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OUR BRAND

BRAND
POSITIONING

The University of Sydney’s brand

essence draws upon its reputation,

the quality and character of its
unique intellectual heritage, and
the value of the intense academic
exchange and the idea-driven
individuals it produces.

The University of Sydney’s brand
essence is defined as:

ACTIVE MINDS
A life of the mind is not an individual pursuit, nor does it occur
in an ivory tower. It is lived out actively and energetically in this
world, where intellectual rigour ignites passion and a belief in
what is possible.

Our legacy is one of liberation and transformation; of active
minds seeking the engagement of others; of original and
exceptional pursuits and competitive debate; of individuals
enabled to make their greatest contributions; of facing the
difficult questions in order to impact upon our world.

Such robust exchange of ideas is accountable to the
public good, and leads to better leaders, smarter solutions,
and richer lives.

|deas make a difference.

‘Active Minds’ is not a tagline for communications or an
advertising campaign. It is the shorthand description that we
use internally when we are talking about our brand essence.



3

OUR BRAND

BRAND VALUES

Our brand values articulate 01 LIBERATION 02 PERSISTENCE 03 TRANSFORMATION

what we believe in and stand

for as a University. When active minds are given the An active mind is inexhaustible and We encourage intellectual journeys
freedom to soar, the results benefit undaunted. not for their own sake, but rather to
us all. foster a new sense of purpose and

confidence.

04 OPPORTUNITY 05 COMMUNITY 06 DEBATE

We are a place that values ability and Great ideas have many owners. A vigorous give-and-take is exhilarating
passion over pedigree. We welcome Brilliance is evident from many angles.  — and makes good ideas even better.

all those with open minds, avid
curiosities, and a readiness to take on
big questions.

07 INGENUITY 08 COURAGE

We hold ourselves to the highest We tackle difficult questions because
standards of rigour and originality. we have the resilience to face the
Exceptional pursuits inspire. answers.
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OUR BRAND

BRAND
CHARACTER

Our character or personality 01 CHALLENGING 02 INTELLECTUAL CURIOSITY 03 CLASSIC

describes who we are and how
We share an infectious desire to We transcend trends. Because of

we present ourselves. We respectfully challenge each other,
and we courageously challenge the understand and a relentless passion the timeless nature of the Sydney
status quo. to create. experience, we have the foundation

needed to build ideas that endure.

04 TRUSTED 05 BOUNDLESS

We think, plan and act with the utmost ~ We are not limited by geography. We
integrity in our pursuit of great ideas do not conform to a single perspective.
for a better world. We will always seek new horizons.
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OUR IDENTITY

BRAND
ARCHITECTURE
DEFINITIONS

Brand architecture refers to how an
organisation categorises its core offer,
sub-brands, products and services

that function within it. The brand
architecture acts as a driver for synergy
and clarity across an organisation —

and plays a key role in defining the
organisation’s visual identity.

Our brand architecture has been
developed to meet the complex needs
of the University. It is not a ‘one-size
fits all’ approach. Degrees of similarity
and differentiation between the
masterbrand, masterbrand products
and services, sub-brands, brand
extensions and endorsed brands take
their cue from where each sits within
the brand architecture.

The objective is to present the University
and its component parts in a cohesive,
clear manner. This will be achieved

by significantly reducing the number

of secondary logos used throughout

the University, and by ensuring that
relationships between entities and the
University are clearly indicated.

Masterbrand Products
and Services

This is the core of the brand architecture. It is the sum
total of everything the University does and has to offer,
including what makes us unique. This tier includes activities
and services where there is no perceived difference from
the masterbrand, such as Campus Infrastructure Services,
Financial Services, and Student Services.

These are activities and services core to the purpose of

the University, teaching and research, but targeted to

a specific external audience. Our faculties fall into this
category. Although the activities of our faculties represent
the core purpose of the University, they each have a need to

communicate to and be identified by their specific audiences.

The mutual benefit of the association for both the University
and the sub-brand is high.

Sub-brands use the masterbrand logo - they do not have
their own logos. They use the sub-brand templates and
chosen colour when developing their communications
materials. Sub-brands use University stationery templates,
and have a ‘sydney.edu.edu’ URL and first.lastname@sydney.
edu.au email address.

These are services and activities that are legally controlled
by the University, but are further removed from the core
purpose of teaching and research. Brand extensions extend
the University’s offer to a broader audience, and rely on its
endorsement.

Brand extensions use the masterbrand logo - they do
not have their own logos. They use the brand extension
templates, and allocated colour when developing

These activities use the masterbrand logo - they do not
have their own logos. They use the masterbrand templates
and colour palette when developing their communications
materials. These units use University stationery templates,
and have a ‘sydney.edu.edu’ URL and first.lastname@sydney.
edu.au email address.

Visually, sub-brand templates are very similar to masterbrand
templates signalling that sub-brands are very close to

the core purpose of the University. Units that are within

a faculty, such as schools, departments, disciplines and
research centres also use the sub-brand templates and use
the colour of their faculty, to demonstrate they come under
the umbrella of the faculty.

There is provision in all sub-brand templates to include the
faculty name in a prominent position. There is also provision
for a faculty name to be included in addition to the name
of one of their schools, units or centres, etc, producing
communications material. This is a decision for the faculty.

communications materials. Brand extensions use University
stationery templates, and have a ‘sydney.edu.edu’ URL and
first.lastname@sydney.edu.au email address.

The brand extension templates vary somewhat from the
masterbrand and sub-brand templates to show that although
they are part of the University, they are a little further
removed from its core purpose.

Endorsed Brands

These are services and activities that are legally controlled
by the University, but are not connected to its core purpose
and operate beyond the market space of the University. In
addition, the mutual benefit of the association for both the
endorsed brand and the University is lower than for other
tiers.

Endorsed brands have their own logo and identity,

therefore they do not use the University’s templates in their
communications. Some form of endorsement or reference to
the University should be included to ensure the relationship

is clearly communicated, eg use of the masterbrand logo
with a description of the relationship to the University. The
appropriate form of endorsement will be determined on a
case by case basis.

Endorsed brands use their own stationery, brochure, banner,
website etc designs, but may include the University's agreed
form of endorsement in a secondary position. They may have
their own URL if required, although a ‘sydney.edu.au’” URL
can be used with permission (assessed on a case by case
basis).
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OUR IDENTITY

LOGO
MASTERBRAND
LOGO

The University of Sydney logo consists of
two elements: the shield and the University of
Sydney wordmark.

Both elements have been visually updated to create
a new, modern logo. The stylised shield and the
contemporary serif typeface reinforce our history
and origins and nod to the now.

The logo should be seen as a complete unit, with
the shield and wordmark always appearing together.

Only the logo artwork files can be used, including for
mono and mono-reverse applications. Logo artwork
files have been created for all logo uses, and must not
be created.

The logo should not be redrawn, digitally manipulated
or altered. The following guidelines covering colour,
minimum size and clear space must be used when
applying the logo.

PRIMARY LOGO CONFIGURATION

The primary logo is a principal
element of the University of
Sydney visual identity system.
It should be favoured and used,
in this configuration, wherever
possible.

SECONDARY LOGO
CONFIGURATIONS
Stacked & Horizontal

To allow for flexibility in use
and application, two other logo
treatments have been created:
stacked and horizontal. They
should only be used where
message space and format
considerations demand it.

Stacked

The stacked logo should only be
used in vertically oriented, long
and thin applications.

Horizontal

The horizontal logo should
only be used in exaggerated
horizontal oriented spaces
and applications.

Secondary Logo - Stacked

=

¥

THE UNIVERSITY OF

SYDNEY

Secondary Logo - Horizontal

ki
e EE e
K|

THE UNIVERSITY OF SYDNEY



OUR IDENTITY

LOGO
COLOURS

The logo is available in PMS, CMYK, RGB and black
and white versions. When requesting the logo,
make sure you obtain the appropriate logo file for
your needs.

THE UNIVERSITY OF

SYDNEY

PMS (Pantone)

This provides the most true and accurate
printed representation of the brand
colours.

To print the PMS full colour logo, 3 spot
(PMS) colours are required.

These colours are ideal for
screen-printing, and high end offset
printing.

Pantone Coated CMYK
Colour Colour
codes (PMS) Breakdowns

PMS 186 CO M95 Y86 K4

PMS 647 C100 M56 YO K23

PMS 7408 C0 M25 Y100 KO
40% TINT CO M9 Y70 KO
PMS 7408

CMYK

Is also known as 4-colour and process.
This should be applied in digital print
applications and offset applications that
use 4-colour (CMYK) printing.

The CMYK colours are CMYK
breakdowns of the PMS brand colours.

Please ensure that the correct CMYK
coated and uncoated colour breakdowns
are used according to the appropriate
stock.

Uncoated CMYK
Colour
Breakdowns

C0O M100 Y99 K4
C100 M43 YO K16
C0O M25 Y100 KO

CO M9 Y70 KO

For all web and digital applications this

RGB Colour
Breakdowns

R206 G17 B38

R18 G65 B108

R249 G185 B44

R251 G205 B107

version should be applied.

The RGB colours are RGB breakdowns of

the PMS brand colours.

RGB breakdowns must not be used for

printed publications.
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OUR IDENTITY

LOGO
FULL COLOUR

WHEN TO USE
Wherever possible, including over light coloured
backgrounds and light photographs.

HOW TO USE
The logo colours should appear as they do in the file.

DO use the correct colours

=

B
I BE ¥
uE

THE UNIVERSITY OF

SYDNEY

DO NOT switch or substitute colours

VERSITY OF

SYDNEY

DO NOT screen back or tint

=)
*

TH IVERSITY OF

DO NOT apply to photographic
backgrounds with minimal contrast to logo
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LOGO
FULL COLOUR
REVERSE

WHEN TO USE
When the logo is required to appear on a dark
background, whether solid colour or a full colour

photograph.

