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OUR MISSION
We help people and communities thrive by providing supports and 
services to address mental health, substance use, and developmental needs.

OUR VISION
Howard Center is a national leader in the delivery of integrated and 
seamless community-based supports for individuals, families, and 
communities in need. Help is here.

OUR VALUES
• Clients are at the heart of our decision making.
• We are committed to individual and collective well-being and success.
• We are responsible stewards of the resources entrusted to us.
• We are steadfast in our practice and pursuit of excellence.

EXTERNAL BRAND GUIDELINEShowardcenter.org

Celebrating 160 Years
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INTRODUCTION
Everything Howard Center does is about helping people. This 
Internal Brand and Informational Guide is no exception. It is a tool 
intended to help you consistently communicate about Howard 
Center – its mission, its people, and the impact it has in our 
community. 

By thoughtfully using this guide, you’ll help Howard Center to 
communicate more effectively. When that happens, our clients know 
that we’re here to help them lead a more meaningful, dignified life. 
Effective communication helps us to reduce stigma around the 
issues that we address. And it encourages people in our community 
to connect with Howard Center.

ABOUT HOWARD CENTER
Our roots stretch back to the 1865 founding of the Home for 
Destitute Children to help widows and orphans of the Civil War. 
Since then we have grown and adapted to meet emerging needs. 
In 1994, Howard Center for Human Services merged with The Baird 
Center for Children and Families and Champlain Drug and Alcohol 
Services to form the Howard Center of current day. Today, we are 
1,500 counselors, social workers, teachers, nurses, therapists, and 
other committed professionals and support staff who provide 
services at more than 60 locations in four counties. Each year we 
help about 19,000 Vermonters – about one in every ten people in 
Chittenden County. 
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Home for Destitute Children



IDENTITY STYLE GUIDE
Tone_6

TONE
There are five words we associate with the Howard Center brand.  
It may be helpful to keep these in mind when you are creating communications. 

COURAGEOUS. 

Everyday, Howard Center 
sta� work with people 
who may be on society’s 
margins, or who may face 
issues which many people 
don’t want to talk about 
or acknowledge. Howard 
Center isn’t afraid to do 
the right thing or to stand 
up for those who need our 
help, even if it’s not always 
an easy position to take.

CARING. 

Howard Center’s sta� cares 
deeply about their clients  
and works tirelessly to 
support them. 

MEANINGFUL. 

The services Howard Center 
provides are important to 
our community and help to 
make this a better place to 
live for everyone.

SINCERE. 

Often, the best way to deal 
with difficult issues is to 
face them head-on. Howard 
Center is thoughtful, 
kind, and direct, and its 
communications should 
reflect these concepts.

HUMBLE. 

A big part of what Howard 
Center does involves 
listening – to what our 
clients and our community 
need. Sometimes it’s easier 
to hear what others need 
by being quiet ourselves.

Everyday, Howard Center 
staff work with people 
who may face stigma or 
issues which many people 
don’t want to talk about 
or acknowledge. Howard 
Center supports people 
who need our help.

Often, the best way to deal 
with difficult issues is to 
face them directly. Howard 
Center is thoughtful, 
compassionate, and direct, 
and its communications 
should reflect these 
concepts.

There are five words we associate with the Howard Center brand. We keep these in mind when creating communications.

A big part of what Howard 
Center does involves 
listening to what our clients 
and our community need. 
Sometimes it’s easier to 
hear what others need by 
being quiet ourselves.

The services Howard Center 
provides are important to 
our community and help to 
make it a better place for 
everyone to live. 
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IDENTITY STYLE GUIDE
Logo Usage_8

Full color

Single color Single color white

Grayscale

THE LOGO
WITH TAGLINE

A great tagline is defined as something that conveys an organization’s benefit with personality and attitude; the most recognizable taglines 
connect on an emotional level. Howard Center’s tagline is “Help is here.” It conveys a caring but direct attitude and makes an emotional 
connection with the community. It says we will help you.

The logo is designed to be used at a minimum size of 1.25” wide. There is no maximum reproduction size. PLEASE NOTE: Howard Center is 
two words, without “The” before it. 
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LOGO USAGE
ALTERNATE LOGOS

Where possible, it is recommended that the new Howard Center logo be used in full with the tagline. However, there will be situations 
where use of the full logo either isn’t needed or doesn’t work for one reason or another. In those instances the logos below are approved 
for limited use. The “HC Icon” logo should only be used in social media or as a secondary mark on printed pieces where the full logo has 
already been used — at least until the new brand identity has become established and the “HC Icon” is recognizable on its own.

