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Brand  
positioning

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.

Ideas 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.

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:

our brand
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Brand values

An active mind is inexhaustible and 
undaunted.

Great ideas have many owners. 
Brilliance is evident from many angles.

We tackle difficult questions because 
we have the resilience to face the 
answers.

A vigorous give-and-take is exhilarating 
– and makes good ideas even better.

We encourage intellectual journeys 
not for their own sake, but rather to 
foster a new sense of purpose and 
confidence.

When active minds are given the 
freedom to soar, the results benefit 
us all.

We are a place that values ability and 
passion over pedigree. We welcome 
all those with open minds, avid 
curiosities, and a readiness to take on 
big questions.

We hold ourselves to the highest 
standards of rigour and originality. 
Exceptional pursuits inspire.

01 LIBERATION

04 OPPORTUNITY

07 INGENUITY

02 PERSISTENCE

05 COMMUNITY

08 COURAGE

06 DEBATE

03 TRANSFORMATION
Our brand values articulate 
what we believe in and stand 
for as a University.

our brand
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Brand 
character

Our character or personality 
describes who we are and how 
we present ourselves. We share an infectious desire to 

understand and a relentless passion  
to create.

We are not limited by geography. We 
do not conform to a single perspective. 
We will always seek new horizons.

We transcend trends. Because of 
the timeless nature of the Sydney 
experience, we have the foundation 
needed to build ideas that endure.

We respectfully challenge each other, 
and we courageously challenge the 
status quo.

We think, plan and act with the utmost 
integrity in our pursuit of great ideas 
for a better world.

01 CHALLENGING

04 TRUSTED

02 INTELLECTUAL CURIOSITY

05 BOUNDLESS

03 CLASSIC

our brand
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our identity

Brand Architecture
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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 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.

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.

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.

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 

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.

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).

Masterbrand Products  
and Services

Sub-brand

Brand Extension

Endorsed Brands

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.

Brand  
architecture
definitions

our identity
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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.

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.

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.

Primary Logo

Secondary Logo - Stacked Secondary Logo - Horizontal

our identity
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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.

Pantone 
Colour  
codes (PMS)

PMS 186 

PMS 647 

PMS 7408 

40% TINT 
PMS 7408 

Uncoated CMYK 
Colour 
Breakdowns

C0 M100 Y99 K4  

C100 M43 Y0 K16 

C0 M25 Y100 K0 

C0 M9 Y70 K0

Coated CMYK 
Colour 
Breakdowns

C0 M95 Y86 K4  

C100 M56 Y0 K23 

C0 M25 Y100 K0 

C0 M9 Y70 K0

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.

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.

our identity

RGB Colour  
Breakdowns 

R206 G17 B38 

R18 G65 B108 

R249 G183 B44 

R251 G205 B107

RGB

For all web and digital applications this 
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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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.

our identity

DO use the correct colours 

DO NOT screen back or tint

DO NOT switch or substitute colours

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

DO NOT apply white box behind 
logo over photographic or colour 
blockbackgrounds

DO NOT apply to colour backgrounds  
with minimal contrast to logo
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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 NOT use the logo in greyscale format. The mono logo format 
should be used in all instances that require black & white printing.

DO

DO NOT use the incorrect mono logo.DO
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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 NOTDO
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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

logo
on leather

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.

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

Mono logo file

Mono logo file

Mono reversed logo fileMono 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. 

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

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

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

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

SECONDARY LOGO 
Stacked

The print application minimum size for 
the stacked logo is 20mm wide.

The online application minimum size for 
the stacked logo is 85 pixels wide.

SECONDARY LOGO 
Horizontal

The print application minimum size for the 
horizontal logo is 55mm wide.

The online application minimum size for 
the horizontal logo is 220 pixels wide.

Online - 140 px 
Print - 32mm 

Online - 85 px 
Print - 20mm 

Online - 220 px 
Print - 55mm 

our identity

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’.

SECONDARY LOGO 
Stacked

The clearspace for the stacked logo 
version is the height of the word 
‘SYDNEY’.

SECONDARY LOGO 
Horizontal

The clearspace for the horizontal 
logo version is the height of the word 
SYDNEY.

CLEARSPACE= 
HEIGHT OF SYDNEY

CLEARSPACE= 
HEIGHT OF SYDNEY

CLEARSPACE= 
HEIGHT OF SYDNEY
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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.

Unacceptable  
Colour Treatments

Unacceptable  
Background Applications

Unacceptable  
Configurations

DO NOT screen back or tint DO NOT switch or substitute colours

DO NOT apply to photographic 
backgrounds with minimal contrast to logo

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

DO NOT apply to colour backgrounds  
with minimal contrast to logo

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

DO NOT add other elements to the 
logo

DO NOT create sponsorship logos

DO NOT re-size individual elements

DO NOT use low resolution or 
scanned versions of the logo

DO NOT substitute fonts

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

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

our identity

Shield and Wordmark

Unacceptable  
Colour Usage

DO NOT use the shield or wordmark on 
its own

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

Macquarie Dictionary
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logo
sponsorship  
Masterbrand

Another Project From

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.