HOW TO USE

The shield elements must appear in its brand
colours, with the text appearing in white.

DO reverse out on dark backgrounds

THE UNIVERSITY OF

SYDNEY

DO NOT apply to colour backgrounds
with minimal contrast to logo

DO NOT apply white box behind
logo over photographic or colour
blockbackgrounds
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LOGO
BLACK AND
WHITE

BLACK (MONO)
WHEN TO USE
When full-colour printing is not available.

The logo will appear on a white/light background.

HOW TO USE

Elements of the logo to appear in black: “The
University of Sydney’, shield border, background of
the lion, cross, lines in the book.

WHITE (MONO REVERSE)
WHEN TO USE
When full-colour printing is not available

The logo will be reversed out of the black
background.

HOW TO USE

Elements of the logo to appear in white: “The
University of Sydney’, shield border, the lion,
background of the cross, stars, the book (incl
clasps).

NOTE: this is not a true reversed version of the
black logo. You will notice the variation in the
elements in each logo that should appear in white.
It is important you always use the appropriate logo
file for the background colour. Do not create your
own reverse logo artwork.

DO

DO

DO NOT use the logo in greyscale format. The mono logo format
should be used in all instances that require black & white printing.

THE UNIVERSITY OF

SYDNEY B aizens

*

DO NOT use the incorrect mono logo.

THE UNIVERSITY OF THE UNIVERSITY OF

SYDNEY
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LOGO
SINGLE COLOUR

Use of a single colour logo in colours other than black and white is

not encouraged for standard printing jobs. However there are some
instances where it may be necessary to use a single colour logo, for
example in some merchandise applications. Use of a single colour logo
requires approval from the Graphic Design Manager or the Brand Unit.
The examples below indicate how single colour logos should be used, if
approval has been granted.

SINGLE COLOUR DARK (MONO)
WHEN TO USE

When one colour only can be used and the logo will be darker than the
background. If you're not sure if the logo will be darker, it is likely there is
not enough contrast. The one colour light logo should be used instead.

HOW TO USE

Elements of the logo to appear in colour: “The University of Sydney’,
shield border, background of the lion, cross, lines in the book.

SINGLE COLOUR LIGHT (MONO REVERSED)
WHEN TO USE

When one colour only can be used and the logo will be lighter and
reversed out of the background.

HOW TO USE

Elements of the logo to appear in colour: “The University of Sydney’,
shield border, the lion, background of the cross, stars, the book
(incl clasps).

NOTE: this is not a true reversed version of the one colour dark logo.
You will notice the variation in the elements in each logo that should

appear in colour. It is important you obtain the correct logo file from
the Graphic Design Manager.

DO

DO

THE UNIVERSITY OF

SYDNEY

THE UNIVERSITY OF

DO NOT
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LOGO
ON GLASS
ETCHING

When the logo is blast-etched on
glass, it should appear like this:

MONO REVERSED LOGO FILE
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LOGO
ON METAL

When used on metal, the logo
should appear like this.

When selecting the appropriate
logo file to use, consideration
must be given to whether the
finished effect of the logo will be
either darker or lighter than the
background.

LOGO
ON LEATHER

When using an embossed logo on
leather, the logo should appear
like this.

THE UNIVERSITY OF

SYDNEY

MONO LOGO FILE

The image above is an example of a colour
infill after laser engraving, which is available
for some metals. This is also appropriate for
screen printing or vinyl application.

MONO LOGO FILE

MONO LOGO FILE

The image above is an example of when the
etching appears darker than the untouched
surface. Recommended for brushed steel.

MONO REVERSED LOGO FILE

The image above is an example of when the
etching appears lighter than the untouched
surface. Recommended for polished steel.
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OUR IDENTITY

LOGO
MINIMUM SIZE

For optimum legibility, the University of Sydney
logos should not be used smaller than indicated
in the minimum size guidelines below.

PRIMARY LOGO Ve
%. %
The print application minimum size for = THE UNIVERSITY OF

the primary logo is 32mm wide. *;E*gg* SYDNEY

H*
The online application minimum size for
the primary logo is 140 pixels wide.
Online - 140 px
Print - 32mm
SECONDARY LOGO
Stacked %
The print application minimum size for 1
the stacked logo is 20mm wide. *Ef*
The online application minimum size for
the stacked logo is 85 pixels wide. THE UNIVERSITY OF

SYDNEY

Online - 85 px

Print - 20mm
SECONDARY LOGO
Horizontal
The print application minimum size for the *EIE* THE UNIVERSITY OF SYDNEY
horizontal logo is 55mm wide.
The online application minimum size for
the horizontal logo is 220 pixels wide. ‘

Online - 220 px
Print - 55mm

CLEARSPACE

To ensure that the University of Sydney logo has presence, always
ensure that no communication element encroaches within the indicated
clearspace. This includes graphic devices and copy.

In all logo versions, the minimum area of clear space surrounding the
logo is the height of the word ‘SYDNEY".

PRIMARY LOGO

The clearspace for the primary logo
version is the height of the word
‘SYDNEY".

CLEARSPACE=
HEIGHT OF SYDNEY

SECONDARY LOGO
Stacked
The clearspace for the stacked logo

version is the height of the word
‘SYDNEY".

CLEARSPACE=
HEIGHT OF SYDNEY

SECONDARY LOGO
Horizontal
The clearspace for the horizontal

logo version is the height of the word
SYDNEY.

THE UNIVERSITY OF

*éa:&* SY Y

SYDNEY

=5 THE UNIVERSITY OF

CLEARSPACE=
HEIGHT OF SYDNEY
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OUR IDENTITY

LOGO

UNACCEPTABLE
LOGO TREATMENTS

Preserving logo integrity is vitally important.
Always use the logo as originally intended,
in accordance with approved design and

configuration principles.

The logo should not be redrawn, digitally
manipulated or altered. The examples below
show the logo in colour and configuration
treatments and with manipulations and
‘tweaks’ that are unacceptable.

Shield and Wordmark

Unacceptable
Colour Usage

DO NOT use the shield or wordmark on
its own

THE UNINERSITY OF

SYDNEY

DO NOT use the logo in greyscale format.
The mono logo format should be used in all

instances that require black & white printing.

THEQWTVERSITY OF
oo SYRNEY

Unacceptable
Colour Treatments

Unacceptable
Background Applications

Unacceptable
Configurations

DO NOT screen back or tint

1LY 4

FIRNNEY

DO NOT apply to colour backgrounds
with minimal contrast to logo

THEUNIVERSITY OF

SYDNEY

DO NOT apply to photographic
backgrounds with minimal contrast to logo

1

@.t THEMNIVERSITY OF

# o8 SYDNEY

*

'l'l
Ii

DO NOT re-configure.
Elements are not to be manipulated

THE UNIVERSITY OF ER

SYDNEY

DO NOT use low resolution or
scanned versions of the logo

HIVERSITY OF

oo SXDNEY

DO NOT distort. The logo should
never be compressed, expanded or
skewed.

“- THE UNIVERSITY OF

ey SXDNEY

DO NOT add other elements to the
logo

THE UNIVERSITY OF

SYDNEY

DO NOT apply white box behind logo
over photographic or colour block
backgrounds

DO NOT re-size individual elements

&'5-1 THE UNLVERSITY OF

* SYDNEY

DO NOT substitute fonts

B2 SHE'UNIVERSITY OF

2y SYDNEY

#*

e

DO NOT use incomplete logo, the
logo must be used in it's entirety

=
iy SYDNEY

*
DO NOT create sponsorship logos

- . Macquarie Dictionary
THE UNIVERSITY OF

iy SYDNEY

*
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OUR IDENTITY

LOGO
SPONSORSHIP
MASTERBRAND

The University of Sydney initiates, supports

and collaborates on valuable sponsorships. It

is important that we correctly attribute and
communicate the extent of our involvement.

The sponsorship logo versions you see below offer
a range of phrases to describe varying degrees

of involvement.

The use of a sponsorship logo requires approval
each time it is to be used.

By nature of a sponsorship, sponsorship logos
are used on third party collateral to indicate the
University’s involvement. As a rule, sponsorship
logos are not used on University collateral.

EXAMPLES OF SPONSORSHIP LOGOS

Major Sponsor Brought To You By
MAJOR SPONSOR

% THE UNIVERSITY OF

axy SYDNEY

Proudly Supported By A Collaboration With
PROUDLY SUPPORTED BY

% THE UNIVERSITY OF

arey SYDNEY

Another Project From
ANOTHER PROJECT FROM

% THE UNIVERSITY OF

oy SYDNEY

»*
Sponsorship logo clearspace Sponsorship logo minimum size
The clearspace for all sponsorship logos The minimum size for sponsorship logos
is the height of the word ‘SYDNEY". is measured by the minimum width of the

primary logo component.

The print application minimum size for
the primary logo is 32mm wide.

MAJOR SPONSOR The online application minimum size for
the primary logo is 140 pixels wide.

= THE UNIVERSITY OF

¥ EE ¥ SY & Y

H

CLEARSPACE=
HEIGHT OF SYDNEY

BROUGHT TO YOU BY

s THE UNIVERSITY OF

an SYDNEY

A COLLABORATION WITH

a* THE UNIVERSITY OF

arry SYDNEY

MAJOR SPONSOR
THE UNIVERSITY OF

o SYDNEY
| |

Online - 140 px
Print - 32mm
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OUR IDENTITY

LOGO
SPONSORSHIP = SUB-BRAND AND
BRAND EXTENSION

In some instances, specific University of Sydney faculties,

EXAMPLES OF SPONSORSHIP LOGOS

research centres and foundations, may require to state an ISponsorship MAJOR SPONSOR

association with the masterbrand logo for sponsorship purposes. °%° = THE UNIVERSITY OF

The use of a sponsorship logo requires approval each time it *E"‘Eg* SYDNEY

is to be used, and can only be created by the Graphic Design s

Manager. Sponsorship logos are used on third party collateral to FACULTY OF
PHARMACY

indicate the unit’'s involvement. As a rule, sponsorship logos are
not used on University collateral.

