registered with 
your profile.

If you need additional assistance…
Call Technical Support at 1.800.448.4882, 
ext. 8610, Monday through Friday between 
8 a.m. to 8 p.m., E.T.

 TIP: To logon and 
begin enrollment, you 
may need to change 
your internet browser 
preferences setting to 
allow pop-ups.
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DEPENDENT ELIGIBILITY 

HHMI’s benefit plans provide coverage for eligible employees and eligible 
dependents. Health plan coverage (i.e., medical, dental, and vision) and 
dependent life insurance are offered to eligible employees’ children up to  
age 26. NOTE: Please refer to Summary Plan Descriptions for eligibility rules for 
each plan.

Open enrollment is a good time to review your coverage elections for any 
eligible dependents. If you currently cover a dependent who will no longer 
meet the eligibility requirements as of January 1, 2012 (or before), you should 
take immediate action to remove that dependent. detailed information about 
dependent eligibility can be found in the 2012 Benefits Guide.

Explore Your 2012 Benefit Options

HHMI’s benefits program provides you with benefit credits toward your cost for 
certain coverage options. You select the benefits that best suit your needs. To help you 
understand and plan your benefit choices, we recommend you review the 2012 benefit 
plan options and rate information to get the most value from your HHMI benefits. 

•	 Click here to review your Benefits at a Glance for 2012; 

•	 Click on any of the links below for plan details in the 2012 MYHHMI Benefits 
Guide; and/or

•	 Click here to review HHMI’s 2012 Benefit Costs.

AS YOU dECIdE…
•	 Consider who you will need to cover 

for 2012 and if you have access to 
health coverage other than what is 
provided by HHMI. If so, take a  
few minutes to compare costs and 
provisions side-by-side. All plans are 
not the same.

 » Employee Contributions — the 
amount you will pay for benefits.  
You can view your current amounts 
for comparison on your paycheck  
or pay advice.

 » Deductibles — the set amount of 
out-of-pocket expense, if applicable, 
that must be paid for health care 
services (e.g., medical, dental) by the 
covered person before the plan begins  
to share costs.

 » Coinsurance — the percentage of 
medical expenses that you and the plan 
share. For example, if the network 
coinsurance amount is “80/20,” that 
means that the plan pays 80% and 
you pay 20% of the allowable 
amount after any applicable 
deductible is paid.

 » Co-payments — the set amount you  
pay for certain medical services and 
prescription drugs at the time of service.

•	 Factor in the specific benefits you use 
most frequently (e.g., preventive care, 
specialist care, maintenance prescriptions, 
emergency or hospital care).

•	 If you use both in- or out-of-network 
providers, you might want to evaluate 
your anticipated out-of-pocket costs for 
the options available to you. Consider 
if you are willing to change providers  
if your current provider is not in the 
network or if you prefer to pay more  
of the out-of-pocket costs to have 
greater flexibility. 

HHMI automatically provides you 
with the following fully paid benefits:

You may also choose a range of 
optional, supplemental benefits:

•	 Medical — Base Option Preferred Provider 
Option (PPO)

•	 Core life Insurance

•	 Core Accidental death and dismemberment 
(Ad&d) Insurance

•	 Core long term Care Insurance

•	 Business travel Accident (BtA) Insurance

•	 Short term disability

•	 Group long term disability

•	 Worker’s Compensation

•	 Childbirth disability and Adoption leave

•	 Medical — Standard or Premier PPO Options

•	 dental

•	 Vision

•	 Supplemental and dependent  
life Insurance

•	 Supplemental Ad&d Insurance

•	 Supplemental long term disability

•	 Additional long term Care Insurance

•	 Health Care Flexible Spending Account

•	 dependent Care Flexible Spending Account

•	 Commuter Benefits
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You may change your 2012 benefit 
elections online during Howard Hughes 
Medical Institute’s open enrollment 
period — November 1–15, 2011. 

Our benefit programs give you important 
financial protection when you need it 
most. Everyone’s benefit needs are different. 
You may not think about your benefits 
every day but you expect them to be there 
when you need them. Open enrollment 
provides an opportunity for you and your 
family to review your current coverage and 
consider what you anticipate your family’s 
benefit needs to be in 2012. 

A lOOk At WHAt IS 
CHANGING FOR 2012
Premium costs are increasing for 
standard and premier medical options. 
The Institute will continue to pay the 
majority of your medical premium costs. 
For 2012, the maximum any HHMI 
employee will pay is 13% of the premium 
cost. Depending upon the coverage you 
choose, your premium costs may increase 
by up to $25 per pay period. 

There will be an enhancement to the 
vision care benefits administered by 
Vision Service Plan (VSP). Effective 
January 1, 2012, coverage will include in-
network benefits for certain retail outlets 
(such as Costco and Hour Eyes) for the 
purchase of lenses and frames  
in addition to the benefits available 
through VSP’s in-network providers. 

Both in- and some out-of-network 
providers will be able to verify member 
benefits online, and submit claims 
electronically, eliminating the need for 
you to pay the provider in advance and 
submit your claims for reimbursement. 
Visit www.vsp.com for more information.  
As a reminder, you have the freedom to 
choose in-or out-of-network providers.

A lOOk At WHAt IS REMAINING 
tHE SAME FOR 2012
For 2012, most of HHMI’s plans,  
level of benefits, and administrators 
will not change. HHMI’s Human 
Resources (HR) benefits team works 
hard to manage benefit costs in an effort 
to keep healthcare affordable to you  
and your family. Dental, vision, and 
voluntary benefits premiums are not 
increasing. There will be no increase in 
your medical deductibles, co-pays, or 
out-of-pocket maximums. A number  
of benefits — such as core Life, core 
AD&D, Short Term Disability, core 
Long Term Care Insurance — are fully 
paid by HHMI.

WHO MUSt tAkE ACtION?
•	 You must enroll online if you wish to 

change your current benefits coverage 
for 2012 including any changes to 
annual contribution amount for a 
Health Care or Dependent Care 
Flexible Spending Account (FSA.) 

•	 You do not need to enroll if you do 
not want, to make changes to your 
current benefit elections for 2012. If you 
choose not to take action during open 
enrollment, your current 2011 benefit 
elections (including Flexible Spending 
Account contribution elections) will 
carry over for 2012. If applicable, your 
premium costs and payroll deductions 
will change as of January 1, 2012 and 
will be reflected in your initial 2012  
pay statement.

Mid-year Changes — For all of us,  
life is a continuing process of change—
marriage, birth, adoption, a new job, 
divorce and death. Should one of these 
events occur in your life, you can make a 
mid-year change to your current benefit 
elections. Enrollment changes can only 
be made within 31 days of the qualifying 
event and must be consistent with the 
change in status. After the 31-day 
timeframe, you are only able to change 
your elections during the next open 
enrollment period. 

If you wish to make any 
changes to your benefits 
for 2012, please take 
action prior to midnight 
on November 15, 2011.

2012 Open Enrollment Newsletter
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HHMI Offers Money Saving Programs

FlEXIBlE SPENdING ACCOUNtS
Flexible Spending Accounts (FSAs) allow you to keep more of 
the money you earn. Using a FSA is like getting a discount on 
certain items because you are paying for them with the money 
that has not been taxed. There are two types of FSAs: one for 
Health Care expenses, and one for Dependent Care expenses 
(e.g., child day care). You may participate in one or both types of 
accounts. Our FSA administrator, WageWorks, provides online 
calculators for estimating your annual expenses, checking your 
balance, and customer service support if you need assistance.