Major Sponsor Brought To You By

Proudly Supported By A Collaboration With

our identity

Sponsorship logo clearspace

The clearspace for all sponsorship logos  
is the height of the word ‘SYDNEY’.

CLEARSPACE= 
HEIGHT OF SYDNEY

Online - 140 px 
Print - 32mm 

Sponsorship logo minimum size

The minimum size for sponsorship logos 
is measured by the minimum width of the 
primary logo component. 

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

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

Examples of sponsorship logos
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logo
sponsorship – Sub-brand and 
brand extension
In some instances, specific University of Sydney faculties, 
research centres and foundations, may require to state an 
association with the masterbrand logo for sponsorship purposes.

The use of a sponsorship logo requires approval each time it 
is to be used, and can only be created by the Graphic Design 
Manager.  Sponsorship logos are used on third party collateral to 
indicate the unit’s involvement.  As a rule, sponsorship logos are 
not used on University collateral. 

Sponsorship 
logo

Sponsorship logo minimum size

The minimum size for sponsorship logos 
is measured by the minimum width of the 
primary logo component. 

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

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

Online - 140 px 
Print - 32mm 

our identity

Sub-brand and brand extension 
sponsorship logo clearspace 

The clearspace for all sponsorship logos  
is the height of the word ‘SYDNEY’.

CLEARSPACE= 
HEIGHT OF SYDNEY

CLEARSPACE

MINIMUM SIZE

To ensure that the University of Sydney logo has 
presence, always ensure that no communication 
element encroaches within the indicated clearspace.

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

For optimum legibility, the sponsorship logo 
should not be used smaller than the minimum 
size indicated.

Examples of sponsorship logos
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typography
primary typeface

replica is 
our Primary 
typeface  
for print.
Replica is a distinct and modern san serif typeface 
that expresses simplicity, intelligence and 
confidence. A contemporary typeface, Replica 
offers excellent readability both in small and large 
applications, making it an appropriate choice 
for the University’s wide variety of applications 
and needs. It can be set in both uppercase and 
sentence case, providing great flexibility in its use.

For the sake of consistency and easy recognition 
Replica should be used in all University of Sydney 
print applications.

abcdefg 
hijklmnop 
qrstuvwxyz 
abcdefghijklmn 
opqrstuvwxyz 
1234567890! 
@#$%^&*()_ 
+-={}[]:”;’<>,.?/

All body copy and 
supporting text will still be 
set in Replica Std Light. 

Emphasis copy or copy 
being reversed out of a solid 
colour can be set in Replica 
Std Regular or Replica Std 
Bold

our identity
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typography
support typeface

Arial is our 
SUPPORT 
typeface
To allow for flexibility in use and application,  
Arial should be used as our website type and 
in Microsoft Word processing, PowerPoint 
applications and promotional print items where 
Replica is not available.

abcdefg 
hijklmnop 
qrstuvwxyz 
abcdefghijklmn 
opqrstuvwxyz 
1234567890! 
@#$%^&*()_ 
+-={}[ ]:”;’<>,.?/

All body copy and supporting 
text will still be set in Arial 
Regular.

Emphasis copy or copy 
being reversed out of a solid 
colour can be set in Arial 
Bold

our identity



23

Section TITLE GOES HERE

Within this section

- Item 

- Item

- Item

- Item

- Item

Section #

0	 0 
.	 0

Introduction

Description of section goes here over a number of lines.