M | N | M U I\/I S | Z E Sponsorship logo minimum size
MAJOR SPONSOR

The minimum size for sponsorship logos

is measured by the minimum width of the @5)

. - , primary 1ogo component. - r&d THE UNIVERSITY OF

For optimum legibility, the sponsorship logo iy SYDNEY
. The print application minimum size for T

should not be used smaller than the minimum the primary logo is 32mm wide. FACULTY OF

size indicated. The online application minimum size for PHARMACY

the primary logo is 140 pixels wide.

Online - 140 px
Print - 32mm

Sub-brand and brand extension

sponsorship logo clearspace
C L E A R S PAC E The clearspace for all sponsorship logos MAJOR SPONSOR

is the height of the word ‘SYDNEY" ,@5)" THE UNIVERSITY OF
i i CLEARSPACE=
To ensure that the University of Sydney Iggo 'has *éa*sé* SY \ EY CLEARSPACE-
presence, always ensure that no communication *
element encroaches within the indicated clearspace. FACULTY OF

In all logo instances, the minimum area of clear PHARMACY

space surrounding the logo is the height of the
word ‘SYDNEY".
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OUR IDENTITY

TYPOGRAPHY
PRIMARY TYPEFACE

REPLICA IS ...................................................................................................................................................................................................
OUR PRIMARY S ABCDEFG

set in Replica Std Light.

TYPEFACE HIJKLMNOP
FOR PRINT. QRSTUVWXYZ

being reversed out of a solid
. . _ ) colour can be set in Replica
Replica is a distinct and modern san serif typeface Std Regular or Replica Std

that expresses simplicity, intelligence and we a b C d efg h ij k I m n

confidence. A contemporary typeface, Replica

offers excellent readability both in small and large t

applications, making it an appropriate choice Op q rS u V nyz

for the University’'s wide variety of applications

and needs. It can be set in both uppercase and 1 2 3 4 5 6 7 8 9 O |

sentence case, providing great flexibility in its use. .

For the sake of consistency and easy recognition O /\ *

Replica should be used in all University of Sydney @ O

print applications. s ?
+ - —_— { } [ ] . y < >’ L /

[ ]



OUR IDENTITY

TYPOGRAPHY
SUPPORT TYPEFACE

ARIAL i
SUPPORT | ____ _ABCDEFG

text will st set in Ari

tvpef o HIJKLMNOP
—— "QRSTUVWXYZ
eing revers ut soli

To allow for flexibility in use and application, Bod | oo st b d f h - k I

Arial should be used as our website type and a C e g IJ I I l n

in Microsoft Word processing, PowerPoint

g’;zlliicéztiignnsoir;?l/;o”r;grlweo.tional print items where O p q rS tu V nyz
1234567890!

@#$%"&()_
+-_{}[]'”!,<>’ 2/
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OUR IDENTITY

COLOUR PALETTE
MASTERBRAND

PMS 186

PMS 647

PMS 7408

PMS 120

COLOUR PALETTE
BRAND EXTENSION

PMS 7468

PMS 5115

MASTERBRAND
RED

MASTERBRAND
BLUE

MASTERBRAND
YELLOW

MASTERBRAND SUPPORT
YELLOW

CENTRE FOR CONTINUING
EDUCATION

ART GALLERY
NICHOLSON MUSEUM
MACLEAY MUSEUM

COATED CMYK
C94 M16 Y7

K28

COATED CMYK
C75 M100 Y65

K20

COATED CMYK
CO M100 Y81 K4

COATED CMYK
C100 M56 YO K23

COATED CMYK
C0O M25 Y100 KO

COATED CMYK
CO M6 Y60 KO

UNCOATED CMYK
CO M100 Y99 K4

UNCOATED CMYK
C100 M43 YO K16

UNCOATED CMYK
C0O M25 Y100 KO

UNCOATED CMYK
CO M6 Y60 KO

UNCOATED CMYK  RGB
C100 M15 Y2 K32

UNCOATED CMYK  RGB
C75 M100 Y75 K5

RO G102 B153

R54 G29 B47

RGB
R206 G17 B38

RGB
R18 G65 B108

RGB
R249 G183 B44

RGB
R251 G205 B107

COLOUR PALETTE
SUB-BRAND

PMS 378

PMS 631

PMS 382

PMS 295

PMS 322

PMS 2925

PMS 326

PMS 2627

PMS 2627

PMS 2627

PMS 652

PMS 647

PMS 158

PMS 152

PMS 7408

PMS 1955

PMS 390

AGRICULTURE AND
ENVIRONMENT

ARTS & SOCIAL SCIENCES

ARCHITECTURE, DESIGN
& PLANNING

BUSINESS SCHOOL
EDUCATION & SOCIAL

WORK

ENGINEERING &
INFORMATION
TECHNOLOGIES

HEALTH SCIENCES

DENTISTRY

MEDICINE

NURSING

PHARMACY

SCIENCE

SYDNEY COLLEGE
OF THE ARTS

VETERINARY SCIENCE

COATED CMYK
C43 M13 Y98 K62

COATED CMYK
C70 MO Y15 KO

COATED CMYK
C25 MO Y95 KO

COATED CMYK
C100 M68 Y8 K52

COATED CMYK
C95 M10 Y35 K30

COATED CMYK
C84 M20 YO KO

COATED CMYK
C85 MO Y35 KO

COATED CMYK
C85 M100 Y5 K35

COATED CMYK
C85 M100 Y5 K35

COATED CMYK
C85 M100 Y5 K35

COATED CMYK
C50 M25 YO K10

COATED CMYK
C100 M56 YO K23

COATED CMYK
CO M65 Y95 KO

COATED CMYK
CO M55 Y100 KO

COATED CMYK
CO M25 Y100 KO

COATED CMYK
C5 M100 Y55 K35

COATED CMYK
C25 MO Y95 Kb

UNCOATED CMYK
C40 M10 Y90 K60

UNCOATED CMYK
C70 MO Y15 KO

UNCOATED CMYK
C30 MO Y95 KO

UNCOATED CMYK
C99 M51Y8 K36

UNCOATED CMYK
C95 M10 Y35 K30

UNCOATED CMYK
C84 M20 YO KO

UNCOATED CMYK
C85 MO Y35 KO

UNCOATED CMYK
C80 M100 Y5 K20

UNCOATED CMYK
C80 M100 Y5 K20

UNCOATED CMYK
C80 M100 Y5 K20

UNCOATED CMYK
C45 M20 YO K20

UNCOATED CMYK
C100 M43 YO K16

UNCOATED CMYK
CO M60 Y95 KO

UNCOATED CMYK
CO M50 Y100 Kb

UNCOATED CMYK
CO M25 Y100 KO

UNCOATED CMYK
CO M100 Y55 K30

UNCOATED CMYK
C28 MO Y100 K5

RGB
R62 G87 B18

RGB
R60 G182 B206

RGB
R190 G214 BO

RGB
RO G47 B95

RGB
RO G109 B116

RGB
RO G152 B219

RGB
RO G178 B169

RGB
R66 G20 B95

RGB
R66 G20 B95

RGB
R66 G20 B95

RGB
R112 G144 B183

RGB
R18 G65 B108

RGB
R227 G114 B34

RGB
R220 G126 BO

RGB
R249 G183 B44

RGB
R141 G27 B61

RGB
R182 G191 BO
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

AGRICULTURE AND
ENVIRONMENT

PMS378

50%

75%

100%

TYPE CAN BE SET IN .
WHITE ON 50% TINT |
OR

MAIN HEADING

Type can be set in
white on /5% tint

Type can be set in
white on 100%

MAIN HEADING

Ad fac telusquem.
Maet rem Patra,
cupio cons abus
inclut grae consid
niturs abessignaris
liam num in se
popopuloca oculest
erficaectus, utum
dem sulius dit vivit;
hebatrartus vigit,
ommoliusque mortes
idi, condum in tandam
dit id sultorbit,

ublicerure, post fatis,

unum aciae consign
ossedi patis; num orei
tuium dem maximihil.

SUB HEADING 1
sub

SUB HEADING 1
Sub head 2

nec pat eget nec
velit. ot vt luctus urna, eget
tempor tempor
SUB HEADING 1 SUB HEADING 1
Sub head 2 Sub head 2
velit. et velt. uctus urna, eget
tempor tempor
SUB HEADING 1 SUB HEADING 1
Sub head 2 Sub head 2
L
eget et luctus urna. eget

velit.
ter

mpor urna omare sit amet.

SUB HEADING 1

[
tempor urna omare sit amet.

SUB HEADING 1
Sub head 2

ub h
pategetnec L volutpat eget nec
it ot v, luctus urna, eget
tempor tempor
SUB HEADING 1 SUB HEADING 1
Sub head 2 b head 2

velit,

tempor

vel, luctus urna, eget

tempor

20% tint for information page
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

ARTS & SOCIAL SCIENCES

PMS631

50%

TYPE CAN BE SET IN -
W H I T E O N 50% T I N T MAIN HEADING MAIN HEADING
OR ool M

nec pat eget nec

i velit. jet velit, luctus urna, eget.
cupio cons abus. e e
inclut grae consid
niturs abessignaris  qureass cooman
liam num in se 2 = i
3 et lotus urna.
popopuloca oculest o y e SRt
erficaectus, utum
" N - SUB HEADING 1 'SUB HEADING 1
dem sulius dit Vivit;  suphead2 Sub head 2
hebatrartus vigit, ¢
€ Vet get vt luctus urns, eget
ommoliusque Mortes  tempor amet. por
'd_l' _condum I_n tandam SUB HEADING 1 SUB HEADING 1
dit id sultorbit, Sub head 2 Subhead 2
i i eget nec L volutpat eget nec.
ublicerure, post fatis, I - e
unum aciae consign  temper tempor
ossedi patis; NUM Orel g yeanc SUB HEADING 1
tuium dem maximihil. ~ Subhead 2
Vel ot vt luctus urna, eget
tempor ; tempor

75%

Type can be set in
white on /5% tint

or

100% Type can be set in 20% tint for information page
white on 100% :
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

ARCHITECTURE,
DESIGN & PLANNING

PMS382

50%

75%

100%

TYPE CAN BE SET
IN 90% BLACK
ON 50% TINT

Type can be set in 90%
black on 75% tint

Type can be set in
90% black on 100%

Ad fac telusquem.
Maet rem Patra,
cupio cons abus
inclut grae consid
niturs abessignaris
liam num in se
popopuloca oculest
erficaectus, utum
dem sulius dit vivit;
hebatrartus vigit,
ommoliusque mortes
idi, condum in tandam
dit id sultorbit,
ublicerure, post fatis,
unum aciae consign
ossedi patis; num orei
tuium dem maximihil.