Keeping the Howard Center logo isolated from other elements is the key to preserving its legibility. A minimum amount of clear space 
should always surround the logo, separating it from headlines, text, imagery, or the outside edge of a document or application. The 
minimum amount of clear space on all sides is equal to the height of the word “Howard” in the logo. When adjusting the size it should be 
done in the appropriate proportions.

IDENTITY STYLE GUIDE
Logo Usage_9

Full color with no tagline

Full color “HC Icon” Grayscale “HC Icon”Single color white with no tagline

Single color with no tagline Grayscale with no tagline

Whenever possible, it is recommended that the Howard Center logo be used in full with the tagline. However, there will be situations where 
use of the full logo either isn’t needed or doesn’t work for one reason or another. In those instances, the logos below are approved for 
limited use. The “HC Icon” logo should be used in social media or as a secondary mark on printed pieces where the full logo has already 
been used. It may be used on its own in limited instances where it is recognizable on its own.

Keeping the Howard Center logo isolated from other elements is the key to preserving its legibility. A minimum amount of clear space 
should always surround the logo, separating it from headlines, text, imagery, or the outside edge of a document or application. The 
minimum amount of clear space on all sides is equal to the height of the word “Howard” in the logo. When adjusting the size it should be 
done in the appropriate proportions.



EXTERNAL BRAND GUIDELINES  | 6

LOGO USAGE
CLEAR SPACE 

Keeping the Howard Center logo isolated from other elements is the key to preserving its legibility. A minimum amount of clear space 
should always surround the logo, separating it from headlines, text, imagery, or the outside edge of a document or application. The 
minimum amount of clear space on all sides is equal to the height of the word “Howard” in the logo.

IDENTITY STYLE GUIDE

Amount of clear space.
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TYPOGRAPHY
MAIN FONTS 

The new Howard Center logo makes use of two fonts, Sanchez Semi-Bold and Gotham HTF Light. The tagline is set in Gotham HTF Light 
and Book. For ease of use and to compliment the logo we have selected the following readily available fonts for use.

IDENTITY STYLE GUIDE
Typography_10

HEADLINES / SANS SERIF

FRANKLIN GOTHIC BOOK 
FRANKLIN GOTHIC BOOK ITALIC 
FRANKLIN GOTHIC DEMI 
FRANKLIN GOTHIC DEMI ITALIC 

CALL OUT / SLAB SERIF

ROCKWELL REGULAR 
ROCKWELL ITALIC 
ROCKWELL BOLD 
ROCKWELL BOLD ITALIC 

BODY COPY / SERIF

ADOBE GARAMOND PRO REGULAR 
ADOBE GARAMOND PRO ITALIC 
ADOBE GARAMOND PRO BOLD 
ADOBE GARAMOND PRO BOLD ITALIC

TYPOGRAPHY
ALTERNATE FONTS 

When the main font options are not available, on the web for instance, the following fonts can be substituted.

HEADLINES / SANS SERIF

ARIAL REGULAR
ARIAL ITALIC 
ARIAL BOLD
ARIAL BOLD ITALIC 

CALL OUT / SLAB SERIF

SLABO REGULAR
SLABO ITALIC 
SLABO BOLD
SLABO BOLD ITALIC

BODY COPY / SERIF

TIMES NEW ROMAN REGULAR
TIMES NEW ROMAN ITALIC 
TIMES NEW ROMAN BOLD
TIMES NEW ROMAN BOLD ITALIC

The Howard Center logo makes use of two fonts, Sanchez Semi-Bold and Gotham HTF Light. The tagline is set in Gotham HTF Light and 
Book. For ease of use and to complement the logo we have selected the following readily available fonts for use.
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COLOR
PRIMARY COLORS 

Color plays an important role in the Howard Center brand. It is a powerful means of visual recognition. The Howard Center color palette 
brings the brand to life in a welcoming and lively manner. By using the colors consistently, we will strengthen awareness of Howard 
Center. These are the primary colors and should be used accordingly.