colour palette

our identity



24

PMS 186

PMS 647

PMS 7408

PMS 120 

colour palette
masterbrand

our identity

colour palette
sub-brand

PMS 378

PMS 631

PMS 295

PMS 382

PMS 322 Education & Social 
Work

PMS 2925 Engineering & 
Information  
Technologies

PMS 326 Health Sciences

PMS 2627 Dentistry

PMS 2627 Medicine

PMS 2627 Nursing

PMS 652 Pharmacy

PMS 647 Law

PMS 158 Science

PMS 152 Sydney College  
Of The Arts

PMS 7408 Sydney 
Conservatorium  
Of Music

PMS 1955 veterinary science

coated cmyk 
C43 M13 Y98 K62

coated cmyk 
C100 M68 Y8 K52

uncoated cmyk 
C40 M10 Y90 K60

uncoated cmyk 
C99 M51 Y8 K36

RGB 
R62 G87 B18

coated cmyk 
C70 M0 Y15 K0

uncoated cmyk 
C70 M0 Y15 K0

RGB 
R60 G182 B206

coated cmyk 
C25 M0 Y95 K0

uncoated cmyk 
C30 M0 Y95 K0

RGB 
R190 G214 B0

coated cmyk 
C95 M10 Y35 K30

uncoated cmyk 
C95 M10 Y35 K30

RGB 
R0 G109 B116

RGB 
R0 G47 B95

coated cmyk 
C85 M100 Y5 K35

uncoated cmyk 
C80 M100 Y5 K20

RGB 
R66 G20 B95

coated cmyk 
C85 M100 Y5 K35

uncoated cmyk 
C80 M100 Y5 K20

RGB 
R66 G20 B95

coated cmyk 
C85 M100 Y5 K35

uncoated cmyk 
C80 M100 Y5 K20

RGB 
R66 G20 B95

coated cmyk 
C85 M0 Y35 K0

uncoated cmyk 
C85 M0 Y35 K0

RGB 
R0 G178 B169

coated cmyk 
C84 M20 Y0 K0

uncoated cmyk 
C84 M20 Y0 K0

RGB 
R0 G152 B219

coated cmyk 
C50 M25 Y0 K10

uncoated cmyk 
C45 M20 Y0 K20

RGB 
R112 G144 B183

coated cmyk 
C0 M55 Y100 K0

uncoated cmyk 
C0 M50 Y100 K5

RGB 
R220 G126 B0

coated cmyk 
C100 M56 Y0 K23

coated cmyk 
C0 M65 Y95 K0

uncoated cmyk 
C0 M60 Y95 K0

RGB 
R18 G65 B108

RGB 
R227 G114 B34

coated cmyk 
C0 M25 Y100 K0

uncoated cmyk 
C0 M25 Y100 K0

RGB 
R249 G183 B44

coated cmyk 
C5 M100 Y55 K35

uncoated cmyk 
C0 M100 Y55 K30

RGB 
R141 G27 B61

PMS 390 SYDNEY TALENT coated cmyk 
C25 M0 Y95 K5

uncoated cmyk 
C28 M0 Y100 K5

RGB 
R182 G191 B0

colour palette
brand extension

PMS 7468 CENTRE FOR CONTINUING  
EDUCATION

PMS 5115 ART GALLERY 
NICHOLSON MUSEUM 
MACLEAY MUSEUM

coated cmyk 
C94 M16 Y7 
K28

uncoated cmyk 
C100 M15 Y2 K32

RGB 
R0 G102 B153

coated cmyk 
C75 M100 Y65 
K20

uncoated cmyk 
C75 M100 Y75 K5

RGB 
R54 G29 B47

coated cmyk 
C0 M100 Y81 K4

coated cmyk 
C100 M56 Y0 K23

coated cmyk 
C0 M25 Y100 K0

coated cmyk 
C0 m6 Y60 K0

Masterbrand  
Red

Masterbrand  
BLue

Masterbrand 
Yellow

Masterbrand Support 
Yellow

RGB 
R206 G17 B38

RGB 
R18 G65 B108

RGB 
R249 G183 B44

RGB 
R251 G205 B107

uncoated cmyk 
C0 M100 Y99 K4

uncoated cmyk 
C100 M43 Y0 K16

uncoated cmyk 
C0 M25 Y100 K0

uncoated cmyk 
C0 m6 Y60 K0

uncoated cmyk 
C100 M43 Y0 K16

AGRICULTURE AND 
ENVIRONMENT

Business school

arts & social sciences

Architecture, Design  
& Planning
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our identity

tint palette
sub-brand

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

25 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%

Type can be set in  
white on 50% tint
or
Type can be set  
in 90% black on 
50% tint

Type can be set in  
white on 75% tint

50%

75%

100%

PMS378

AGRICULTURE AND 
ENVIRONMENT
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tint palette
sub-brand

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

26 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%

Type can be set in  
white on 50% tint
or
Type can be set  
in 90% black on 
50% tint

Type can be set in  
white on 75% tint
or
Type can be set in 90% 
of black on 75% tint

50%

75%

100%

PMS631

our identity

ARTS & SOCIAL SCIENCES
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tint palette
sub-brand

ARCHITECTURE,  
DESIGN & PLANNING

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

27 SECTION 
HEADER

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.

25% tint for information pageType can be set in 
90% black on 100%

Type can be set  
in 90% black  
on 50% tint

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

50%

75%

100%

PMS382

our identity
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tint palette
sub-brand

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

28 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%

Type can be  
set in white  
on 50% tint

Type can be set in  
white on 75% tint

50%

75%

100%

PMS295

our identity

business SCHOOL



29

tint palette
sub-brand

education & social work

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

29 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%

Type can be set in  
white on 50% tint
or
Type can be set  
in 90% black on 
50% tint

Type can be set in  
white on 75% tint

50%

75%

100%

PMS322

our identity
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tint palette
sub-brand

engineering & information 
technologies

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

30 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%

Type can be set in  
white on 50% tint
or
Type can be set  
in 90% black on 
50% tint

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

50%

75%

100%

PMS2925

our identity
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tint palette
sub-brand

health sciences

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

31 SECTION 
HEADER

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.