4 0 tokoguem. Mostrom Paa,cup cons bus
Il g1 cons

o candum 1 tandam dit id sutorbit, ubloerure, pos

Sub head 2
Lacus acoumsan volutpat eget nec
velit. Donec vehicula utus urma, eget
tempor urna omare it amet.

Sub head 2
Lacus accumsan volutpat eget nec
velit, Donec vehicula lctus ma, eget
tempor urna ormare sit amet.

Sub head 2
Lacus accumsan volutpat eget nec
velit. Donec vehicula luctus s, eget
tempor urna ornare sit amet.

Sub head 2
Lacus accumsan volutpat eget nec
velit. Donec vehicula uctus urma, eget
tempor urna ormare sit amet.

Sub head 2
Lacus accumnsan volutpat eget nec
velit, Donec vehicula luctus uma, eget
tempor urna ormare sit amet.

Sub head 2
Lacus acoumsan volutpat eget nec.
velit, Donec vehicula luctus ura, eget
tempor urna omare sit amet.

Sub head 2
Lacus accumsen volutpat eget nec
velit, Donec vehicula luctus ura, eget
tempor urna ormare sit amet.

Sub head 2
Lacus acoumsan volutpat eget nec
velit, Donec vehicula luctus ura, eget
tempor urna orare sit amet.

Sub head 2
Lacus acoumsan volutpat eget nec.
velit, Dones vehicula luctus urna, eget
tempor urna omare sit amet.

Sub head 2
Lacus acoumsan volutpat eget nec.
velit, Donec vehicula luctus ura, eget
tempor urna ormare st amet.

25% tint for information page
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

BUSINESS SCHOOL

PMS295

50%

75%

100%

TYPE CAN BE
SET IN WHITE
ON 50% TINT

Type can be set in
white on /5% tint

Type can be set in
white on 100%

MAIN HEADING

MAIN HEADING

Ad fac telusquem.
Maet rem Patra,
cupio cons abus
inclut grae consid
niturs abessignaris
liam num in se
popopuloca oculest
erficaectus, utum
dem sulius dit vivit;
hebatrartus vigit,
ommoliusque mortes
idi, condum in tandam
dit id sultorbit,
ublicerure, post fatis,
unum aciae consign
ossedi patis; num orei
tuium dem maximihil.

o ok Mt rom Pota, up cors s

SUB HEADING 1

SUB HEADING 1

Sub head 2 Sub head 2
Lacus acoumsan volutpat egetnec  Lacus accumsan volutpat eget nec.
velit. vel, luctus urna, eget
tempor tempor

SUB HEADING 1 SUB HEADING 1

Sub head 2 Sub head 2

velit. et v, luctus rna, eget
tempor tempor

SUB HEADING 1 SUB HEADING 1

Sub head 2 Sub head 2

L L

velit. eget et luctus urna. eget

tempor urna omare sit amet.

SUB HEADING 1
Sub head 2

Lacus accumsan volutpat eget nec.
velit. Donec vehioula luctus urna, eget
tempor

tempor urna omare sit amet.

SUB HEADING 1
Sub head 2

Lacus acoumsan volutpat eget nec.
velit, Dones vehicula luctus urna, eget

SUB HEADING 1

tempor

SUB HEADING 1

Sub head 2 Sub head 2
i L

velit. et vt uctus urna, eget
tempor tempor

20% tint for information page
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

EDUCATION & SOCIAL WORK

PMS322

50%

TYPE CAN BE SET IN .
W H I T E O N 50% T I N T MAIN HEADING MAIN HEADING
O R Ad fac telusquem. L L

Maet rem Patra, eget nec L Volutpat eget nec
cupio cons abus o S TG
inclut grae consid

niturs abessignaris  gu s o

liam num in se o e '

3 et otus urna.
popopuloca oculest o ! s SRt
erficaectus, utum

" N - SUB HEADING 1 'SUB HEADING 1
dem sulius dit ViVit;  suphesd2 Sub head 2.
hebatrartus vigit, ¢
€ velt. get vt luctus urns, eget
ommoliusque MOrtes  tempor urna orare sit ame. tempor urna ornare st amet.
'd_l' _condum I_n tandam SUB HEADING 1 SUB HEADING 1
dit id sultorbit, Sub head 2 Subhead 2

h " potegetnec L volutpat get nec
Ubllcerurg, post f_at's' Velit, Donec vehicula luctus s, aget  veit, Donec vehicula luctus urna, eget
unum aciae consign tempor

ossedi patis; NUM Orei  syg eaping 1 SUB HEADING 1
tuium dem maximihil. ~ Subhead 2 Subhesd 2
Vel ot vt luotus urne, eget

tempor 5 tempor

75%

Type can be set in
white on /5% tint

100% Type can be set in 20% tint for information page
white on 100% :
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

ENGINEERING & INFORMATION
TECHNOLOGIES

PMS2925

50%

TYPE CAN BE SET IN .
WHITE ON 50% TINT
O R Ad ao tousquem. gz

head 2
Maet rem Patra, nec. L pat eget nec

cupio cons abus ol D S Noe oot
inclut grae consid

; eyt SUB HEADING 1 SUB HEADH
Irlnturs abessignaris gy eaa Subhead 2

iam num in se u

velt. et vt luctus urna, oget

popopuloca oculest o tompor
erﬁCaeCtuS, utum SUB HEADING 1 UB HE/
dem sulius dit vivit; head 2 ub

hebatrartus vigit, Loau
ommoliusque MOrtes  tempor umna orare sit ame
idi, condum in tandam _,
dit id sultorbit,
ublicerure, post fatis,
unum aciae consign  tem
ossedi patis; NUM Orei <yg peapia SUB HEADING 1
tuium dem maximihil. ~ Subhead 2 Sl

velit, et velt. uctus rna, eget
tempor 5 tempor

75%

Type can be set in
white on /5% tint

or

100% Type can be set in 20% tint for information page
white on 100% :
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

HEALTH SCIENCES

PMS326

50%

TYPE CAN BE SET IN .
W H I T E O N 50% T I N T MAIN HEADING MAIN HEADING
O R Ad fac telusquem. L Sy

Maet rem Patra, tpat eget nec L pat eget nec
cupio cons abus o S e
inclut grae consid
niturs abessignaris  qu s oo
liam num in se = L 2
popopuloca oculest e Y e
erficaectus, utum
" N - SUB HEADING 1 'SUB HEADING 1
dem sulius dit vivit; Sub head 2 Sub head 2
hebatrartus vigit, Lo L o
ommoliusque Mortes  tempo por
Id" .COndUm In tandam SUB HEADING 1 SUB HEADING 1
dit id sultorbit,
ublicerure, post fatis, . o & e
unum aciae consign mpor tempor
ossedi patis; NUM Orei g yeapie SUB HEADING 1
tuium dem maximihil. ~ Subhead 2
Vel ot vt o
tempor : tempor

75%

Type can be set in
white on /5% tint

or

100% Type can be set in 25% tint for information page
white on 100% :
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

DENTISTRY
MEDICINE &
NURSING

PMS2627

50%

TYPE CAN BE
SET IN WHITE
ON 50% TINT

GAE T\ pe can be set in

white on /5% tint

100% Type can be set in
white on 100%

MAIN HEADING

MAIN HEADING

Ad fac telusquem.
Maet rem Patra,
cupio cons abus
inclut grae consid
niturs abessignaris
liam num in se
popopuloca oculest
erficaectus, utum
dem sulius dit vivit;
hebatrartus vigit,
ommoliusque mortes
idi, condum in tandam
dit id sultorbit,
ublicerure, post fatis,
unum aciae consign
ossedi patis; num orei
tuium dem maximihil.

o ok Mt rom Pota, up cors s

SUB HEADING 1
Sub head 2

SUB HEADING 1

Sub head 2

Lacus acoumsan volutpat egetnec  Lacus accumsan volutpat eget nec.
vel, Iuctus urna, eget
tempor

velit.
tempor

SUB HEADING 1

SUB HEADING 1

Sub head 2 Sub head 2
velit. et velt. uctus rna, eget
tempor tempor

SUB HEADING 1 SUB HEADING 1

Sub head 2 Sub head 2

L L

velit. eget  velt. luctus urna, eget

tempor urna omare sit amet.

SUB HEADING 1
Sub head 2

Lacus accumsan volutpat eget nec.
velit. Donec vehioula luctus urna, eget
tempor

tempor urna omare sit amet.