If you wish to elect a new FSA or revise your annual contribution 
amount(s) you must take action during open enrollment.

Health Care (HC) FSA — You may contribute up to $5,000 
annually to pay for eligible health care expenses (for you and 
your eligible dependents) not covered by your medical, dental or 
vision options, such as deductibles, co-pays, and co-insurance; 
some Over-the-Counter (OTC) medications and other eligible 
expenses not otherwise paid by your health benefits.

Eligible Health Care Expenses — You will need a doctor’s 
prescription to be reimbursed for eligible OTC drugs and 
medicines from your HCFSA. This requirement does not  
affect insulin, even if purchased without a prescription, eligible 
medical equipment or supplies that are not medicines or drugs.  
A complete list of eligible expenses is available online at  
www.wageworks.com.

Dependent Care (DC) FSA — You may contribute up to 
$5,000 annually to pay for qualified dependent care expenses 
such as child care or adult day care fees. You can spend your 
dependent care savings account funds on a wide range of care 
for eligible members of your family. Some of the expenses 
covered include adult day care, in-home eldercare, child day 
care, babysitting, before-and-after school programs, summer 
day camp, and sick child care. 

DEscrIPTION WITHOuT WaGEWOrks WITH WaGEWOrks YOur savINGs

day care (per year)  $3,600  $2,160  $1,440

Summer day camp (per year)  $1,400  $840  $560

Total:  $5,000  $3,000  $2,000

Source: WageWorks

EXAMPlE:  As you can see in the example below, the tax savings can be substantial. 
Your actual savings will vary from the example depending upon your tax rate.

Source: WageWorks
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HHMI Offers Money Saving Programs (continued)

PAYING FOR YOUR BENEFItS
As an eligible employee, you receive 
benefit credits, which are similar to cash, 
from HHMI. You may use all, some, or 
none of your HHMI-provided benefit 
credits to pay for the cost of any optional 
benefits you elect. During Open 
Enrollment you may review your 2012 
personalized benefit credits online 
through the enrollment system. 

If your elections cost more than your 
HHMI provided benefits, you pay the 
difference. If you do not use all of your 
benefit credits to pay for your benefit 
costs, the remaining balance will be paid 
to you as taxable compensation.

COMMUtER BENEFItS PROGRAM
The HHMI Commuter Benefit Program 
offered through WageWorks allows you 
to set aside a combination of pre-tax and 
after-tax earnings to help you reduce the 
cost of your daily commute. In addition 
to the benefit of tax savings, under the 
program you may order transit passes, 
railway tickets, or vouchers online and 
have them delivered to your home. You 
may also arrange for direct payment of 
expenses to a parking provider.

For 2012 the new monthly commuter 
benefit limits are $240 for parking 
(increased from $230) and $125 for  
transit (decreased from $230).

You may enroll in the program at any 
time during the year. To enroll in the 
program or for additional information,  
go online to www.wageworks.com. 

CAREFIRSt BCBS MEMBER 
dISCOUNt PROGRAMS 
In alignment with our ongoing 
commitment to provide resources  
for healthier living, CareFirst BCBS 
offers covered members a variety of 
programs focused on healthy lifestyles 
and balancing the responsibilities  
of work and personal life through  
their Options and Blue365 programs.  
To take advantage of these programs,  
most participating businesses will ask 
you to simply show your CareFirst 
BCBS medical ID card. The discounts 
and services include health care, 
lifestyle, and fitness options. Visit 
www.carefirst.com/options or 
www.carefirst.com/options/Blue365.htm 
for more information and a range of online 
tools, resources, and detailed information.

Note: Information provided about CareFirst  
BCBS Options and Blue365 programs is not to be 
considered a recommendation or endorsement by the 
Human Resources Department or HHMI. Any 
special programs and discounts offered through the 
CareFirst BCBS programs may be discontinued at 
anytime without prior notice. 

ABOUt IMPUtEd INCOME
The Internal Revenue Code requires  
the “value” of certain employer provided 
benefits to be treated as taxable income  
to you. This includes the cost for your 
Core Life Insurance that exceeds 
$50,000, the cost of Supplemental Life 
Insurance, the cost of Group LTD 
coverage, if elected on an after-tax basis, 
and/or the value of the benefits for your 
domestic partner or their dependents  
in one of HHMI’s benefit plans. Although  
you do not receive cash for this amount, 
the cost of these benefits is reported as 
part of your annual compensation for 
income tax withholding and FICA (Social 
Security and Medicare) tax purposes, 
appears on your W-2 form, and is taxed 
at your applicable rate.

HHMI auTOMaTIcaLLY PrOvIDEs EMErGENcY TravEL assIsTaNcE 

Emergency travel assistance through Unum’s Assist America is available for you and your eligible dependents – 24 hours 
a day, 365 days a year – when traveling more than 100 miles away from home or to any foreign country. Assist America 
provides immediate access to medical assistance, prescription replacement assistance, lost luggage or document services, 
emergency medical evacuation and much more. All services must be arranged for with Assist America in advance; costs 
for services not arranged through them will not be reimbursed. to learn more, call 1.800.872.1414 or go online to 
www.unum.com/travelassistance. HHMI’s reference number is 01-AA-UN-762490.
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Important Reminders and Additional Information

UPdAtE YOUR BENEFICIARY 
INFORMAtION
You may update your beneficiary 
information at any time, and open 
enrollment is a good opportunity to make 
sure your designations are up to date. To 
update your beneficiary designations for:

•	 Core and Supplemental Life and/or 
Core AD&D Insurance coverage use 
the Aetna Designation of Beneficiaries 
form available at my.hhmi.org.

•	 Supplemental AD&D and BTA 
Insurance, use the Dependents  
and Beneficiaries form online at 
my.hhmi.org.

•	 Retirement accounts, please contact 
TIAA-CREF and/or Vanguard directly 
(see p. 7).

IdENtIFICAtION CARdS
If you make no changes to your benefits 
elections for 2012 you will not receive 
new identification (ID) cards.

If you are making new coverage elections  
for 2012, you will receive ID cards reflecting 
the new medical and/or dental coverage for 
which you enrolled. Cards will be mailed  
to your home by January 1, 2012. We 
recommend you always carry your cards  
and present them wherever you receive care.

•	 CareFirst BCBS will send you an ID 
card for your medical and prescription 
coverage. If you elect coverage for 
yourself only, you will receive one ID 
card. If you elect coverage for you and 
your family you will receive two ID 
cards. ID cards are issued only in the 
employee’s name. You may request 
additional cards by calling member 
services at 1.800.628.8549 or go 
online to print additional cards at 
www.carefirst.com/hhmi. First time 
users must register on the Web site. 

The CareFirst BCBS customer service 
telephone number, along with other 
important telephone numbers, will be 
on the card.

•	 Delta Dental will send you an ID card 
for your dental coverage. Delta Dental’s 
customer service telephone number 
will be on the ID card. One card is 
issued to each employee; additional 
cards can be printed online at 
www.deltadentalins.com/hhmi.