25% tint for information pageType can be set in 
white on 100%

Type can be set in  
white on 50% tint
or
Type can be set  
in 90% black on 
50% tint

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

50%

75%

100%

PMS326

our identity
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tint palette
sub-brand

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

32 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%

Type can be  
set in white  
on 50% tint

Type can be set in  
white on 75% tint
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75%

100%

PMS2627

our identity

dentistry
medicine &
nursing
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tint palette
sub-brand

pharmacy

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

33 SECTION 
HEADER

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.
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black on 75% tint

50%

75%

100%

PMS652
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tint palette
sub-brand

law

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

34 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%

Type can be  
set in white  
on 50% tint

Type can be set in  
white on 75% tint

50%

75%

100%

PMS647

our identity
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tint palette
sub-brand

science

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

35 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%
or
Type can be set in 
90% black on 100%

Type can be set in  
white on 50% tint
or
Type can be set  
in 90% black on 
50% tint

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

50%

75%

100%

PMS158
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tint palette
sub-brand

sydney college of the arts

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

36 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%
or
Type can be set in 
90% black on 100%

Type can be set in  
white on 50% tint
or
Type can be set  
in 90% black on 
50% tint

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

50%

75%

100%

PMS152
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tint palette
sub-brand

sydney conservatorium  
of music

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

37 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
90% black on 100%

Type can be set  
in 90% black on 
50% tint

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

50%

70%

100%

PMS7408
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tint palette
sub-brand

veterinary science

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

38 SECTION 
HEADER

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.

20% tint for information pageType can be set in 
white on 100%

Type can be set in  
white on 50% tint
or
Type can be set  
in 90% black on 
50% tint

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

50%

75%

100%

PMS1955
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tint palette
sub-brand

sydney talent

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

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

SUB HEADING 1
Sub head 2 
Lacus accumsan volutpat eget nec 
velit. Donec vehicula luctus urna, eget 
tempor urna ornare sit amet.

39 SECTION 
HEADER

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.

25% tint for information pageType can be set in 
90% black on 100%

Type can be set  
in 90% black on 
50% tint

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

50%

75%

100%
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40SECTION 
HEADING

SUB HEADING 1

Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered Catilis con 
am di, potiae cultu consum am alius 
a re con vasdame ne intimus, conscri 
cibusquem audemunti, quis con tam

SUB HEADING 1

Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered Catilis con 
am di, potiae cultu consum am alius 
a re con vasdame ne intimus, conscri 
cibusquem audemunti, quis con tam 
Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered. Gait il ut 
lutem iusto conulla faci et wismodolor 
iuscidunt iriurem et velent landree tuerit 
eui blaore minim dit ulputet del dolorem 
quat at. An ent inis exerit la facidunt 
nim iniametum qui esto ea at aliquat, vel 
ea corerostrud ent velisit wsi.

SUB HEADING 1

Potiae cultu consum am alius a re con 
vasdame ne intimus, conscri cibusquem 
audemunti, dunt iuscipsum conse 
con velent landree tuerit eui blaore 
minim dit ulputet del dolorem quat 
at. An ent inis exerit la facidunt nim 
iniametum qui esto ea at aliquat, vel ea 
corerostrud ent velisit eandne ieanfd 
wsi Olut vivirmi llabem pestrum nem 
hilnes cae etemus, ursultium peculicae 
conihil horum inatude tractabensum 
terbem publium in det vatus, vered. 
Gait il ut lutem iusto conulla faci et 
wismodolor iuscidunt

Iriurem et velent landree tuerit eui 
blaore minim dit ulputet del dolorem 
quat at. An ent inis exerit la facidunt 
nim iniametum qui esto ea at aliquat, 
vel ea corerostrud ent velisit wsi. cae 
etemus, ursultium peculicae conihil 
horum inatude vatus, vered Catilis 
conine etemus, ursultium peculicae.

Quamplium 
occisseade 
ndestores reaid 
rheaid ndwd popubl 
is busquit valicul 
consus conum 
atabem verse conside 
oremus isqead uis.