IDENTITY STYLE GUIDE
Color_11

SPOT COLOR COATED 
PMS 309C

SPOT COLOR UNCOATED 
PMS 309U

4-COLOR PROCESS
C:100 | M:0 | Y:12 | K:86

RGB 
R:0 | G:59 | B:73

HEX VALUE 
#003b49

SPOT COLOR COATED 
PMS 7713C

SPOT COLOR UNCOATED 
PMS 7713U

4-COLOR PROCESS
C:100 | M:0 | Y:36 | K:30

RGB 
R:0 | G:123 | B:138

HEX VALUE 
#007b8a

SPOT COLOR COATED 
PMS Bright Red C

SPOT COLOR UNCOATED 
PMS Bright Red U

4-COLOR PROCESS
C:0 | M:90 | Y:95 | K:0

RGB 
R:255 | G:58 | B:30

HEX VALUE 
#ff3a1e
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COLOR
SECONDARY COLORS 

These colors can be used in conjunction with the primary colors to create a full and vibrant feel.

IDENTITY STYLE GUIDE
Color_13

SPOT COLOR COATED 
PMS 158C

SPOT COLOR UNCOATED 
PMS 716U

4-COLOR PROCESS 
C:2 | M:66 | Y:100 | K:0

RGB 
R:239 | G:118 | B:34

HEX VALUE 
#ef7622

SPOT COLOR COATED 
PMS 5767C

SPOT COLOR UNCOATED 
PMS 7746U

4-COLOR PROCESS 
C:46 | M:33 | Y:85 | K:9

RGB 
R:140 | G:140 | B:73

HEX VALUE 
#8c8c49

SPOT COLOR COATED 
PMS 137C

SPOT COLOR UNCOATED 
PMS 129U

4-COLOR PROCESS 
C:0 | M:36 | Y:100 | K:0

RGB 
R:255 | G:164 | B:0

HEX VALUE 
#ffa400

SPOT COLOR COATED 
PMS 7527C

SPOT COLOR UNCOATED 
PMS 7527U

4-COLOR PROCESS 
C:9 | M:16 | Y:22 | K:26

RGB 
R:216 | G:210 | B:196

HEX VALUE 
#d8d2c4
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BRAND ELEMENTS
  THE CIRCLE

  The circle can and should play a central yet reserved role in Howard Center branding materials. Not only does it reflect back to the main logo, it 
is also a friendly shape that can visually soften materials and make them more welcoming. The following are a few examples of how this can be 
used, from a simple patterned background used on a social media page to a frame for photography.

802-488-6000 | howardcenter.org 3

January 2024 
 
Dear Friends,  
 
We are pleased to present our 
FY23 Annual Report highlighting 
some of the more than 50+ Howard 
Center programs woven into the 
fabric of our community and helping our Vermont neighbors navigate all kinds 
of circumstances. Among the pages that follow, you will find client stories, 
informative numbers, program highlights, educational offerings, Arts Collective 
art, a financial overview, and more.

Howard Center has led the way regionally and nationally for our exceptional 
mental health, substance use, and developmental services. Over the course of a 
year, thousands of people are supported by our staff in a variety of ways. While 
there continue to be many challenges in our work, the good that happens every 
day and the care and support our community receives around the clock is nothing 
short of remarkable. This is the result of our extraordinary staff whose steadfast 
commitment helps people access care, and find hope, stability, and recovery 
throughout the year.

The close of each year offers us the opportunity to reflect not only on how we did 
in serving our community, but also how we can improve through our collective 
and shared responsibility to ensure that every person can access needed services. 
We would be remiss if we didn’t acknowledge phasing out four programs this 
year due to ongoing financial pressures and workforce challenges. While our team 
worked to minimize impact, significant changes like these are difficult for the 
individuals and families served. We remain committed to collaborating with our 
local and state partners to solve difficult challenges including high rates of overdose 
and suicide, increased demand for services, workforce recruitment challenges, and 
perennial funding gaps. 

We want to thank our board members, standing committee members, and 
honorary council for their volunteer efforts as ambassadors of the organization,  
our donors and partners for their ongoing and critical support, agency leadership 
and staff for their tireless work in achieving our mission, and the people we serve 
for entrusting their care to us.

With our gratitude,

Bob Bick, CEO    Meg H. O’Donnell, Board President

In Memorium

Our hearts are with those we lost this year.

3
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EXAMPLE APPLICATIONS
BUSINESS MATERIALS 

The following pages illustrate how the elements of the Identity Style Guide can be used on various materials and applications.  
This page shows various business materials, including letterhead, envelopes, and business cards.