•	 Vision Service Plan (VSP) offers a 
printable online member vision card. 
VSP does not mail ID cards because the 
VSP member card is not required for 
you to receive services. The printable 
card has a summary of your personal 
vision benefits information as a VSP 
member. For your personalized card, go 
to www.vsp.com, logon to your account,  
and click the Member Vision Card link 
to print your ID card. Note: First time 
users will need to create an account.
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Certificates

MEDICAL RESEARCH FELLOWS PROGRAM

HOWARD HUGHES MEDICAL INSTITUTE

Name Here, Ph.D.
President

Name Here, Ph.D.
Vice President for Science Education

Name Here, Ph.D.
Director, Graduate and Medical Education Programs

A design style has been developed for program 
certificates, as illustrated above. The name and 
academic institutions can be added calligraphically 
and the logos can be blind-embossed or engraved. 

Blank certificates (with green rule) can be ordered 
through the Office of Communications and  
Public Affairs.
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Book spines

Book spines smaller than ¾"

Large book spines
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Promotional items

Front

Back (two-sided)(one-sided)(two-sided)

Note: On textiles, the logo and logotype should 
always print in either PMS 362, PMS Warm Gray 11, 
white, or black, whichever provides good contrast 
and legibility on the base color.
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Promotional items

Back

Front
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Promotional items

For size only
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HTML e-mail banners

A design style for HTML e-mails has been 
developed to lend a consistent appearance to online 
communications. 

The examples above illustrate a standard e-mail 
banner, appropriate for many uses. A colored bar in 
HHMI Warm Gray 11 is used. The HHMI logo is 
located in the upper left corner and reverses to white.
For additional information on banners, see p. 48.

Large text in Arial is used for emphasis and as an 
introduction. The remaining text should use the 
Arial typeface. Minimum recommended font sizes 
are 14 pt. for large text and 11 pt. for remaining 
text to allow for maximum legibility on smart 
phone displays.

The two column format allows for different types 
of  information (e.g., charts, graphs, photos, etc.).

Dear HHMI Colleague, 

As a reminder, HHMI’s the Long Term Care (LTC) open 
enrollment period is closing soon. The deadline is 
midnight (Pacific Time) on Wednesday, March 17, 2010.
HHMI, along with the new program administrator, Unum, hosted a series of Webinars to review the new LTC 
program and answer questions. You have the opportunity to watch a recorded Webinar on demand by 
clicking on this link: http://stream.hhmi.org:8888/streamarchive/ltcmeeting.wmv.

As a reminder, effective April 1, 2010, all active, eligible, regular full-time, and part-time employees working 
20 hours or more per week will be automatically enrolled (at no cost to you) for core coverage. Eligible 
employees may also choose to purchase enhanced LTC coverage options. If you enroll in the enhanced LTC 
coverage, your coverage will be effective April 1, 2010, provided all required paperwork has been submitted 
to Unum and is postmarked no later than the enrollment deadline, March 17, 2010.

With the introduction of the program, your eligible family members may apply for a range of coverage options 
under the LTC program at any time. HHMI’s LTC enrollment period for active employees does not affect your 
eligible family members.

The March 2010 issue of Kiplinger’s Person Finance carried a timely story, “Long-Term Care You Can Afford 
– By taking more risk, you can snag a lower premium”. To read the article online, visit
http://www.kiplinger.com/magazine/archives/long-term-care-you-can-afford.html. 

To learn more now, visit the Unum/HHMI Long Term Care Plan Web site at http://w3.unum.com
/enroll/hhmi, where you will find plan highlights, rates, and a variety of informational resources, including a 
comprehensive brochure called A Shopper’s Guide to Long Term Care Insurance. Copies of these materials 
and other recent publications are also available in the HHMI Library at headquarters. 

If you have any questions, please contact your MAS, HR Manager, or Human Resources at headquarters.

HHMI, along with the new program administrator, 
Unum, hosted a series of Webinars to review the new 
LTC program and answer questions. You have the 
opportunity to watch a recorded Webinar on demand 
by clicking on this link: http://stream.hhmi.org:8888/
streamarchive/ltcmeeting.wmv.

As a reminder, effective April 1, 2010, all active, 
eligible, regular full-time, and part-time employees 
working 20 hours or more per week will be 
automatically enrolled (at no cost to you) for core 
coverage. Eligible employees may also choose to 
purchase enhanced LTC coverage options. If you 
enroll in the enhanced LTC coverage, your coverage 
will be effective April 1, 2010, provided all required 
paperwork has been submitted to Unum and is 
postmarked no later than the enrollment deadline, 
March 17, 2010.

With the introduction of the program, your eligible 
family members may apply for a range of coverage 
options under the LTC program at any time. HHMI’s 
LTC enrollment period for active employees does not 
affect your eligible family members.

The March 2010 issue of Kiplinger’s Person 

Key Points
Historical perspective on market volatility.
Importance of asset mix.

e-Meeting Schedule
January 8, 2009         1:30 PM – 2:30 PM Eastern
January 8, 2009         6:30 PM – 7:30 PM Eastern 

January 13, 2009       1:30 PM – 2:30 PM Eastern 
January 13, 2009       6:30 PM – 7:30 PM Eastern 

January 22, 2009       1:30 PM – 2:30 PM Eastern 
January 22, 2009       6:30 PM – 7:30 PM Eastern 

January 27, 2009       1:30 PM – 2:30 PM Eastern 
January 27, 2009       6:30 PM – 7:30 PM Eastern 

Registration Link 
http://inter.viewcentral.com/reg/vanguard/bear

Dear HHMI Colleague, 

As a reminder, HHMI’s the Long Term Care (LTC) open 
enrollment period is closing soon. The deadline is 
midnight (Pacific Time) on Wednesday, March 17, 2010.

One column format / Black text Two column format / Color text for emphasis
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A quick guide to formatting your e-mail message

A design style for HTML e-mails has been 
developed to lend a consistent appearance to online 
communications. 

The examples above illustrate a standard e-mail 
banner, appropriate for many uses. A colored bar in 
HHMI Warm Gray 11 is used. The HHMI logo is 
located in the upper left corner and reverses to white.

Large text in Arial is used for emphasis and as an 
introduction. The remaining text should use the 
Arial typeface. Minimum recommended font sizes 
are 14 pt. for large text and 11 pt. for remaining 
text to allow for maximum legibility on smart 
phone displays.

The two column format allows for different types 
of  information (e.g., charts, graphs, photos, etc.).

Dear HHMI Colleague,
 
The heavy rains have lifted, outside construction 
project work has resumed, and delayed work has been 
rescheduled. Beginning at 6 a.m. on Tuesday, 
September 20, we will be closing the loop road 
between the main campus entrance and the garage 
entrance to the new wing.
This closure is necessary to bring in loads of gravel to create a perimeter drain system 
designed to redirect and prevent ground and surface water from damaging the lower 
building in the future. Both the Platt Ridge and Manor Road entrances will be open as well 
as the campus walking paths. The contractor will be using a conveyor belt to move gravel 
close to the building in an effort to minimize noise during business hours. Completion of 
the gravel operation is scheduled for end of day on Tuesday. In the event of bad weather, 
the timing for this work will be rescheduled.

As always we appreciate your flexibility and patience throughout these campus 
improvement projects. If you have any questions, please feel free to contact me.

Thank you,
Bob “OB” Obrist
Director for Facilities

Step 6. Select 'insert picture'  
to insert the banner or copy and 

paste your source artwork.  
Click on the image and select the 

'format' menu to size the  
picture at 7" wide. 

Step 7. Insert a text box (also 7" 
wide) and type in your text. 
 
Use the font Arial no smaller than 
11 or 12 pt for optimal legibility on 
all your devices.

Select 'shape' on the 'format' 
menu, click on 'line' and use a  
light color to create a border  
to the copy.