SUB HEADING 1
Sub head 2

Lacus acoumsan volutpat eget nec.
velit, Dones vehicula luctus urna, eget

SUB HEADING 1

tempor

SUB HEADING 1

Sub head 2 Sub head 2
i L

velit. et v, luctus urna, eget
tempor tempor

20% tint for information page
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

PHARMACY

PMS652

50%

TYPE CAN BE SET IN .
WHITE ON 50% TINT
O R Ad fac telusquem. L SR

Maet rem Patra,
cupio cons abus — S =
inclut grae consid

niturs abessignaris e meds e
liam num in se ey N et
popopuloca oculest e S
erﬁcaeqtus, .Utu."? SUB HEADING 1 SUB HEADING 1
dem sulius dit Vivit;  suphead2 Sub head 2.
hebatrgrtus vigit, = 5 oo oget
ommoliusque Mortes  tempo por
ld_'- _condum in tandam e SUB HEADING 1
dit id sultorbit,
ublicerure, post fatis, " e & &
unum aciae consign mpor por
ossedi patis; NUM Orei s easie SUB HEADING 1
tuium dem maximihil. ~ Subhead 2
Vel ot vt o

tempor tempor

75%

Type can be set in
white on 75% tint

or

100% Type can be set in 30% tint for information page
white on 100% :
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

LAW

PMS647

50%

75%

100%

TYPE CAN BE
SET IN WHITE
ON 50% TINT

Type can be set in
white on /5% tint

Type can be set in
white on 100%

MAIN HEADING

MAIN HEADING

Ad fac telusquem.
Maet rem Patra,
cupio cons abus
inclut grae consid
niturs abessignaris
liam num in se
popopuloca oculest
erficaectus, utum
dem sulius dit vivit;
hebatrartus vigit,
ommoliusque mortes
idi, condum in tandam
dit id sultorbit,
ublicerure, post fatis,
unum aciae consign
ossedi patis; num orei
tuium dem maximihil.

6 0 tokoguem. Mostrom P, cupo cons sbus
Il 19 conserurs sssiners am um n o

SUB HEADING 1

SUB HEADING 1
Sub head 2

egetnec L volutpat eget nec
velit. vel, luctus urna, eget
tempor tempor
SUB HEADING 1 SUB HEADING 1
Sub head 2 Sub head 2
velit. et velt, uctus rna, eget
tempor tempor
SUB HEADING 1 SUB HEADING 1
Sub head 2 Sub head 2
L
velit, eget et luctus urna. eget

tempor urna orare sit amet.

SUB HEADING 1
Sub head 2

tempor urna omare sit amet.

SUB HEADING 1
Sub head 2

eget nec
velit. Donec vehioula luctus urna, eget
tempor

volutpat eget nec
velit, Dones vehicula luctus urna, eget

SUB HEADING 1

SUB HEADING 1

Sub head 2 Sub head 2
velit. et v, luctus rna, eget
tempor tempor

20% tint for information page
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

SCIENCE

PMS158

50%

TYPE CAN BE SET IN T
W H I T E O N 50% T I N T MAIN HEADING MAIN HEADING
OR lpeseme Lwin o mE

nec pat eget nec

i velit. et velit, luctus urna, eget
cupio cons abus e e

75%

100%

Type can be set in
white on /5% tint

or

Type can be set in
white on 100%
or

inclut grae consid
niturs abessignaris

SUB HEADING 1

SUB HEADING 1

! > Sub head 2 Sub head 2
liam num in se = = i
3 ot lotus uma.
popopuloca oculest o e SRt
erficaectus, utum
" N - SUB HEADING 1 SUB HEADING 1

dem sulius dit Vivit;  suphesd2 Sub head 2
hebatrartus vigit, ¢

€ velt. get v, luctus urna, eget
ommoliusque Mortes  tempor amet. por

idi, condum in tandam
dit id sultorbit,
ublicerure, post fatis,
unum aciae consign
ossedi patis; num orei
tuium dem maximihil.

SUB HEADING 1
Sub head 2

SUB HEADING 1
Sub head 2

eget nec
velit.

volutpat eget nec
uctus ur

tempor

ot vl

ima, eget

SUB HEADING 1
Sub head 2

tempor

SUB HEADING 1

velit, et

vel, luctus urna, eget

tempor

tempor

20% tint for information page
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

SYDNEY COLLEGE OF THE ARTS

PMS152

50%

TYPE CAN BE SET IN .
W H I T E O N 50% T I N T MAIN HEADING MAIN HEADING
O R Ad fac telusquem. L5 s

Maet rem Patra, L volutpat eget nec
cupio cons abus el et vl P

tempor tempor

inclut grae consid
SUB HEADING 1 SUB HEADING 1

niturs abessignaris gy peadz St
liam num in se e L = 2
popopuloca oculest e e
erficaectus, utum

" N . SUB HEADING 1 'SUB HEADING 1
dem sulius dit vivit; Sub head 2 Sub head 2
hebatrartus vigit, Lo o C
ommoliusque Mortes  tempo por
Idl' .COndUm In tandam SUB HEADING 1 SUB HEADING 1
dit id sultorbit, b head 2

i ; eget nec L volutpat eget
ublicerure, post fatis, I o vt o
unum aciae consign mpor tempor
ossedi patis; NUM Orei ;. cupe SUB HEADING 1
tuium dem maximihil. ~ Subhead 2 b head 2
Vel ot vt o

tempor 5 tempor

75%

Type can be set in
white on /5% tint

or

100% Type can be set in 20% tint for information page
white on 100% :
or
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

SYDNEY CONSERVATORIUM
OF MUSIC

PMS7408

50%

70%

100%

TYPE CAN BE SET
IN 90% BLACK ON
50% TINT

Type can be set in 90%
black on 70% tint

Type can be set in
90% black on 100%

Ad fac telusquem.
Maet rem Patra,
cupio cons abus
inclut grae consid
niturs abessignaris
liam num in se
popopuloca oculest
erficaectus, utum
dem sulius dit vivit;
hebatrartus vigit,
ommoliusque mortes
idi, condum in tandam
dit id sultorbit,
ublicerure, post fatis,
unum aciae consign
ossedi patis; num orei
tuium dem maximihil.

4 0 ok Mostrom Paa,cup cons bus
I grasconae s shessrers o n 52
popoptioss ot rfcascus utum dem s
Gt Pebarartus vt ommolusce mortes

. cohm 1 a1 4 S, cnre, s

Sub head 2
Lacus acoumsan volutpat eget nec
velit, Donec vehicula luctus urma, eget
tempor urna omare it amet.

Sub head 2
Lacus accumsan volutpat eget nec.
velit. Donec vehicula letus rma, eget
tempor urna ormare sit amet.

Sub head 2
Lacus accumsan volutpat eget nec.
velit. Donec vehicula huctus s, eget
tempor urna ornare sit amet.

Sub head 2
Lacus accumsan volutpat eget nec
velit. Donec vehicula luctus urma, eget
tempor urna ormare sit amet.

Sub head 2
Lacus accumsan volutpat eget nec
velit. Donec vehicula luctus ma, eget
tempor urna ormare sit amet.

Sub head 2
Lacus acoumsan volutpat eget nec.
velit, Dones vehicula luctus ura, eget
tempor urna omare sit amet.

Sub head 2
Lacus accumsen volutpat eget nec
velit, Donec vehicula luctus ura, eget
tempor urna ormare sit amet.

Sub head 2
Lacus acoumsan volutpat eget nec
velit, Donec vehicula luctus ura, eget
tempor urna orare sit amet.

Sub head 2
Lacus acoumsan volutpat eget nec.
velit, Dones vehicula luctus urna, eget
tempor urna omare sit amet.

Sub head 2
Lacus acoumsan volutpat eget nec.
velit, Donec vehicula luctus ura, eget
tempor urna ormare st amet.

20% tint for information page
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

VETERINARY SCIENCE

PMS1955

50%

75%

100%

TYPE CAN BE SET IN
WHITE ON 50% TINT
OR

Type can be set in
white on /5% tint
or

Type can be set in
white on 100%

MAIN HEADING

MAIN HEADING

Ad fac telusquem.
Maet rem Patra,
cupio cons abus
inclut grae consid
niturs abessignaris
liam num in se
popopuloca oculest
erficaectus, utum
dem sulius dit vivit;
hebatrartus vigit,
ommoliusque mortes
idi, condum in tandam
dit id sultorbit,
ublicerure, post fatis,
unum aciae consign
ossedi patis; num orei
tuium dem maximihil.

o ok Mt rom Pota, up cors s

SUB HEADING 1
Sub head 2

SUB HEADING 1

Sub head 2

Lacus acoumsan volutpat egetnec  Lacus accumsan volutpat eget nec.
vel, luctus urna, eget
tempor

velit.
tempor

SUB HEADING 1

SUB HEADING 1

Sub head 2 Sub head 2
velit. et v, luctus rna, eget
tempor tempor

SUB HEADING 1 SUB HEADING 1

Sub head 2 Sub head 2

L L

velit. eget el luctus urna, eget

tempor urna omare sit amet.

SUB HEADING 1
Sub head 2

Lacus accumsan volutpat eget nec.
velit. Donec vehioula luctus urna, eget
tempor

tempor urna omare sit amet.

SUB HEADING 1
Sub head 2

Lacus acoumsan volutpat eget nec.
velit, Dones vehicula luctus urna, eget

SUB HEADING 1

tempor

SUB HEADING 1

Sub head 2 Sub head 2
i L

velit. et vt uctus urna, eget
tempor tempor

20% tint for information page
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OUR IDENTITY

TINT PALETTE
SUB-BRAND

SYDNEY TALENT

PMS390

50%
39

MAIN HEADING MAIN HEADING

SUB HEADING 1 SUB HEADING 1
Ad feo telusquem. (| e
Maet rem Patra, L
cupio cons abus pe S e
inclut grae consid
niturs abessignaris  qu sz cunoads
liam num in se = L 2
popopuloca oculest e e
erficaectus, utum

N N - SUB HEADING 1 'SUB HEADING 1
dem sulius dit Vivit;  supheas2 Sub head 2.
hebatrartus vigit, Lo I C
ommoliusque Mortes  tempo por
Idl' _condum In tandam SUB HEADING 1 SUB HEADING 1
dit id sultorbit, Sub head 2 Subhead 2
ublicerure, post fatis, . e e e
unum aciae consign mpor tempor
ossedi patis; nuM orei . ..., SUB HEADING 1
tuium dem maximihil. ~ Subhead 2 Subhesd 2

Vel ot v, o

tempor 5 tempor

75%

100% 25% tint for information page
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OUR IDENTITY

TINT PALETTE
BRAND EXTENSION

CENTRE FOR CONTINUING
EDUCATION

PMS7468

50%

75%

100%

TYPE CAN BE SET IN
WHITE ON 50% TINT
OR

Type can be set in
white on /5% tint

Type can be set in
white on 100%

40 i

MAIN
HEADING

Quamplium
occisseade
ndestores reaid
rheaid ndwd popubl
is busquit valicul
consus conum

atabem verse conside
oremus isgead uis.