IDENTITY STYLE GUIDE
Example Applications_15

208 Flynn Avenue, Suite 3J, Burlington, VT 05401

T: 802.448.6900 | F: 802.448.6901

HowardCenter.org
Member Agency of United Way of Chittenden County

208 Flynn Avenue, Suite 3J, Burlington, VT 05401

T: 802.448.6900 | F: 802.448.6901

HowardCenter.org
Member Agency of United Way of Chittenden County

March 9, 2012

Seth Drury
Methodikal, Inc.
77 College Street, Suite 3E
Burlington, VT 05401

Dear Mr. Drury:

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Pellentesque quis magna aliquam dui hendrerit 
gravida in vel felis. Aliquam erat volutpat. Proin sodales hendrerit erat eu pretium. Praesent bibendum 
dui ac mauris malesuada, ut cursus neque porta. Etiam elit eros, vestibulum nec arcu sit amet, tempus 
laoreet ipsum. Vivamus quis sagittis erat, in pharetra ipsum. Proin imperdiet volutpat orci eu semper. 
Nunc laoreet diam vitae vehicula pellentesque. Cras id lorem ut arcu faucibus aliquam eget in neque. 
Suspendisse potenti. Ut tincidunt eget magna ac pretium. Nam venenatis rhoncus purus, sed feugiat 
neque faucibus malesuada.

Aenean lobortis rhoncus ante, ac rhoncus lectus. Nullam pharetra rhoncus pharetra. Sed sem tortor, 
iaculis non neque eu, ultricies pulvinar urna. Morbi at augue tellus. In eleifend ut libero id ultrices. Nunc 
ut faucibus nulla, eget semper lorem. Suspendisse viverra ultrices nunc nec adipiscing. Nullam gravida 
ligula in pellentesque dapibus. Nulla convallis neque id tortor ornare dignissim.

Nullam id justo arcu. Cras aliquam lectus libero, eget sodales sem gravida at. Etiam facilisis sagittis tellus, 
id ultricies risus placerat at. Integer feugiat nibh nec massa sollicitudin, non elementum dolor vulputate. 
Cras posuere in magna quis fringilla. Cras non dolor sed quam tempus laoreet. Donec at dictum urna. 
Sed et elementum sapien. Fusce vitae dolor enim.

Sincerely,

Denise Vignoe
Director of  Development & Communications

Assistant Director of Communications  
mmajoros@howardcenter.org 

208 Flynn Avenue, Suite 3J 
 Burlington, VT 05401

T: 802.448.6911 
 C: 802.503.5317
F: 802.448.6901

 

has an appointment with 

 

on at am/pm

Please call 24 hours in advance for cancellation.

The following pages illustrate how the elements of the brand can be used on various materials and applications. This page shows business 
materials including letterhead, envelopes and business cards. 
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■ MEDICAID ................................................................................ 86.6%

■ OTHER STATE ........................................................................... 7.0%

■ OTHER FEDERAL .......................................................................... 1.0%

■ LOCAL/PRIVATE ........................................................................ 5.4%

■ COMMUNITY BASED SERVICES ................................................. 54%

■ CRISIS SERVICES ........................................................................ 7%

■ OUTPATIENT SERVICES ............................................................ 4%

■ RESIDENTIAL SERVICES ............................................................ 16%

■ SCHOOL BASED SERVICES ........................................................ 19%

■ WORKFORCE ..............................................................................

.........................................

88%

■ PROGRAM/OPERATIONAL SUPPORT 12%

 

REVENUES

EXPENSES
BY SERVICE

EXPENSES BY 
CATEGORY

FY24 
FINANCIAL 
SUMMARY
Howard Center is significant to 
the region as an employer and as a 
service provider. Our FY24 budget 
of over $133M includes complex, 
multiple funding streams. Over 95% 
of our services are funded through 
the state. 88% of our budget is 
allocated for our workforce in direct 
support of the people we serve. 
While our scope and services are 
essential, many of our programs are 
not funded adequately. This disparity 
requires that we continue to depend 
on grants, private donations, and 
entrepreneurial initiatives to bridge 
the gap. 

www.howardcenter.org
802.488.6000  •  SINCE 1865

“With what I’ve 
experienced, it is 

clear to me that Howard 
Center serves as the social and 

emotional insurance for our  
greater community, helping  

us when we are  
most vulnerable.”