Step 8. For the initial paragraph, 
select the 'format menu' to  

format it for emphasis. Select line 
spacing at multiple lines, and type 

in 1.15. Use bold type sparingly  
for emphasis.

Step 9. Use 'single' line spacing  
for all other paragraphs. Instead 

of selecting a set amount of space 
between paragraphs, use hard 
returns to create line spacing 

between paragraphs.

Step 10. Always include a point of 
contact and a signature instead of  

sending messages anonymously 
from a department or project 

e-mail address to allow  
for responses or questions.

Steps 1–5, see below.
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HTML e-mail news banner

The large “HHMI News” banner is simple and 
conveys importance and immediacy. The Arial 
typeface should be used for body copy and bolded 
for the headline.

HHMI Awards $79 Million for Science Education to Research Universities, Top Scientists

HHMI today announced new grants totaling $79 million that will help universities strengthen 

undergraduate and precollege science education nationwide. The resources will let faculty at 

research universities pursue some of their most creative ideas by developing new ways to teach and 

inspire students about science and research.

To read the announcement, plus stories about the 50 universities and 13 HHMI professors who 

received awards, go to http://www.hhmi.org/news/univprof20100520.html. 

This message has been sent to the HHMI pressroom list that you joined at http://www.hhmi.org.

To unsubscribe, click here or send an email to: unsubscribe-78050@up0.net
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HTML e-mail with departments and programs/initiatives banners

The examples above illustrate e-mail banners that 
have been developed for each unique department 
and program/initiative. The HHMI logo appears  
in the upper left corner of  the banner.

Large text in Gill Sans Light acts as an introduction. 
The remaining text should use the Arial typeface. 
Minimum recommended font sizes are 14 pt. for 
large text and 12 pt. for remaining text to allow for 
maximum legibility on smart phone displays.

The two column format allows for different types 
of  information (e.g., charts, graphs, photos, etc.).

For examples of these banners, see Departments 
and programs/initiatives, p. 47. 

Dear HHMI Colleague,
As a reminder, HHMI’s the Long Term Care (LTC) open 
enrollment period is closing soon. The deadline is 
midnight (Pacific Time) on Wednesday, March 17, 2010.
HHMI, along with the new program administrator, Unum, hosted a series of Webinars to review the new LTC 
program and answer questions. You have the opportunity to watch a recorded Webinar on demand by clicking on 
this link: http://stream.hhmi.org:8888/streamarchive/ltcmeeting.wmv.

As a reminder, effective April 1, 2010, all active, eligible, regular full-time, and part-time employees working 20 
hours or more per week will be automatically enrolled (at no cost to you) for core coverage. Eligible employees 
may also choose to purchase enhanced LTC coverage options. If you enroll in the enhanced LTC coverage, your 
coverage will be effective April 1, 2010, provided all required paperwork has been submitted to Unum and is 
postmarked no later than the enrollment deadline, March 17, 2010.

With the introduction of the program, your eligible family members may apply for a range of coverage options 
under the LTC program at any time. HHMI’s LTC enrollment period for active employees does not affect your 
eligible family members.

The March 2010 issue of Kiplinger’s Person Finance carried a timely story, “Long-Term Care You Can Afford – By 
taking more risk, you can snag a lower premium”. To read the article online, visit
http://www.kiplinger.com/magazine/archives/long-term-care-you-can-afford.html. 

To learn more now, visit the Unum/HHMI Long Term Care Plan Web site at http://w3.unum.com
/enroll/hhmi, where you will find plan highlights, rates, and a variety of informational resources, including a 
comprehensive brochure called A Shopper’s Guide to Long Term Care Insurance. Copies of these materials and 
other recent publications are also available in the HHMI Library at headquarters. 

If you have any questions, please contact your MAS, HR Manager, or Human Resources at headquarters.

HHMI, along with the new program administrator, Unum, 
hosted a series of Webinars to review the new LTC 
program and answer questions. You have the 
opportunity to watch a recorded Webinar on demand by 
clicking on this link: http://stream.hhmi.org:8888/
streamarchive/ltcmeeting.wmv.

As a reminder, effective April 1, 2010, all active, eligible, 
regular full-time, and part-time employees working 20 
hours or more per week will be automatically enrolled 
(at no cost to you) for core coverage. Eligible 
employees may also choose to purchase enhanced LTC 
coverage options. If you enroll in the enhanced LTC 
coverage, your coverage will be effective April 1, 2010, 
provided all required paperwork has been submitted to 
Unum and is postmarked no later than the enrollment 
deadline, March 17, 2010.

With the introduction of the program, your eligible family 
members may apply for a range of coverage options 
under the LTC program at any time. HHMI’s LTC 
enrollment period for active employees does not affect 
your eligible family members.

The March 2010 issue of Kiplinger’s Person 

Key Points
Historical perspective on market volatility.
Importance of asset mix.

e-Meeting Schedule
January 8, 2009         1:30 PM – 2:30 PM Eastern
January 8, 2009         6:30 PM – 7:30 PM Eastern 

January 13, 2009       1:30 PM – 2:30 PM Eastern 
January 13, 2009       6:30 PM – 7:30 PM Eastern 

January 22, 2009       1:30 PM – 2:30 PM Eastern 
January 22, 2009       6:30 PM – 7:30 PM Eastern 

January 27, 2009       1:30 PM – 2:30 PM Eastern 
January 27, 2009       6:30 PM – 7:30 PM Eastern 

Registration Link 
http://inter.viewcentral.com/reg/vanguard/bear

Dear HHMI Colleague,
As a reminder, HHMI’s the Long Term Care (LTC) open 
enrollment period is closing soon. The deadline is 
midnight (Pacific Time) on Wednesday, March 17, 2010.

One column format Two column format
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HTML e-mail with seasonal photography banners

If  seasonal photography is used, the HHMI logo 
appears in the upper left corner of  the banner.

Large text in Gill Sans Light acts as an introduction. 
The remaining text should use the Arial typeface. 
Minimum recommended font sizes are 14 pt. for 
large text and 12 pt. for remaining text to allow for 
maximum legibility on smart phone displays.

The two column format allows for different types 
of  information (e.g., charts, graphs, photos, etc.).

For examples of these banners, see Seasonal  
photography, p. 48. 

Dear HHMI Colleague,
As a reminder, HHMI’s the Long Term Care (LTC) open 
enrollment period is closing soon. The deadline is midnight 
(Pacific Time) on Wednesday, March 17, 2010.
HHMI, along with the new program administrator, Unum, hosted a series of Webinars to review the new LTC 
program and answer questions. You have the opportunity to watch a recorded Webinar on demand by clicking on 
this link: http://stream.hhmi.org:8888/streamarchive/ltcmeeting.wmv.

As a reminder, effective April 1, 2010, all active, eligible, regular full-time, and part-time employees working 20 
hours or more per week will be automatically enrolled (at no cost to you) for core coverage. Eligible employees 
may also choose to purchase enhanced LTC coverage options. If you enroll in the enhanced LTC coverage, your 
coverage will be effective April 1, 2010, provided all required paperwork has been submitted to Unum and is 
postmarked no later than the enrollment deadline, March 17, 2010.

With the introduction of the program, your eligible family members may apply for a range of coverage options 
under the LTC program at any time. HHMI’s LTC enrollment period for active employees does not affect your 
eligible family members.