main 
heading

Tacipisi tio eugiam dignibh ex et verosto 
er accumsandit eugait, consenisim 
dolore coreros erat autat dolor iure 
dui tate digna ad tionull aorpercin er 
in euguero odolore rostisit aliquip el 
ullan ut accum ipisi tatem nim dolortio 
conullandre tatum aut lut ver sum diatet 
eu feugiatem dolorper atie magnisl 
duipsum dignis aliscing euis etumsan u. 
Sequatuerit ercip ea coreet la feugait 
vel dolortie ea feugait alisseq uametum 
vullaor ate euis ea at wissenit lore 
dolorerit.Feum eu feugue diam nonsed 
mincing eros nis nulput laor sisim delisi.
Gait eugiamc onullaore tie magna feuis 
ad exercilla faci tem zzriliqui tetum vel 
ut wis ad estie vulput lortie exeratum 
niatuerilit augait wismole niametum dit 
ea alisit aliquip sustrud dolum num doluptatum iniam 

ip eugiamcommy nostrud ent aliquat, 
conulput atiscidunt ullaore dolobore 
tissim quamcommy nostrud dolobortion 
hendit adignim dolorper sequat. Ad 
ming et lum in hendiam ing ea commy 
nim quismod tatum ametumm olortin 
velesto odolum aliqui tem del dolorer 
iuscipis eummolore magnim nim dolor si 
tat nos aliqui te commy nonumsandre 
digna faci blamcon ulluptatin enit, si. 
Tate conse deliqua metueros atuero 
od tetum volor seniat niat. Er accum 
doloreetue tie dolenibh eraesenim nis 
dolore venim nis eugait lutem iliquatem 
ip ex ese mod tio dit nulluptatue fm 
nostam iam. Go alemquerum senat. Mil 
vis. Gra in ses sum tela efacipte am is 
facto vendam octus, sidius. Iverdius. 

Quamplium 
occisseade 
ndestores reaid 
rheaid ndwd popubl 
is busquit valicul 
consus conum 
atabem verse conside 
oremus isqead uis.

main 
heading

40 SECTION 
HEADING

tint palette
brand extension

centre for continuing 
education

20% tint for information pageType can be set in 
white on 100%

Type can be set in  
white on 50% tint
or
Type can be set  
in 90% black on 
50% tint

Type can be set in  
white on 75% tint

50%

75%

100%

PMS7468

SUB HEADING 1

Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered Catilis con 
am di, potiae cultu consum am alius 
a re con vasdame ne intimus, conscri 
cibusquem audemunti, quis con tam

SUB HEADING 1

Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered Catilis con 
am di, potiae cultu consum am alius 
a re con vasdame ne intimus, conscri 
cibusquem audemunti, quis con tam 
Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered. Gait il ut 
lutem iusto conulla faci et wismodolor 
iuscidunt iriurem et velent landree tuerit 
eui blaore minim dit ulputet del dolorem 
quat at. An ent inis exerit la facidunt 
nim iniametum qui esto ea at aliquat, vel 
ea corerostrud ent velisit wsi.

SUB HEADING 1

Potiae cultu consum am alius a re con 
vasdame ne intimus, conscri cibusquem 
audemunti, dunt iuscipsum conse 
con velent landree tuerit eui blaore 
minim dit ulputet del dolorem quat 
at. An ent inis exerit la facidunt nim 
iniametum qui esto ea at aliquat, vel ea 
corerostrud ent velisit eandne ieanfd 
wsi Olut vivirmi llabem pestrum nem 
hilnes cae etemus, ursultium peculicae 
conihil horum inatude tractabensum 
terbem publium in det vatus, vered. 
Gait il ut lutem iusto conulla faci et 
wismodolor iuscidunt

Iriurem et velent landree tuerit eui 
blaore minim dit ulputet del dolorem 
quat at. An ent inis exerit la facidunt 
nim iniametum qui esto ea at aliquat, 
vel ea corerostrud ent velisit wsi. cae 
etemus, ursultium peculicae conihil 
horum inatude vatus, vered Catilis 
conine etemus, ursultium peculicae.

our identity
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41SECTION 
HEADING

SUB HEADING 1

Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered Catilis con 
am di, potiae cultu consum am alius 
a re con vasdame ne intimus, conscri 
cibusquem audemunti, quis con tam

SUB HEADING 1

Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered Catilis con 
am di, potiae cultu consum am alius 
a re con vasdame ne intimus, conscri 
cibusquem audemunti, quis con tam 
Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered. Gait il ut 
lutem iusto conulla faci et wismodolor 
iuscidunt iriurem et velent landree tuerit 
eui blaore minim dit ulputet del dolorem 
quat at. An ent inis exerit la facidunt 
nim iniametum qui esto ea at aliquat, vel 
ea corerostrud ent velisit wsi.

SUB HEADING 1

Potiae cultu consum am alius a re con 
vasdame ne intimus, conscri cibusquem 
audemunti, dunt iuscipsum conse 
con velent landree tuerit eui blaore 
minim dit ulputet del dolorem quat 
at. An ent inis exerit la facidunt nim 
iniametum qui esto ea at aliquat, vel ea 
corerostrud ent velisit eandne ieanfd 
wsi Olut vivirmi llabem pestrum nem 
hilnes cae etemus, ursultium peculicae 
conihil horum inatude tractabensum 
terbem publium in det vatus, vered. 
Gait il ut lutem iusto conulla faci et 
wismodolor iuscidunt

Iriurem et velent landree tuerit eui 
blaore minim dit ulputet del dolorem 
quat at. An ent inis exerit la facidunt 
nim iniametum qui esto ea at aliquat, 
vel ea corerostrud ent velisit wsi. cae 
etemus, ursultium peculicae conihil 
horum inatude vatus, vered Catilis 
conine etemus, ursultium peculicae.