— Chittenden County  
School Superintendent

AGENCY ADMINISTRATIVE RATE = 8.88%

ANNUAL BUDGET: $133,104,390

MEETING THE NEED
“Help is here” is our commitment to the community. We strive every day to 
help our neighbors no matter what crisis they face, and we stay on top of 
local conditions so we can put resources where they’re needed. The data 
below illustrate some of the conditions that help us determine ongoing and 
emerging community need: 

 • The opioid epidemic continues in Vermont with the number of  
people being treated at Howard Center increasing from 70 in 2002  
to 2,000 in 2023.

 • In 2019, suicide was the 8th leading cause of death in the state and 
Vermont had the third highest suicide rate in the Northeast.

 • In 2019, only 59% of Vermonters with a mental health condition  
received treatment.  

 • In 2022, there were 239 overdose fatalities in Vermont, a 10% increase  
compared to 2021 (217)  and a 51% increase compared to 2020 (158).

 • Adults with disabilities are three times more likely than adults without disabilities to have depression.
 • One out of every five Vermonters has a disability.
 • First Call for Chittenden County exceeds 31,000 calls annually. That’s about 85 calls or visits per day.

FACTS AND FINANCIALS

Howard Center Outcomes Report 2023 1 

FY23
OUTCOMES REPORT

7/1/2022 – 6/30/2023

FY23 Annual Impact and Outcomes Report 
JULY 1, 2022-JUNE 30, 2023  |  PLUS 2023 AGENCY HIGHLIGHTS

HOWARD CENTER’S GUIDE TO 

Programs and Resources

THIRD EDITION

  CELEBRATING 160 YEARS

SINCE 1865

CLIENT HANDBOOK
SIXTH EDITION

Suicide Prevention 
Across the Lifespan
A RESOURCE AND INFORMATION GUIDE

THIRD EDITION

SINCE 1865

H OWA R D  C E N T E R

TIPS FOR
PARENTS OF TEENS

Being a parent can be challenging. 
Th ankfully, there are many 

resources to turn to for help.

LOCAL RESOURCES

HOWARD CENTER MAIN PHONE INTAKE LINE
802-488-6000

CRISIS LINE 24/7/365
FIRST CALL FOR CHITTENDEN COUNTY

802-488-7777

Centerpoint Adolescent Treatment Services
www.centerpointservices.org – 802-488-7711

Northeast Family Institute
www.nfivermont.org – 802-658-0040

Spectrum Youth and Family Services
www.spectrumvt.org – 802-864-7423

Vermont 2-1-1
www.vermont211.org – 2-1-1

ONLINE RESOURCES
American Academy of Child and Adolescent Psychiatry

www.aacap.org
American Academy of Pediatrics

www.healthychildren.org
National Parent Helpline

www.nationalparenthelpline.org

Our mission is to help people and communities 
thrive by providing supports and services to 
address mental health, substance use, and 

developmental needs.

Help is here.

HOWARD CENTER HELPS
by providing: 

Crisis and counseling services 
for children, adolescents, adults, and families 

Counseling and medical services for people with 
substance use and mental health challenges

Support services for people with autism and 
intellectual disabilities, and their families

Educational support for children, 
youth, and young adults

Intensive services for people with serious 
and persistent mental health challenges

Community and professional education

Residential support to help people 
live independently

HELP  is what Howard Center 
off ers for the thousands of children, 

adults, and families we support.

EXAMPLE APPLICATIONS available for download at howardcenter.org
PUBLICATIONS
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EXAMPLE APPLICATIONS
POSTER TEMPLATE

Below left shows an example of the new logo incorporated into an event poster. To the right, various color options are available.

IDENTITY STYLE GUIDE
Example Applications_12

802-488-6000

HOWARDCENTER.ORG

Z   E’S
RACE
5K RUN/WALK & 1K FUN RUN FOR KIDS
SUNDAY, AUGUST 30, 2023 | OAKLEDGE PARK, BURLINGTON, 11 A.M.

   

REGISTRATION AND INFORMATION:

www.FirstGiving.com/HowardCenter

MAKING HOMES ACCESSIBLE
Benefits children and families who recieve support from 
Howard Center Developmental Services and need financial 
assistance to make their homes accessible.