The March 2010 issue of Kiplinger’s Person Finance carried a timely story, “Long-Term Care You Can Afford – By 
taking more risk, you can snag a lower premium”. To read the article online, visit
http://www.kiplinger.com/magazine/archives/long-term-care-you-can-afford.html. 

To learn more now, visit the Unum/HHMI Long Term Care Plan Web site at http://w3.unum.com
/enroll/hhmi, where you will find plan highlights, rates, and a variety of informational resources, including a 
comprehensive brochure called A Shopper’s Guide to Long Term Care Insurance. Copies of these materials and 
other recent publications are also available in the HHMI Library at headquarters. 

If you have any questions, please contact your MAS, HR Manager, or Human Resources at headquarters.

HHMI, along with the new program administrator, Unum, 
hosted a series of Webinars to review the new LTC 
program and answer questions. You have the 
opportunity to watch a recorded Webinar on demand by 
clicking on this link: http://stream.hhmi.org:8888/
streamarchive/ltcmeeting.wmv.

As a reminder, effective April 1, 2010, all active, eligible, 
regular full-time, and part-time employees working 20 
hours or more per week will be automatically enrolled 
(at no cost to you) for core coverage. Eligible 
employees may also choose to purchase enhanced LTC 
coverage options. If you enroll in the enhanced LTC 
coverage, your coverage will be effective April 1, 2010, 
provided all required paperwork has been submitted to 
Unum and is postmarked no later than the enrollment 
deadline, March 17, 2010.

With the introduction of the program, your eligible family 
members may apply for a range of coverage options 
under the LTC program at any time. HHMI’s LTC 
enrollment period for active employees does not affect 
your eligible family members.

Key Points
Historical perspective on market volatility.
Importance of asset mix.

e-Meeting Schedule
January 8, 2009         1:30 PM – 2:30 PM Eastern
January 8, 2009         6:30 PM – 7:30 PM Eastern 

January 13, 2009       1:30 PM – 2:30 PM Eastern 
January 13, 2009       6:30 PM – 7:30 PM Eastern 

January 22, 2009       1:30 PM – 2:30 PM Eastern 
January 22, 2009       6:30 PM – 7:30 PM Eastern 

January 27, 2009       1:30 PM – 2:30 PM Eastern 
January 27, 2009       6:30 PM – 7:30 PM Eastern 

Registration Link 
http://inter.viewcentral.com/reg/vanguard/bear

Dear HHMI Colleague,
As a reminder, HHMI’s the Long Term Care (LTC) open 
enrollment period is closing soon. The deadline is midnight 
(Pacific Time) on Wednesday, March 17, 2010.

One column format Two column format



PAGE 49

HHMI IDENTITY STYLE GUIDE

Departments and programs/initiatives banners

Departments Programs / Initiatives

For each department and program/initiative, a 
unique personality is highlighted through the use 
of  color, typography and, in some cases, graphics.

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.
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Winter

Summer

Spring

Fall

For each season, three point-of-views have been 
considered: 1) close-up, abstract, detail, 2) medium 
shot, dramatic angle, and 3) long shot, aerial, terrain.

A catalog of  approved, licensed images is 
maintained, archived, and made available by the 
Office of  Communications and Public Affairs. 

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.

Seasonal photography banners
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PowerPoint, HHMI

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.

Three new PowerPoint templates have been designed 
to provide different design and layout options. Each 
template clearly communicates the HHMI identity but 
may fit different occasions and preferences.

© 2012 Howard Hughes Medical Institute 

NEW DIRECTIONS  
IN BIOETHICS AND PRACTICES 

THIS IS A SUBTITLE THIS IS A SUBTITLE 

Robert Tjian 
President, Howard Hughes Medical Institute 
July 7, 2012 

New Directions in Bioethics & Practices | July 7, 2012 
© 2012 Howard Hughes Medical Institute 

Statement with Images 
  This is a body paragraph style, consectetur adipisicing elit. Sed do 

eiusmod tempor incididunt ut labore et dolore magna aliquat minim 
veniam. Ero eos et accusamus et iusto odio dentium voluptatum deleniti 
atque quos dolores et quas molestias excepturi sint. 

Photos: Names Here 

© 2012 Howard Hughes Medical Institute 

NEW DIRECTIONS  
IN BIOETHICS AND PRACTICES 

THIS IS A SUBTITLE THIS IS A SUBTITLE 

Robert Tjian 
President, Howard Hughes Medical Institute 
July 7, 2012 

New Directions in Bioethics & Practices | July 7, 2012 
© 2012 Howard Hughes Medical Institute 

Chart with No Text 

PPT Style 2 recommended for handouts

PPT Style 1 recommended for presentations

PPT Style 3

© 2012 Howard Hughes Medical Institute 

NEW DIRECTIONS  
IN BIOETHICS & PRACTICES 

THIS IS A SUBTITLE 

Robert Tjian 
President, Howard Hughes Medical Institute 
July 7, 2012 

New Directions in Bioethics & Practices | July 7, 2012 
© 2012 Howard Hughes Medical Institute 

Bulleted List with Image 
  This is a body paragraph style, 

consectetur adipisicing elit. Sed do 
eiusmod tempor incididunt ut labore et 
dolore magna aliquat minim veniam.  

–  Sub bullet information here 
•  The next level information here 

  This is the bullet style 
–  Sub bullet information here 

•   The next level information here 

Photos: Names Here 
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PowerPoint, Janelia

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.

Three new PowerPoint templates have been designed 
to provide different design and layout options. Each 
template clearly communicates the HHMI identity but 
may fit different occasions and preferences.

PPT Style 2 recommended for handouts

PPT Style 1 recommended for presentations

PPT Style 3
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Incorrect Uses

Artwork and templates are available on  
my.hhmi.org. Select the Departments tab and click  
on Communications.

Three new PowerPoint templates have been designed 
to provide different design and layout options. Each 
template clearly communicates the HHMI identity but 
may fit different occasions and preferences.

REMOVING THE LOGO

MIXING TEMPLATES

© 2012 Howard Hughes Medical Institute 

NEW DIRECTIONS  
IN BIOETHICS AND PRACTICES 

THIS IS A SUBTITLE THIS IS A SUBTITLE 

Robert Tjian 
President, Howard Hughes Medical Institute 
July 7, 2012 

CHANGING THE TEXT COLOR

© 2012 Howard Hughes Medical Institute 

NEW DIRECTIONS  
IN BIOETHICS AND PRACTICES 

THIS IS A SUBTITLE THIS IS A SUBTITLE 

Robert Tjian 
President, Howard Hughes Medical Institute 
July 7, 2012 

New Directions in Bioethics & Practices | July 7, 2012 
© 2012 Howard Hughes Medical Institute 

Chart with No Text 

CHANGING CHARACTER STYLES

New Directions in Bioethics & Practices | July 7, 2012 
© 2012 Howard Hughes Medical Institute 

Statement with Images 
  This is a body paragraph style, et dolore magna aliquat minim veniam. 

Ero eos et accusamus et iusto odio dentium voluptatum deleniti atque 
quos dolores et quas molestias excepturi sint. 