Tacipisi verost

er accumsandit eugai, consenisim

ent aliquat.
‘conulput atiscidunt ullaore dolobore

dui tate digna ad tionull sorpercin er
n euguero odolore rostisit aliquip el
ullan ut accum ipisi tatem nim dolortio
conullandre diat

hendit adignim dolorper sequat. Ad
ming et um in hendiar ing ea commy
nim quismod tatum ametumm olortin

eu feuglatem dolorper atie magnis!
duipsum dignis aliscing eus etumsan u.

uscipis eummolore magnim nim dolor s
tat nos aliqui te commy nonumsandre

Ia feugait
vl dolortie e feugait alisseq uametum
ullaor ate euis ea at wissenit lore

dolorerit Feu eu

digna faci s
Tate conse deliqua metueros atuero
0d tetum volor seniat niat. Er accum

mincing eros ris nulput laor sisim delis.
Gait eugiame onullaore tie magna feuis
a0 exercila faci tem zzrilui tetum vel
ut wis ad estie vulput lortie exeratum
niatueriit augait wismole niametum dit
ea alisit aliqup ——doluptatum iniam

dolorestue
dolore venim ris eugat luterm fiquaterm
Ip ex ese mod tio dit nulluptatue fm
nostam lam. Go slemquerum senat. Mi
Vis. Gra i ses sum tela efacipte am is
facto vendam octus, sidius. Iverdius.

SECTION
HEADING

MAIN
HEADING

Quamplium
occisseade
ndestores reaid
rheaid ndwd popubl
is busquit valicul
consus conum

atabem verse conside
oremus isqead uis.

SUB HEADING 1

40

‘SUB HEADING 1

cae etemus,
horum inatude tractabensum terbem
publium in det vatus, vered Catilis con
amdi. al

Olut vivirmi labem
cae etemus,
horum inatude tractabensum terbem

publium in det vatus, vered Catils con
am di.

are 1

Jou \demunti, quis con tam

conseri
quis con tam

SUB HEADING 1
Olut vivirmi llabem pestrum nem hilnes

SUB HEADING 1
Olut viirmi labem pestrum nem hines.
temus,

terbem
publium in det vatus, vered Catis con
5 o
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TINT PALETTE
BRAND EXTENSION

ART GALLERY
NICHOLSON MUSEUM
MACLEAY MUSEUM

PMS5115

50%

75%

100%

TYPE CAN BE
SET IN WHITE
ON 50% TINT

Type can be set in
white on /5% tint

Type can be set in
white on 100%
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OUR IDENTITY

SHAPE OF THOUGHT e
CORE DESIGN ELEMENT

This is the University of Sydney
shape of thought.

It represents the flourishing of minds and

ideas. |t establishes the University as the
starting point for idea generation, research and
education. It's a magnetic and memorable visual
language celebrating ideas and where they
come from.

The shape of thought is a graphic device
unique to the University of Sydney that is used
throughout our marketing and communications
collateral.

It is comprised of the following elements:

— The masterbrand red box. This is used to
house the University logo and establishes
the genesis of the device.

— Up to 4 squares that gradually increase
in size and proportion.

— Solid colour, imagery and/or type can be
housed in the squares.

Masterbrand & THE UNIVERSITY OF

red box SYDNEY




a4

OUR IDENTITY

SHAPE OF THOUGHT Correct
CONSTRUCTION 3 et 3 squeres - Brand xtension

The squares can contain solid colour, imagery and/or type. Square 1

width
(Exact structure dependant on where communication piece —
fits in the brand architecture).

Square 1
width

While a selection of variations have been designed there are ]
a few simple rules that will help ensure the graphic device is 1 square Square 1

width
used appropriately and consistently: ,t—l

1. The shape of thought always appears with the
masterbrand red box followed by a square.
Up to 4 squares can used.

T) nusuve
SYDNEY

2. The masterbrand red box is fixed.
Do not change the colour, size or proportion. The full
colour reverse University primary logo is always to be used
when housed in the masterbrand red box.

3. The first square is built relative to the size and proportion
of the masterbrand red box. This square is always situated
bottom aligned to the base and left aligned to the mid

point of the masterbrand red box. Incorrect

Each square that subsequently follows should always
proportionally increase in size and be relative to the grid it
sits on.

4. The shape of thought is built vertically and upwards in size
order creating a staggered and fluid device

= SYDNEY

with the masterbrand red box always appearing in front.
As you build it, each box layer that follows should sit
underneath.

5. All shapes should overlap in smallest to largest size order |

Exact shape of thought construction aligns to the brand
architecture. Please refer to each application for guidelines
on how to apply the shape of thought.

T3] msveor
SYDNEY
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BRAND PHOTOGRAPHY

BRAND
PHOTOGRAPHY

Our photography is:

— Real and observational

— Warm and natural

— Engaging and thoughtful

— A sense of people, personalities and place

Our photography should not:

— Have big cheesy fake smiles if shooting people looking
directly into camera. The person and situation should
look natural.

— Contain scenes and actions which are obviously posed
or contrived

— Use distorted, stretched, skewed and irregular angled
compositions (do not photograph subjects from below
looking up, or above looking down, or shoot with the
camera on an angle)

— Be tricky. Avoid plays with depth of field, in and out of
focus extremes and vignettes

— Be high in contrast, high in saturation, or be blown out

— Be dark (If an environment is naturally dark, ensure
there is presence of highlight light within the shot).

There are three categories of images that make up our photography style. Each
is used in a certain way in the design templates.

Primary portrait photography
A close-up to mid-chest composition style focusing on close up faces and
facial expressions.

Situational portrait photography
Mid-length to long and wide shots, capturing individuals in real environments
relative to them.

Supporting people and place photography
Close-up to long and wide shots capturing the general story of life and
diversity at the University — the people, the activities and the environments.

""'.','7.""1”'-‘ " ‘
i |
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BRAND PHOTOGRAPHY

PHOTOGRAPHY
MATRIX

PORTRAIT (PRIMARY)

PHOTOGRAPHY

A close-up to mid-chest composition
style focussing clearly on close-up faces
and facial expressions.

These shots are about heroing our active minds - confident
individuals who believe in their own potential and the
possibilities they can create.

APPLICATION
1. Lives inside the shape of thought device only

— Brochure front cover
— Poster

— Banner

— Advertising

— Web

— E-newsletters

— Newsletters

The photography should naturally
capture the spirit of the active mind
and of the personality of the individual.
Whether this be suggesting that the
subject is actively thinking, actively
doing and in action, reflecting,
imagining, problem solving, has a vision
for the future or is simply passionate
about what they do. A sense of their
own unique personality should also
come through.

When possible, two individuals can be
photographed together, reflecting the
collaborative nature of active minds.

Composition

A close-up to mid-chest composition
style focusing clearly on close-up
faces and facial expressions.

Individuals should look at ease, natural
and comfortable. The photography
should feel observational and non-
obtrusive, not posed or contrived.

Backgrounds should create a sense of
space, however above anything should
be simple, clean and neutral to allow
the personality to shine. Cropping
should embrace the presence of
negative space to also highlight the
personality.

If the subject chooses to look directly
at the camera, they should convey an
authentic sense of self. (Big cheesy
smiles down the barrel of lens should
be avoided).

Lighting

Individuals should be photographed in
natural daylight. To give our people
depth and dimension, highlights and
shadows should exist.

Mix

The primary people photography
library should capture the diversity of
nationalities, genders and ages of our
community of ‘Active Minds’.

It should also capture the stretch

of active minds and personalities.
Conservative to cool, quirky to
courageous, clever to cultured, humble
to intense and animated and everyone
else in between.
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PHOTOGRAPHY
MATRIX

PORTRAIT (PRIMARY)
PHOTOGRAPHY
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BRAND PHOTOGRAPHY

PHOTOGRAPHY

MATRIX

PORTRAIT (PRIMARY)

PHOTOGRAPHY

SHAPE OF THOUGHT
APPLICATION

Banners

SVBREY

SYBREY

SYBREY

SYDNEY
CONSERVATORIUM
OF MUSIC

) 18
A

THINK
OUTSIDE

YOUR
WORLD

Posters

GUARANTEED
TO OPEN
YOUR MIND

OPEN DAY 2010
TUESDAY 05 JANUARY

SBREY

For ation
sydney.edu.au

Brochure covers

YOUR GUIDE TO

Press Advertisments

« GUARANTEE
* YOUR MIND
WILL OPEN

TUESDAY 05
JANUARY
OPEN DAY

Fin dto
sydney.edu.au

=

HEADLINE

DID YOU
KNOW _YOU
CAN STUDY
MUSIC ON
MAIN
CAMPUS?

PRE-ENROL NOW
FOR SEMESTER 1

ton  Sophia Greave

612 93512650

Find more information at
sydney.edu.au/music

HEADLINE
GOES HERE

dolo

Learn more at usyd.edu.au/agriculture

HEADLINE
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PHOTOGRAPHY
MATRIX

PORTRAIT (SITUATIONAL)

PHOTOGRAPHY

Mid-length to long and wide composition style
capturing individuals in real environments relevant
to them.