802-488-6000

HOWARDCENTER.ORG

802-488-6000

HOWARDCENTER.ORG

802-488-6000

HOWARDCENTER.ORG

802-488-6000

HOWARDCENTER.ORG

802-488-6000

HOWARDCENTER.ORG

802-488-6000

HOWARDCENTER.ORG

COMMUNITY
EDUCATION 

AUTISM    
Anne Vernon, MA
MARCH 31, 2019 | 6:00 pm – 7:30 pm | DEALER.COM | 1 HOWARD STREET BURLINGTON

TRAUMA   
Beth Holden, MS, LCMHC, LADC and Kerry Stout, LICSW, LADC
APRIL 21, 2019 | 6:00 pm – 7:30 pm | DEALER.COM | 1 HOWARD STREET BURLINGTON

HEALING VOICES MOVIE AND PANEL    
APRIL 29, 2019 | 6:00 pm – 7:30 pm | LAKE AND COLLEGE BLACK BOX THEATER | 
60 LAKE STREET, BURLINGTON

SPRING

802-488-6000

howardcenter.org

SERIES
FREE AND OPEN TO THE PUBLIC

Howard Center presents

Registration not required.

SIX MYTHS AND FIVE SECRETS OF BETTER SLEEP    
Joseph Lasek, MD
MAY 19, 2019 | 6:00 pm – 7:30 pm | DEALER.COM | 1 HOWARD STREET BURLINGTON
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EXAMPLE APPLICATIONS
EXTERNAL SIGNAGE 

The new logo and tagline are shown on facility signage, again keeping things bold and clear.

IDENTITY STYLE GUIDE

k
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EXAMPLE APPLICATIONS
EXTERNAL SIGNAGE 

The new logo and tagline are shown on facility signage, again keeping things bold and clear.

IDENTITY STYLE GUIDE

k

Conference Center

24x6 122 pt Sanchez Bold

12x6
text = centered 

line 1: 70/74
line 2: 52/74

Killington Peak
Conference Room

12x6
text = centered 

line 1: 70/74
line 2: 52/74

Killington Peak
Conference Room

12x6
text = centered 

line 1: 70/74
line 2: 52/74

Killington Peak
Conference Room

12x6
text = centered 

line 1: 70/74
line 2: 52/74

Killington Peak
Conference Room

Conference 
Center

6x12
text = centered
51/69 

Please do not enter 
the building if you 

are feeling ill.

STOP

FOR EVERYONE’S WELL-BEING

No weapons or fi rearms
No drugs or alcohol

No smoking
No threatening behavior

ALLOWED ON PREMISES

75 San Remo Drive
BUILDING DIRECTORY

Chittenden Clinic
802-488-6450 Suite 101

Chittenden Clinic Offices
802-488-6450 Suite 201

Access & Intake
ARCh
Peer Support Services

802-488-6000

Suite 202

howardcenter.org

INTERNAL SIGNAGE
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EXAMPLE APPLICATIONS
APPAREL USAGE 

Branded apparel such as t-shirts or hats are examples where it may be appropriate to use the “HC Icon” version of the logo.

IDENTITY STYLE GUIDE



DIGITAL BRANDING  
AND SOCIAL MEDIA
To reinforce the Howard Center brand within the larger community, 
Howard Center branding is incorporated into all digital formats, such as 
our website, marketing materials, and social media. 

The organization maintains several social media channels, including 
Facebook, Instagram, LinkedIn, and YouTube. The Development and 
Communications team creates and monitors all social media outlets.

FOLLOW HOWARD CENTER ON OUR  
SOCIAL MEDIA CHANNELS:
• Facebook: facebook.com/HowardCenterVT

• Instagram: instagram.com/howardcentervt

• LinkedIn: linkedin.com/company/howardcenter

• YouTube: youtube.com/@HowardCenter

For a brief overview of Howard Center’s impact, view our short film, 
“Helping Our Community Thrive.” Learn how our services support 
mental health, substance use treatment, and developmental disabilities.

For more information about Howard Center or our brand  
guidelines, contact the Development and Communications Team  
at DevelopmentTeam@howardcenter.org or call 802-488-6912.

A Howard Center fi lmEXTERNAL BRAND GUIDELINES  | 17

Click here to view the film.

12/30/24

https://youtu.be/xWvIdg1gljI
https://youtu.be/xWvIdg1gljI