Photos: Names Here 

PLACING IMAGES ON TOP, MOVING TEXT

New Directions in Bioethics & Practices | July 7, 2012 
© 2012 Howard Hughes Medical Institute 

BULLETED LIST WITH IMAGE GRID 
  This is the bullet style 
  This is the bullet style 

–  Sub bullet information here 
–  Sub bullet information here 

•   The next level information here 
  This is the bullet style 
  This is the bullet style 

Photos: Names Here 

© 2012 Howard Hughes Medical Institute 

NEW DIRECTIONS  
IN BIOETHICS AND PRACTICES 

THIS IS A SUBTITLE THIS IS A SUBTITLE 

Robert Tjian 
President, Howard Hughes Medical Institute 
July 7, 2012 
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Audio slideshow

A design style for online audio slideshows has been 
developed to tell stories more effectively. A refined 
look is achieved through the simplicity of  the black and 
white text slides and the use of  Gill Sans throughout.



PAGE 55

HHMI IDENTITY STYLE GUIDE

Digital Signage

A design template has been developed for interior 
digital signage systems used at Headquarters. An 
HHMI feel is achieved through simple typographic 
hierarchy. Background separation between zones 
of  information are subtle, the key messages are 
more prominent. To increase clarity and legibility, 
Gill Sans is preferred.

Layouts can evolve based on HHMI’s communication 
needs (e.g., content, usage), environment, vendor 
specifications and system requirements.



When designing new materials it is critical to follow  

the guidelines and use the approved artwork in  

order to maintain a consistent visual “voice” that 

communicates the Institute’s distinctive character.
HHMI ONLINE TOOLKIT
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Online Toolkit

If you require further assistance, please contact the 
Office of Communications and Public Affairs.

Additional copies of this Identity Guide, master  
artwork for the HHMI signature and logo, FAQs, 
template downloads, and product ordering are 
available at my.hhmi.org. Click on Communications 
under Departments. 

Toolkit contents



APPENDIX:  PRINCIPLES OF DESIGN IN ACTION
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Example: Front cover

The cover of  a brochure invites a reader in and 
states its purpose clearly. 

An engaging cover can be as simple as colored  
type on a colored background. 

The HHMI signature is placed in the lower left or 
right hand corner and typically reverses to white.

Your guide to discovering the unique benefits and  
features of  being a Janelia Farm Research Campus employee

Janelia Farm 
Research Campus
Be Part of  Something Extraordinary

Information and Resources for 2011 Enrollment

New Benefit:
Announcing the 
Long Term 
Care Program
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Example: Introduction

The introduction sets expectations and provides 
context, so the type is typically larger than the 
document’s text size for body copy.

In some cases the introduction may take the form 
of  a letter.

In short documents, the introduction might appear 
right on the cover.
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Example: Designing a page for emphasis

Readers need to process type hierarchies easily to 
navigate effortlessly through the document. Size, 
color, and fonts contribute to an overall sense  
of  cleanliness and order.

Headlines, subheads, body text, bullet points, 
quotations, footnotes, and sidebars enable readers  
to scan content and focus on what’s important.
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Example: White space

Important
Notice 
From Howard Hughes Medical Institute

It is not necessary, nor is it recommended, to fill 
the entire page. White space provides some relief  
and keeps the reader from feeling overwhelmed.

This cover is dynamic and dramatic even though 
the title is small.
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Example: Text alignment

2012 Open Enrollment Newsletter / Howard Hughes Medical Institute / 3

DEPENDENT ELIGIBILITY 

HHMI’s benefit plans provide coverage for eligible employees and eligible 
dependents. Health plan coverage (i.e., medical, dental, and vision) and 
dependent life insurance are offered to eligible employees’ children up to  
age 26. NOTE: Please refer to Summary Plan Descriptions for eligibility rules for 
each plan.

Open enrollment is a good time to review your coverage elections for any 
eligible dependents. If you currently cover a dependent who will no longer 
meet the eligibility requirements as of January 1, 2012 (or before), you should 
take immediate action to remove that dependent. detailed information about 
dependent eligibility can be found in the 2012 Benefits Guide.

Explore Your 2012 Benefit Options

HHMI’s benefits program provides you with benefit credits toward your cost for 
certain coverage options. You select the benefits that best suit your needs. To help you 
understand and plan your benefit choices, we recommend you review the 2012 benefit 
plan options and rate information to get the most value from your HHMI benefits. 

•	 Click here to review your Benefits at a Glance for 2012; 

•	 Click on any of the links below for plan details in the 2012 MYHHMI Benefits 
Guide; and/or

•	 Click here to review HHMI’s 2012 Benefit Costs.

AS YOU dECIdE…
•	 Consider who you will need to cover 

for 2012 and if you have access to 
health coverage other than what is 
provided by HHMI. If so, take a  
few minutes to compare costs and 
provisions side-by-side. All plans are 
not the same.

 » Employee Contributions — the 
amount you will pay for benefits.  
You can view your current amounts 
for comparison on your paycheck  
or pay advice.

 » Deductibles — the set amount of 
out-of-pocket expense, if applicable, 
that must be paid for health care 
services (e.g., medical, dental) by the 
covered person before the plan begins  
to share costs.

 » Coinsurance — the percentage of 
medical expenses that you and the plan 
share. For example, if the network 
coinsurance amount is “80/20,” that 
means that the plan pays 80% and 
you pay 20% of the allowable 
amount after any applicable 
deductible is paid.

 » Co-payments — the set amount you  
pay for certain medical services and 
prescription drugs at the time of service.

•	 Factor in the specific benefits you use 
most frequently (e.g., preventive care, 
specialist care, maintenance prescriptions, 
emergency or hospital care).

•	 If you use both in- or out-of-network 
providers, you might want to evaluate 
your anticipated out-of-pocket costs for 
the options available to you. Consider 
if you are willing to change providers  
if your current provider is not in the 
network or if you prefer to pay more  
of the out-of-pocket costs to have 
greater flexibility. 

HHMI automatically provides you 
with the following fully paid benefits:

You may also choose a range of 
optional, supplemental benefits:

•	 Medical — Base Option Preferred Provider 
Option (PPO)

•	 Core life Insurance

•	 Core Accidental death and dismemberment 
(Ad&d) Insurance

•	 Core long term Care Insurance

•	 Business travel Accident (BtA) Insurance

•	 Short term disability

•	 Group long term disability

•	 Worker’s Compensation

•	 Childbirth disability and Adoption leave

•	 Medical — Standard or Premier PPO Options

•	 dental

•	 Vision

•	 Supplemental and dependent  
life Insurance

•	 Supplemental Ad&d Insurance

•	 Supplemental long term disability

•	 Additional long term Care Insurance

•	 Health Care Flexible Spending Account

•	 dependent Care Flexible Spending Account

•	 Commuter Benefits

2012 Open Enrollment Newsletter / Howard Hughes Medical Institute / 4

HHMI Offers Money Saving Programs

FlEXIBlE SPENdING ACCOUNtS
Flexible Spending Accounts (FSAs) allow you to keep more of 
the money you earn. Using a FSA is like getting a discount on 
certain items because you are paying for them with the money 
that has not been taxed. There are two types of FSAs: one for 
Health Care expenses, and one for Dependent Care expenses 
(e.g., child day care). You may participate in one or both types of 
accounts. Our FSA administrator, WageWorks, provides online 
calculators for estimating your annual expenses, checking your 
balance, and customer service support if you need assistance.

If you wish to elect a new FSA or revise your annual contribution 
amount(s) you must take action during open enrollment.

Health Care (HC) FSA — You may contribute up to $5,000 
annually to pay for eligible health care expenses (for you and 
your eligible dependents) not covered by your medical, dental or 
vision options, such as deductibles, co-pays, and co-insurance; 
some Over-the-Counter (OTC) medications and other eligible 
expenses not otherwise paid by your health benefits.