These shots build on our primary photography, sharing more
of a story about our individuals, partnerships and groups, by
contextualising them within their relevant environments.

These shots capture a sense of place appropriate to the
individual within the University. Where appropriate individuals
can be engaged in action relevant to them, engaged with
each other, and engaged with the University’s facilities and
culture: Think editorial style portraiture of personalities.

APPLICATION
1. Full bleed image with shape of thought overlaid

— Student profile (internal page of a brochure)

— ONLY permitted on front cover brochureware of:
masterbrand and sub-brand DL and
sub-brand A5 brochure

2. Lives inside the shape of thought device

— Brochure front cover
— Poster

— Banner

— Advertising

— Web

— E-newsletters

— Newsletters

3. Supporting imagery
— Brochure internals
— Web

— e-newsletters
— Newsletters

The photography should naturally
capture the spirit of the active mind
and of the personality of the individual.
Whether this be suggesting that the
subject is actively thinking, actively
doing and in action, reflecting,
imagining, problem solving, has a vision
for the future or is simply passionate
about what they do. A sense of their
own unique personality should also
come through.

When possible, two individuals can be
photographed together, reflecting the
collaborative nature of active minds.

What distinguishes this category
of photography is:

— the composition approach

— the level of storytelling and

— the nature of application.

Composition

Mid-length to long and wide shots,
capturing individuals within their real
environments.

Individuals should look at ease, natural
and comfortable. The photography
should feel observational and non-
obtrusive, not posed or contrived.

The photography should clearly
capture a sense of place and space,
appropriate to the individual. The
background should create a context
and visual support, and not dominate
the photograph or compete with
presence of the personality.

If the subject chooses to look directly
at the camera, they should convey an
authentic sense of self. (Big cheesy
smiles down the barrel of lens should
be avoided).

Lighting

Individuals should be photographed in
natural daylight. To give our people
depth and dimension, highlights and
shadows should exist.

Mix

The primary people photography
library should capture the diversity of
nationalities, genders and ages of our
community of ‘Active Minds’.

It should also capture the stretch

of active minds and personalities.
Conservative to cool, quirky to
courageous, clever to cultured, humble
1o intense and animated and everyone
else in between.
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PHOTOGRAPHY
MATRIX

PORTRAIT (SITUATIONAL)
PHOTOGRAPHY
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PHOTOGRAPHY
MATRIX

PORTRAIT (SITUATIONAL)

PHOTOGRAPHY

FULL BLEED
APPLICATION

Brochure covers
(A5 + DL only)

SYDNEY COLLEGE

# OF THE ARTS

UNDERGRADUATE
ggﬁlOLARSHI PS

HEADLINE
GOES HERE

HEADLINE
GOES HERE

FACULTY OF
ENGINEERING &
INFORMATION

TECHNOLOGIES

SHAPE OF THOUGHT
APPLICATION

Brochure covers

N.B
Situational
(secondary)
juxtaposed
alongside
Portrait
(primary)

Student profile
(Brochure internals)

Press Advertisments

HELP SHAPE
THE FUTURE OF
'HEALTH CARE

HEADLINE HEADLINE
GOES HERE
20XX

FACULTY OF

ARCHITECTURE,
DESIGN &
PLANNING

HEADLINE HEADLINE
GOES HERE
20XX

VISUALISE
YOUR
FUTURE

Sy ed a0/
aaaaaaaaaaa
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PHOTOGRAPHY
MATRIX

PORTRAIT (SITUATIONAL)

PHOTOGRAPHY

SHAPE OF THOUGHT
APPLICATION

Posters Banners

THINK
OUTSIDE
YOUR

WORLD

SYDNEY COLLEGE
OF THE ARTS

SUPPORT IMAGERY
APPLICATION

DNEY

AGRICULTURE SYDNEY

FOOD & NATURAL CONSERVATORIUM
RESOURCES OF MUSIC

ADMISSIONS
AND GENERAL
ENQUIRIES

Newsletters

SYDNEY

Unt illut adio con ut irit inibh ex et nim eug ait irillum quisi
Ure conulluptat 1 ull trud tat.
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PHOTOGRAPHY
MATRIX

SUPPORTING PEOPLE AND

PLACE PHOTOGRAPHY

Close-up (details) to wide (open) shots capturing the
general story of life and diversity at the University:
The people, the activities and the environments.

The main purpose of this photography is as the secondary
image palette: supporting key portait and/or situational
photography and providing visual stimulus and support within
brochure internals.

APPLICATION

1. Supporting imagery
Scaled and aligned appropriately within the allocated
image area/grid of brochure internals and flyer designs.

2. Lives inside the shape of thought device as a supporting
image to a portrait or situational photograph:

— Brochure front cover
— Poster

— Banner

— Advertising

— Web

— E-newsletters

— Newsletters

4. Full bleed image with shape of thought overlaid
— ONLY permitted on Invitations

This suite of photography is concerned
with capturing the general story of

life and diversity at the University:

The people, the activities and the
environments. Unlike the portrait

and situational style photography,

this photography is not focused on a
specific individual or partnership.

Observational, natural and reportage
in style, the photography should
capture the stretch of the University
experience:

— Studies
— Services and
— Culture

Think big picture themes such as
architecture, landscapes, sociability,
learning, interaction, and details such
as objects, tools, materials, nature etc.

Composition

Close-up to long and wide shots,
detailing the alive and active nature of
the University: the people, the
activities and the environments.

When people are included in the
photograph, it's about capturing
individuals engaged in action, engaged
with each other, and engaged with the
University’s facilities and culture.

When photographing architecture,
nature, tools and objects consider
angles which emphasise the
interesting shapes, forms and colours
of the subjects. Also use photography
to establish a context (spatially or
humanly) of the subject. Avoid tricky
camera angles and wide lens. These
should feel proportional and natural.

Photography of environments can vary
from micro to macro in scale, and
should always convey a sense of place,
facilities and support.

Lighting
Natural and real, as found.

Ensure that the lighting creates
shadows and highlights to achieve
depth and dimension. Avoid lighting
which is high contrast, super-saturated
or blown-out.

When shooting outdoor environments,
preferably shoot early in the morning
or late in the afternoon. Lighting within
these times of day creates much

more interest across the subject and
enhances the beauty of the image,
particularly architecture.

Mix
All nationalities, genders and ages of

our community of ‘Active Minds’
should be represented.

A variety of places, spaces and
objects where our people engage
and experience the university should
also be represented; from interior to
exterior architecture/buildings, public
spaces, facilities, support, tools and
resources.
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PHOTOGRAPHY
MATRIX

SUPPORTING PEOPLE AND
PLACE PHOTOGRAPHY
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PHOTOGRAPHY
CROPPING AND
COMPOSITION

Cropping

Cropping should be either close-up to
mid-chest or mid-length to long and
wide crops depending on the content
of the photography and the tier in
which the photography exists within.

Crop an image according to the format
and proportion of the image box that it
will be placed within. Think about how
negative space can be used to put
emphasis on the photographic subject,
and allow photographs when placed

in the shape of thought to look and
work effectively. This means, when
using images in the shape of thought
consider the overlap and varying sizes
of the square to ensure clarity of
images.

Composition
(Placing images within the shape of thought)

When applying photography within the shape of
thought, please consider the following:

— Any photograph which derives from one of the
tiers of the photography matrix can be applied
within the shape of thought.

— Mix different contexts when combining images
within the shape of thought configuration. This
is not only in relation to combining photographs

from various tiers, but also, mixing the content of
the shots. Consider combining portrait (primary)

with both portrait secondary/situational
and/or supporting imagery (appropriate to
communication piece).

— When applying a supporting photograph within
the shape of thought device, never overlap
a supporting photograph with another
photograph from the supporting photograph
library. The composition would be too busy, and
doesn’t hero our Active Minds and our people.
A supporting style photograph should always be
seen within a shape of thought configuration
in context of a person portrait (primary or
secondary/situational).

— Take a micro and macro approach. Consider
shifting the scale of photographs between the
squares. For example, if an image in a box is
very close up, then the next image in should

be either a mid shot or a long/wide shot. If you
start with a mid-shot, make the next image in
the configuration clearly a long/wide or close-
up shot etc. There should be a very visible and
definite shift in scale. This will ensure images
don’t bleed into each other and that the overall
composition is dynamic and has an interesting
flow to it.

Photographs in boxes alongside/overlapped
over each other should have differing colour,
tone, lighting and texture qualities. Each image
should be distinguishable, clearly contained in

its own box and distinct from the image in the
overlapping square. Combining different colour,
tone, lighting and texture qualities of imagery

as you move through the boxes in the shape of
thought is vital in creating an interesting and
dynamic visual layout.

Create shifts in visual styles between boxes.
If one box contains a very intricate and busy
photograph, juxtapose this by applying a very
stylised and simple shot in the next box within
the shape of thought configuration. If you do
require photographs to overlap which are similar
in content, ensure you use scale, different
qualities of colour/shape/crop/lighting/texture
to create an interesting and effective overlap.
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PHOTOGRAPHY
CROPPING AND
COMPOSITION

Examples

Mixing different contexts

(eg. mid-shot portrait of a girl
outside, overlapped with a wider
shot of an interior workshop
environment with pair activity,
overlapped with a close-up portrait
of a boy inside)

Macro
(Close-up)

Micro
(Wide) Mixing visual styles

(eg. image with busy background
and extensive visual storytelling
overlapped with an image with a

simple background)

Macro
(Mid-Shot) Mixing colour, texture and tone
qualities (eg.image with a textured
natural and architectural background

overlapped with a light, white

HEADLINE interior image filled with patterns,
%2&3 HERE paper and shapes, overlapped with

an image which is dark in tone)
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PHOTOGRAPHY
CROPPING AND
COMPOSITION

Examples

Macro

Micro

*-J.LJ

FACULTY OF
EDUCATION &
SOCIAL WORK

SBREY

HEADLINE

ﬂa&,‘t,-.r il

’h _
I

Mixing different contexts (eg.
people in action overlapped
with a still portrait)

Mixing colour and tone qualities
(eg. darker image overlapped with
a light, brighter foreground image)
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PHOTOGRAPHY
CROPPING AND
COMPOSITION

Brand extension example

Supporting Imagery

Macro

ART
GALLERY

SYDNEY

EXHIBITIONS
AND EVENTS

Mixing different contexts, colours,
textures and visual styles
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TONE OF VOICE

SETTING THE SCENE

Imagine a conversation between the University’s most active minds,
past and present.