Quamplium 
occisseade 
ndestores reaid 
rheaid ndwd popubl 
is busquit valicul 
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oremus isqead uis.
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Tacipisi tio eugiam dignibh ex et verosto 
er accumsandit eugait, consenisim 
dolore coreros erat autat dolor iure 
dui tate digna ad tionull aorpercin er 
in euguero odolore rostisit aliquip el 
ullan ut accum ipisi tatem nim dolortio 
conullandre tatum aut lut ver sum diatet 
eu feugiatem dolorper atie magnisl 
duipsum dignis aliscing euis etumsan u. 
Sequatuerit ercip ea coreet la feugait 
vel dolortie ea feugait alisseq uametum 
vullaor ate euis ea at wissenit lore 
dolorerit.Feum eu feugue diam nonsed 
mincing eros nis nulput laor sisim delisi.
Gait eugiamc onullaore tie magna feuis 
ad exercilla faci tem zzriliqui tetum vel 
ut wis ad estie vulput lortie exeratum 
niatuerilit augait wismole niametum dit 
ea alisit aliquip sustrud dolum num doluptatum iniam 

ip eugiamcommy nostrud ent aliquat, 
conulput atiscidunt ullaore dolobore 
tissim quamcommy nostrud dolobortion 
hendit adignim dolorper sequat. Ad 
ming et lum in hendiam ing ea commy 
nim quismod tatum ametumm olortin 
velesto odolum aliqui tem del dolorer 
iuscipis eummolore magnim nim dolor si 
tat nos aliqui te commy nonumsandre 
digna faci blamcon ulluptatin enit, si. 
Tate conse deliqua metueros atuero 
od tetum volor seniat niat. Er accum 
doloreetue tie dolenibh eraesenim nis 
dolore venim nis eugait lutem iliquatem 
ip ex ese mod tio dit nulluptatue fm 
nostam iam. Go alemquerum senat. Mil 
vis. Gra in ses sum tela efacipte am is 
facto vendam octus, sidius. Iverdius. 

Quamplium 
occisseade 
ndestores reaid 
rheaid ndwd popubl 
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HEADING

tint palette
brand extension

art gallery
nicholson museum
macleay museum

20% tint for information pageType can be set in 
white on 100%

Type can be  
set in white  
on 50% tint 

Type can be set in  
white on 75% tint

50%

75%

100%

PMS5115
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horum inatude tractabensum terbem 
publium in det vatus, vered Catilis con 
am di, potiae cultu consum am alius 
a re con vasdame ne intimus, conscri 
cibusquem audemunti, quis con tam

SUB HEADING 1

Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered Catilis con 
am di, potiae cultu consum am alius 
a re con vasdame ne intimus, conscri 
cibusquem audemunti, quis con tam 
Olut vivirmi llabem pestrum nem hilnes 
cae etemus, ursultium peculicae conihil 
horum inatude tractabensum terbem 
publium in det vatus, vered. Gait il ut 
lutem iusto conulla faci et wismodolor 
iuscidunt iriurem et velent landree tuerit 
eui blaore minim dit ulputet del dolorem 
quat at. An ent inis exerit la facidunt 
nim iniametum qui esto ea at aliquat, vel 
ea corerostrud ent velisit wsi.

SUB HEADING 1

Potiae cultu consum am alius a re con 
vasdame ne intimus, conscri cibusquem 
audemunti, dunt iuscipsum conse 
con velent landree tuerit eui blaore 
minim dit ulputet del dolorem quat 
at. An ent inis exerit la facidunt nim 
iniametum qui esto ea at aliquat, vel ea 
corerostrud ent velisit eandne ieanfd 
wsi Olut vivirmi llabem pestrum nem 
hilnes cae etemus, ursultium peculicae 
conihil horum inatude tractabensum 
terbem publium in det vatus, vered. 
Gait il ut lutem iusto conulla faci et 
wismodolor iuscidunt

Iriurem et velent landree tuerit eui 
blaore minim dit ulputet del dolorem 
quat at. An ent inis exerit la facidunt 
nim iniametum qui esto ea at aliquat, 
vel ea corerostrud ent velisit wsi. cae 
etemus, ursultium peculicae conihil 
horum inatude vatus, vered Catilis 
conine etemus, ursultium peculicae.
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Section TITLE GOES HERE

Within this section

- Item 

- Item

- Item

- Item

- Item

Section #

0	 0 
.	 0

Introduction

Description of section goes here over a number of lines.

shape of thought

our identity
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our identity

shape of thought
core design element

This is the University of Sydney  
shape of thought. 