Eligible Health Care Expenses — You will need a doctor’s 
prescription to be reimbursed for eligible OTC drugs and 
medicines from your HCFSA. This requirement does not  
affect insulin, even if purchased without a prescription, eligible 
medical equipment or supplies that are not medicines or drugs.  
A complete list of eligible expenses is available online at  
www.wageworks.com.

Dependent Care (DC) FSA — You may contribute up to 
$5,000 annually to pay for qualified dependent care expenses 
such as child care or adult day care fees. You can spend your 
dependent care savings account funds on a wide range of care 
for eligible members of your family. Some of the expenses 
covered include adult day care, in-home eldercare, child day 
care, babysitting, before-and-after school programs, summer 
day camp, and sick child care. 

DEscrIPTION WITHOuT WaGEWOrks WITH WaGEWOrks YOur savINGs

day care (per year)  $3,600  $2,160  $1,440

Summer day camp (per year)  $1,400  $840  $560

Total:  $5,000  $3,000  $2,000

Source: WageWorks

EXAMPlE:  As you can see in the example below, the tax savings can be substantial. 
Your actual savings will vary from the example depending upon your tax rate.

Source: WageWorks

Whenever possible, hang all the copy in a document 
from the same imaginary horizontal line or lines. 
This gives the document a heightened sense of  
order and consistency.

Imaginary 
horizon line
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Example: Contrast and legibility

Legibility is of  uppermost importance. It helps 
draw the audience in and provides a satisfying, 
effortless reading experience. 

Copy may appear as white on a solid color or a 
photograph, provided it is easy to read.

Tints should be avoided in text, unless the type  
is very large, as in a headline.



PAGE 65

HHMI IDENTITY STYLE GUIDE

Example: Consistency

Whatever hierarchy, color scheme, and typographic 
conventions are established in a particular 
document, make sure to follow those conventions 
throughout for consistency.
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Example: Using typographic boxes and rules

A box can help a reader distinguish between overview 
text and program details.

Boxes and rules work to divide content into easily 
digestible sections and provide structure for the page.
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Plan Carrier Contact Information

For help with your benefit questions, contact information is provided in the chart below.

BENEfIT vENDOr PHONE NuMBEr WEBsITE

Medical CareFirst BCBS 1.800.628.8549 www.carefirst.com

dental delta dental 1.800.932.0783 www.deltadentalins.com/hhmi

Vision VSP 1.800.877.7195 www.vsp.com

Flexible Spending Accounts WageWorks 1.877.924.3967 www.wageworks.com

Commuter Benefits Program

•	 Short term disability Unum 1.866.313.5846 www.unum.com

•	 Childbirth disability & Adoption leave

•	 Group long term disability

•	 Family & Medical leave

Supplemental ltd Metlife www.metlife.com

•	 Enrollment 1.877.588.9067, 
press 1, ext. 7254

•	 Plan participant 1.800.929.1492

•	 Increase coverage 1.888.671.8152

life Insurance Aetna 1.800.523.5065 www.aetna.com

•	 Core

•	 Supplemental

•	 dependent

Core Accidental death &  
dismemberment Insurance

Aetna 1.800.523.5065 www.aetna.com

Supplemental Accidental death & 
dismemberment Insurance

the Hartford 1.800.563.1124 www.thehartfordatwork.com

Business travel Accident Insurance the Hartford 1.800.563.1124 www.thehartfordatwork.com

Group long term Care Insurance Unum 1.800.227.4165 w3.unum.com/enroll/hhmi

Retirement Plans tIAA-CREF 1.800.842.2776 www.tiaa-cref.org

•	 defined Contribution Retirement Plan Vanguard 1.800.523.1188 www.vanguard.com

•	 Supplemental Retirement tax  
deferral Plan (voluntary plan)

Employee Assistance Plan lifeWorks 1.888.267.8126 www.lifeworks.com 

(user ID: hhmi 

Password: 5653)

Health Advocate Health Advocate 1.866.695.8622 www.healthadvocate.com

Emergency travel Insurance Unum/ 
Assist America

1.800.872.1414 www.unum.com/travelassistance

You may also contact your MAS, HR Manager, or HQ Human Resources by email: hrdept@hhmi.org,  
or phone: 1.800.448.4882, ext. 8920.
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Important Reminders and Additional Information

UPdAtE YOUR BENEFICIARY 
INFORMAtION
You may update your beneficiary 
information at any time, and open 
enrollment is a good opportunity to make 
sure your designations are up to date. To 
update your beneficiary designations for:

•	 Core and Supplemental Life and/or 
Core AD&D Insurance coverage use 
the Aetna Designation of Beneficiaries 
form available at my.hhmi.org.

•	 Supplemental AD&D and BTA 
Insurance, use the Dependents  
and Beneficiaries form online at 
my.hhmi.org.

•	 Retirement accounts, please contact 
TIAA-CREF and/or Vanguard directly 
(see p. 7).

IdENtIFICAtION CARdS
If you make no changes to your benefits 
elections for 2012 you will not receive 
new identification (ID) cards.

If you are making new coverage elections  
for 2012, you will receive ID cards reflecting 
the new medical and/or dental coverage for 
which you enrolled. Cards will be mailed  
to your home by January 1, 2012. We 
recommend you always carry your cards  
and present them wherever you receive care.

•	 CareFirst BCBS will send you an ID 
card for your medical and prescription 
coverage. If you elect coverage for 
yourself only, you will receive one ID 
card. If you elect coverage for you and 
your family you will receive two ID 
cards. ID cards are issued only in the 
employee’s name. You may request 
additional cards by calling member 
services at 1.800.628.8549 or go 
online to print additional cards at 
www.carefirst.com/hhmi. First time 
users must register on the Web site. 

The CareFirst BCBS customer service 
telephone number, along with other 
important telephone numbers, will be 
on the card.

•	 Delta Dental will send you an ID card 
for your dental coverage. Delta Dental’s 
customer service telephone number 
will be on the ID card. One card is 
issued to each employee; additional 
cards can be printed online at 
www.deltadentalins.com/hhmi.

•	 Vision Service Plan (VSP) offers a 
printable online member vision card. 
VSP does not mail ID cards because the 
VSP member card is not required for 
you to receive services. The printable 
card has a summary of your personal 
vision benefits information as a VSP 
member. For your personalized card, go 
to www.vsp.com, logon to your account,  
and click the Member Vision Card link 
to print your ID card. Note: First time 
users will need to create an account.
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Example: Charts, tables, and graphs

Make sure the colors chosen for charts and graphs 
have enough contrast, so each area stands out clearly.

When making charts, simpler is better. The 
straightforward communication of  information is 
essential to the HHMI brand.

 HHMI’s Contribution Your Contribution

Your Pay
Annual Salary $000,000
Supplemental Merit Increase $000
Lump Sum Supplemental Merit Increase $00,000
Bonus $00,000
Overtime $00,000

Health and Welfare Benefits
Flexible Benefit Credits $000,000
Medical $000,000 $000,000
Dental $000,000 $000,000 
Vision $000,000 $000,000
Disability and Life Insurance $000,000 $000,000

Retirement Benefits
Defined Contribution Retirement Plan (DCRP) $000,000 $000,000
Supplemental Retirement Tax Deferral Plan  $000,000 $000,000 
(SRTD) Pre-tax
Roth 403(b) Plan After-tax $000,000 $000,000
Supplemental Management Deferred  $000,000 $000,000 
Complensation Program

Government Required Benefits $000,000 $000,000
Social Security
Workers’ Compensation
Unemployment Insurance

Total $000,000 $000,000 

HHMI values you as an employee and as a 
contributor to the Institute’s success. HHMI 
employees enjoy a Total Rewards package that 
is both competitive and comprehensive. This 
statement gives you an annual record of  your 
compensation and benefits to help you under-
stand and appreciate the value of  your Total 
Rewards. As you can see, the value of  the ben-
efits programs sponsored by HHMI represent 
{TotBenPct}% of  your Total Rewards.