The talk is inspiring and engaging. Intense. Energetic. The vocabulary is evocative and rich, but never alienating
Informed. Crackling with intellect and the odd show of or elite. It is always intelligent and mostly in common usage,
wit and personality. It is a real pleasure to participate in, but where appropriate, it can, for example, be deliberately
or to read about. technical or theoretical. Wherever possible, stories are

shared, insights explored.
Questions are asked. Opinions aired. New learning floated.

Examples and analogies enliven proceedings. Occasionally, This is our tone of voice.
controversy rears a provocative head.

Sentences tend to be short, sharp and well thought out.
The focus shifts quickly from the person making their
argument or point, and the person hearing it. The table
is alive with exchange.
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TONE OF VOICE

OUR TONE OF VOICE PRINCIPLES

We seek to express ‘active minds’ in all of our
communications. The way we speak and write should be:

Inspiring — we are often communicating exciting new ideas
or sharing new perspectives

Intelligent — we are bright people talking to bright people and
can write with authority and authenticity on many subjects

Passionate — we share our deeply held beliefs
and enthusiasm

Relevant — we convey impact, outcomes and benefits

Challenging — we're not afraid to challenge the status quo
and provoke debate

Our style and delivery is:

Engaging — we engage the reader in a two-way conversation
and share ideas

Inclusive — we speak as people not as an institution. Use
personal pronouns

Accessible — we use a rich, commonly-used vocabulary, and
stay away from jargon and colloquialisms

Energetic — we tell well-paced, lively, interesting stories

Active — we use the active voice — we will provide training,
not training will be provided

Clear and concise

Where do we apply our tone of voice?

Our tone of voice is a core component of our brand. It is integral to a variety of internal and external University communications, including
brochures, advertising and websites. We do not apply it to academic and/or research papers. Nor do we use it in legal documents, which
need to be clear and concise, but more informational and factual than our tone of voice.
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TONE OF VOICE

OUR CORE MESSAGES

Our core messages

We have developed core
messages that should

flow through all our
communications. Use these
as a guide when formulating
specific messages for your
target audience:

1. We offer an environment that’s an
intellectual crucible. Our commitment to
rigorous enquiry forges resilient, flexible minds
capable of embracing change and driving
creative new approaches.

2. We give our students and staff the freedom
and room to explore: active minds achieve

the most when their wide-ranging curiosity

is encouraged.

3. We believe solutions are the result of
collaboration: among researchers from a wide
range of disciplines, and stakeholders in the
national and global community.

4. We hold ourselves to the highest standards
of integrity, rigour, competitiveness,
and creativity.

5. We address problems with imagination and
intention. It is this way of thinking that builds
richer lives, smarter solutions, and stronger
leaders for our nation and our world.
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TONE OF VOICE VARIATION

Over the course of any year, we produce thousands
of different messages under the University of Sydney
banner, using a wide range of media and speaking to
many audiences.

We have one tone of voice but the University is

a wonderfully diverse community. As a result, our
subject matter varies, as well as the audiences we are
communicating with. We therefore need to adapt (dial
up or down) the tone and delivery we use.

For example, sometimes we may need to be formal
and serious. At other times, youthful and energetic.
The University of Sydney’s tone of voice is versatile
and flexible. You should gauge how you pitch

your message against your subject and audience
expectations and needs.

The following table suggests how you can vary your
tone and delivery to suit your target audience.
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TONE OF VOICE VARIATION

CURRENT
STUDENTS

ALUMNI

FUTURE
STUDENTS

TONE
- Be highly energetic, inspiring and inclusive
- Speak confidently, but don’t shout

- Strive to be provocative

- Display energy, warmth, a sense of pride
- Speak in a clear, educated voice

- Community is all important

Future students — younger

- Be highly energetic, enthusiastic and provocative
- Speak clearly, with passion and warmth

- Be welcoming

Future students — older

- Retain energy, temper enthusiasm

- Speak clearly, express intellectual passion

- Inclusive, part of the ‘community’

Future students — international

- Speak in a clear and straigtforward voice, without jargon
- Express intellectual passion, but use simple terms
- Be welcoming

- Moderate provocative attitude

DELIVERY
- Use an informed vocabulary

- Make your message accessible

- Be inspiring, highlight University contributions
- Use more expert vocabulary

- Be accessible but slightly more formal

Future students — younger

- Concise but friendly, highly inspiring

- Can be colloguial with language

- Accessible and creative

Future students — older

- Concise and inspiring

- Use an informed vocabulary

- Be accessible and welcoming

Future students — international

- Be concise, straight forward in delivery
- Simpler language, and sentence construction

- Still accessible, but more formal

MESSAGE DIRECTIONS

Current students will be most interested to hear that the
University:

- Offers a rigorous academic experience

- Educates globally competitive graduates

- Nurtures the robust exchange of ideas

- Is a place of exceptional integrity

Alumni will be most interested to hear how the University:
- Attracts and nurtures top staff and students

- Is a world class institution with global impact

- Has many fascinating stories to tell about individuals and
the difference they are making

Future students will be most interested to hear that the
University:

- Provides an environment within which you can challenge
yourself and the status quo

- Encourages personal growth and development

- Prepares them for whatever path their lives take
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TONE OF VOICE VARIATION

OTHER
EXTERNAL
AUDIENCES

STAFF

TONE

Local community

- Speak with clarity and pride

- Convey real sense of community

- Express passion for achievements

Research partners
- Speak clearly and confidently
- Display energy, passion, vision

- Expert and authoritative

Corporate and Government

- Use a distinctive, clear voice

- Show pride in achievements

- Show we are a community-minded leader

- Be unafraid to provoke debate

- Expert

- Speak clearly to your peers without being patronising
- Share your pride and passion

- We are one University community

DELIVERY

Local community

- Seek to inspire

- Be informative but not overpowering

- Remain open and accessible

Research partners
- Convey the essentials
- Look to inspire and inform

- An accessible, real-world leader

Corporate and Government
- Inspiring, informing
- Accessible, outward looking

- Real world leader

- Inspiring
- Draw on an informed, educated vocabulary

- Be accessible, don't alienate

MESSAGE DIRECTIONS

External audiences will be most interested to hear of:

Higher order thinking, real-world solutions

Business, civic and international partnering and
engagement

Representing Australia as a knowledge-leader

The University being a world class institution with
global impact

University staff will be most interested to hear of:

New directions in research and learning

The impact of achievements and ideas by individual staff
and students



67

TONE OF VOICE

CHOOSING YOUR CONTENT

Keep the following points in mind when putting together your content.

Focus on people and their stories

People relate to people. The University of Sydney
does not make important new discoveries, or push the
research boundaries. But the people who work and
study here do.

Good story telling engages readers. \We should show
how our distinctive personalities confront challenges,
seize opportunities, and overcome obstacles.

Probe for unusual connections or paradigm shifts.
Did the subject put together two ideas in an unusual or
ingenious way? What inspired them to take ‘the path
less travelled’?

Capture the thrill of inspiration and discovery. Insights
or breakthroughs don’t occur in isolation or a vacuum.
Make your language crackle with the thrill of the
moment of the discovery or the unexpected insight.

Talk about relevance, outcomes
and impact

Convey the ‘so what’ factor. Show the reader why
they should care about this information now.

An outcome needn’t be concrete (for example the
invention of a new vaccine). It could be a deeper
understanding of human nature or behaviours. Show
your reader how different the world would look without
the Sydney breakthrough. Think ‘before’ and ‘after’.
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CHOOSING YOUR CONTENT

Keep the following points in mind when putting together your content.

Think about ‘the person on
the street’

Analogies, examples and metaphors can be a great way
to communicate knotty or complex ideas. How would
you explain the proposition to an intelligent but non-
expert audience? Are there any parallels in the popular
imagination that can bring the subject to life?

Show how our stories benefit the wider world. This will
give your message relevance and meaning.

Use facts and statistics as
supporting points

Don’t use paragraphs of cold fact as the main point
of your story. Facts give your audience ‘permission to
believe’ — but too many can turn them off.

Evoke a sense of place and history

Look for the telling detail. Individuals or groups often
put a distinctive stamp on a landscape — whether it's a
laboratory, a community space, or a rural paddock.

Use history to provide context, not just chronology.
An idea is a product of its times. If your subject matter
requires you to reach back into the past, don't just rely
on our ‘sandstone heritage’ — use that information to
illustrate evolution or universality. Show how far we've
come, how attitudes and perspectives have evolved, or
how some things never change.

Don’t be afraid to delve into personal history. People are
often driven by forces from the past (a mother who loved
music, a beloved childhood book). Most academics have
fascinating back stories.
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A SIMPLE CHECKLIST

Think of your reader as a real person.

. Write more like you speak: don't talk at, talk to.

It's a two-way exchange. Use ‘you’ and ‘yours/, ‘us’ and ‘we.

. Mix the rational and the emotional.

. Avoid resorting to assertions without explaining the significance — show not tell.
. Be confident but stay away from too much chest beating about the University.
Make your message tone audience-relevant.

. Don’t over-instruct your reader.

1.
2
3.
4
5
6
7.
8
9

. Don’t be dull or too formal.

10. Keep your piece lively, flowing and interesting.