It represents the flourishing of minds and 
ideas. It 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:

–	T he 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 
red box

Squares
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our identity

shape of thought
construction

The squares can contain solid colour, imagery and/or type. 
(Exact structure dependant on where communication piece 
fits in the brand architecture).

While a selection of variations have been designed there are 
a few simple rules that will help ensure the graphic device is 
used appropriately and consistently:

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

2.	T he 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.	T he 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. 

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

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

5.	A ll shapes should overlap in smallest to largest size order 
with the masterbrand red box always appearing in front. 
As you build it, each box layer that follows should sit 
underneath. 

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.

3 squares 3 squares – Brand extension

1 square Square 1 
width

Square 1 
width

Square 1 
width

Correct

Incorrect
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- Item
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Introduction

Description of section goes here over a number of lines.

photography

our identity
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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.
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photography
matrix

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

portrait (PRIMARY) 
Photography

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.

brand photography
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portrait (PRIMARY) 
Photography

photography
matrix

brand photography



49

your guide to  
POSTGRADUATE  
study in
lAw 
2010

hEADlinE

fAcUlTy  
Of SciEncE  

hEADlinE

fAcUlTy Of 
EcOnOmicS 
& bUSinESS 

YOUR gUide tO 
undergraduate 
StUdY ANd LiFe At
tHe unIVerSItY 
OF SYdneY  
2011

For more information head to 

sydney.edu.au

 
University of Sydney’s 2010 Open Day. Will it contain Science, Business, 
Arts, Law,or the Humanities? Or a brilliant mix across courses and 
faculties. Find out from 9am on Tuesday 05, January 2010. 

GUARANTEED 
TO OPEN 
YOUR MIND
OPEN DAY 2010 
TUESDAY 05 JANUARY 

 
University of Sydney’s 2010 Open Day. Will it contain Science, 
Business, Arts, Law, or the Humanities? Or a brilliant mix 
across courses and faculties. Find out from 9am on  
Tuesday 05, January 2010.

Find more information head to 

sydney.edu.au

TUESDAY 05  
JANUARY 
OPEN DAY  
2010

GUARANTEE 
YOUR MIND 
WILL OPEN
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The Arts Music Unit, part of the 
Sydney Conservatorium of Music,  
is based on the main campus of 
Sydney University. Students  
from almost any degree can take 
MUSC subjects. You don’t need  
to be studying at The Con! 

Ability to read music is not  
always required but a love of music  
is mandatory!

Some of the MUSC units running  
Semester 1, 2010:

MUSC1057 - Sounds, Screens, 
Speakers: Music & Media
Music has been dramatically shaped 
and reshaped by every major change in 
communications technology in the 20th 
century from vinyl discs to MP3s. In this 
unit of study we will analyse such issues 
as the ways in which the recording 
industry, radio, television and digital 
technology transforms the creation, 
diwstribution and consumption of music.

No prerequisites.

MUSC2691 - Revolutionary Voices: 
Music and Politics 
This unit offers a survey of the function 
of music in diverse political contexts, 
from the realm of so-called classical 
music to case studies of political usages 

of various forms of popular music in 
Europe, the United States and Australia. 
Prerequisites: 18 junior credit points in 
any subject area. Ability to read and 
write music not required. 

MUSC1503 - Fundamentals of Music 1 
Learn to read and write music and 
gain a better understanding of how 
music works. Material ranges from 
introductory music notation through to 
putting the chords to melodies in the 
best possible way. No prerequisites. 

MUSC2612 - Arts Music  
Concert Performance 1 
Perform on any instrument, in any style 
(classical, jazz, pop, traditional etc.) 
in lunchtime concerts in the Great 
Hall and the Old Darlington School. 
Students receive a written report, an 
advisory interview after each concert, 
peer student critiques and corrections 
to programme notes. Prerequisites: 18 
junior credit points in any subject, plus 
an audition.

APPLICATION & OTHER INFORMATION
Arts Music Administration 
Sophia Greave 
sophia.greave@sydney.edu.au 
+61 2 9351 2650

Find more information at  
sydney.edu.au/music

DID YOU  
KNOW YOU  
CAN STUDY 
MUSIC ON  
MAIN  
CAMPUS?