The pie chart below on the left shows a break-
down of  your Total Rewards. It includes your 
compensation as of  September 1, 2007, as 
well as the value of  the benefits and programs 
HHMI provides to you in 2008.

The pie chart on the right represents the total 
percentage of  HHMI’s contributions to our 
Total Rewards compared to your contributions.

The Big Picture

A Annual Salary [and Bonus] {ZPayPct}%

B Health and Welfare Benefits {ZHwPct}%

C Retirement Benefits {ZRetPct}%

D Other Benefits {ZOthPct}%

HOWARD HUGHES MEDICAL INSTITUTE  1

A

B

C
D

 A HHMI’s Contribution {ZErPct}%

 B Your Contribution {ZEePct}%

A

B
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25 Amherst College | Amherst, Massachussetts

26 Barnard College | New York, New York

27 Bowdoin College | Brunswick, Maine

28 Bryn Mawr College | Bryn Mawr, Pennsylvania

29 California State University | Fullerton, California

30 Calvin College | Grand Rapids, Michigan

31 Carleton College | Northfield, Minnesota

32 CUNY Hunter College | New York, New York

33 Colby College | Waterville, Maine

34 Colgate University | Hamilton, New York

35 College of Charleston | Charleston, South Carolina

36 College of Wooster | Wooster, Ohio

37 Davidson College | Davidson, North Carolina

38 Drew University | Madison, New Jersey

39 Franklin & Marshall College | Lancaster, Pennsylvania

40 Furman University | Greenville, South Carolina

41 Georgetown College | Georgetown, Kentucky

42 Gonzaga University | Spokane, Washington

43 Grinnell College | Grinnell, Iowa

44 Gustavus College | Saint Peter, Minnesota

45 Hampton University | Hampton, Virginia

46 Harvey Mudd College | Claremont, California

47 Haverford College | Haverford, Pennsylvania

48 Hope College | Holland, Michigan

4 | Howard Hughes Medical Institute
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1 Amherst College | Amherst, Massachussetts

2 Barnard College | New York, New York

3 Bowdoin College | Brunswick, Maine

4 Bryn Mawr College | Bryn Mawr, Pennsylvania

5 California State University | Fullerton, California

6 Calvin College | Grand Rapids, Michigan

7 Carleton College | Northfield, Minnesota

8 CUNY Hunter College | New York, New York

9 Colby College | Waterville, Maine

10 Colgate University | Hamilton, New York

11 College of Charleston | Charleston, South Carolina

12 College of Wooster | Wooster, Ohio

13 Davidson College | Davidson, North Carolina

14 Drew University | Madison, New Jersey

15 Franklin & Marshall College | Lancaster, Pennsylvania

16 Furman University | Greenville, South Carolina

17 Georgetown College | Georgetown, Kentucky

18 Gonzaga University | Spokane, Washington

19 Grinnell College | Grinnell, Iowa

20 Gustavus College | Saint Peter, Minnesota

21 Hampton University | Hampton, Virginia

22 Harvey Mudd College | Claremont, California

23 Haverford College | Haverford, Pennsylvania

24 Hope College | Holland, Michigan

Undergraduate Institutions Selected  
in the 2011 Competition
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Example: Using a single photo

To create a dynamic layout, consider placement  
and scale on the page in relation to the typography. 
Allow white space around the image.
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Example: Using multiple photos

When using multiple images on a page, leaving a 
white space area around each image is preferred. 

Overlapping or collaging multiple images is not 
recommended.
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Example: Back cover

The illustration above indicates the recommended 
institutional sign-off on the back cover of  
publications. The HHMI signature is separated 
from the department and/or address line by the 

recommended protected space. The HHMI 
signature and address are placed in the lower left 
corner. In most cases, the logo reverses to white. 



GLOSSARY OF TERMS
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Glossary of terms

Capitalization
Capitals may be used for headlines or titles, although 
initial caps and lowercase titling is preferred. 

Clear space, protected area
An area of  space, clear of  text or graphics, that  
surrounds the signature or logo. The protected area 
keeps the space immediately around the identity  
elements free of  clutter and distractions and 
focuses attention upon it.

CMYK
The color model used in color printing. Each letter 
represents a pigment: C = cyan, M = magenta,  
Y = yellow, K = black. These pigments are mixed 
to obtain all other colors. 

Hex color
Hex numbers represent the intensity of  the colors red, 
green, and blue (RGB) in that order. These numbers 
are used to specify colors on a computer screen.

HTML
An acronym for Hypertext Markup Language. 
HTML is a markup language designed for creating 
Web pages. It is now an Internet standard 
maintained by the World Wide Web Consortium.

Identity – alternate minimum
The alternate approved version of  the identity for 
instances where the signature must appear at a size 
below the minimum of 3/8".

Identity – primary
The preferred approved version of  the signature. 
The primary signature has a minimum size of 3/8".

Identity – signature
A design system incorporating two primary elements: 
the logo “HHMI” and the logotype “Howard Hughes 
Medical Institute”.

Kerning
In headlines or at large sizes, be sure that the individual 
characters are properly kerned. 

Knockout
The appearance of  the signature (or any graphic  
element) when reversed out of  the printing process 
in such a way that the paper (or other material 
being printed on) shows through as the color of  
that element. See “reversed type.”

Leading
As type gets smaller, the leading in proportion to 
the type size tends to increase. For example 30/32 
for a headline and 10/12 for the accompanying text 
are equally appropriate. 

Letterspacing or Tracking
Zero or normal letterspacing is recommended in 
order to maximize legibility. In some cases, lines 
can be tracked in slightly to eliminate or improve 
line breaks.

Lockup
The manner in which elements of  the signature – 
logo and logotype – are always arranged. 

Logo
See “identity – signature.”

Logotype
See “identity – signature.”

Pantone® Matching System (PMS)
The universal color-matching system used by the 
printing industry to ensure 100% correct color 
matches, regardless of  where the item is printed.  
It ensures color uniformity by designating “PMS” 
numbers to each individual color. The primary 
approved Pantone color for the HHMI signature  
is PMS 362. 
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Glossary of terms

Paragraphs
A new paragraph is signalled by either an indented 
first line or an extra line space between paragraphs. 

Point size
A typographic measurement used to specify type sizes.

Primary typeface
The style of  lettering to be used for the body copy 
of  print applications.

Reversed type
Typographic elements (lettering) printed white on a 
black background or “knocked out” against a solid, 
printed background. See “knockout.”

RGB
Abbreviation of  red, green, blue, the three colors 
of  the spectrum that create all of  the other colors 
on a computer screen.

Secondary typeface
The style of  lettering used in supporting roles in 
print applications, e.g., addresses and phone numbers 
on business cards and letterhead, and callouts, charts, 
and diagrams in other applications.

Signature
See “identity – signature.”

Text alignment
Text must always be flush left, rag right.