PRE-ENROL NOW
FOR SEMESTER 1
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photography
matrix

Brochure covers

Posters Press Advertisments

SHAPE OF THOUGHT 
APPLICATION

portrait (PRIMARY) 
Photography

headline 
goes here 
seconDArY heADline goes here
cum dunt praestrud tat nisi tat ipit lore conullam iliqui estis doloreetummy 
niam, vullan vullummy nummodo lendip eu faccummodit aliquat, con 
henibh ea facilluptate etue venit ilissequisi bla facipis sectem nonsenibh 
ero ea at. giam iure feumsan verate con vulluptate min veros nim vulla

learn more at usyd.edu.au/agriculture

Applications close <date>. 
Applications close <date>. 
Applications close <date>.

brand photography

ThINk 
OUTSIDE 
yOUR
wORLD

SyDNEy 
CONSERvATORIUm 
OF mUSIC

Banners
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photography
matrix

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

portrait (Situational)  
Photography

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 
to intense and animated and everyone 
else in between.

brand photography
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photography
matrix

portrait (Situational)  
Photography

brand photography
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headline  
goes here 
20XX

photography
matrix

Brochure covers  
(A5 + DL only)

Student profile  
(Brochure internals)

FULL BLEED 
APPLICATION

headline  
goes here

sydney college  
of the arts

centre for 
english  
teaching

heaDline  
goes here

faculty of 
engineering & 
information 
technologies

heaDline  
goes here

SHAPE OF THOUGHT 
APPLICATION

Brochure covers 

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

“Udepor in sperfec onsup  
con teatri, us ca ta rebeffr 
emusa rem iam opostemoris, 
stem fatum inatur liusciv istrem 
ingulib untrae tem, sicum inata 
menat, etis Mae imacto in tam 
perecestum obse conscis notia 
restium in tuam iae.”

NAME
BACHELOR OF dEsign 
in ARCHitECtURE

“Udepor in sperfec onsup  
con teatri, us ca ta rebeffr 
emusa rem iam opostemoris, 
stem fatum inatur liusciv istrem 
ingulib untrae tem, sicum inata 
menat, etis Mae imacto in tam 
perecestum obse conscis notia 
restium in tuam iae.”

NAME
BACHELOR OF 
ECOnOMiCs And 
BUsinEss

portrait (Situational)  
Photography

headline  
goes here 
20XX

headline

sydney college 
of the arts

headline

faculty of 
architecture, 
design &
planning

brand photography

With the world opening up to 
different possibilities in health 

care Sydney Nursing School 
has introduced new and 

revised programs designed to 
prepare nurses and midwives 

for leadership in clinical 
practice and research.

From pre-registration programs 
to research degrees we’re 
educating the best nurses  

for our community,  
for now and the future.

For more information head to 

sydney.edu.au/
nursing&midwifery

HELP SHAPE 
THE FUTURE OF 
HEALTH CARE

Acilit dunt lum dolor sed te 
dolenim adio conulla feuisit 
am dolesequat delis nos 
adipsuscinim iril dolorpero od 
dolorpe riusciduisi blan hendio 
consed tisl dolent in henis 
dionulla autpat lor aut aciduis at. 
Rud et lortisit autpatue volore 
magna con. 

Ut wisl ipit utatum nim ad te 
faccum vercillum num dip enim 
velit utatum ing endreetumsan 
hent ut nim aliquat vullandiat.

Find more information head to 

sydney.edu.au/ 
architecture

visualise 
your 
future

faculty of 
archiecture, 
design & 
planning
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photography
matrix

portrait (situational) 
Photography

Posters

gREaT mINDS 
WORK WITH 
OTHERS

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Vivamus sit 
amet mauris ut mi gravida pulvinar. Curabitur quis mauris accumsan 
erat rutrum iaculis. Integer tristique consectetur egestas. Sed venenatis 
elementum faucibus. Pellentesque et aliquam quam.

For more information head to 

sydney.edu.au/dentistry

DENTISTRY

ScIENcE

cHEmISTRY aND 
bIOcHEmISTRY

SYDNEY cOLLEgE 
Of THE aRTS

ExpRESS 
YOURSELf 
fURTHER

brand photography

SHAPE OF THOUGHT 
APPLICATION

Banners

AGRICULTURE  
FOOD & NATURAL 
RESOURCES

SyDNEy 
CONSERvATORIUm 
OF mUSIC

ADmISSIONS 
AND GENERAL 
ENqUIRIES

SyDNEy COLLEGE 
OF ThE ARTS

SUPPORT IMAGERY 
APPLICATION

Newsletters

SCIENCE News
ISSUE 00 
MONTH YEAR

SCIENCE

1

SYDNEY SCIENTISTS’  
MEDAL SWEEP
BY KATYANNA GILL

Unt illut adio con ut irit inibh ex et nim eug ait irillum quisi.  
Ure conulluptate consequisl ullamco rerostrud tat. 
Cilis dolorem duipit alisl utet wis enisl inis eriustrud dolore 
magna facipis ea cor sequis nulputem quip ea facipsustrud 
tem num zzrilluptat prat. Etueros eril dolor aut praestio dipit 
ex estionsed magna con ullum zzrit iniam nit iurem dolor 
suscin elis nim ilis dolorem zzrit, sis eros accum quat ulpute 
tatuera esequam, quat duis del dolobor sisciduisit dolessecte 
delit in venim dolorercilla faciliquat iril ea feuipis suscin elis 
nim ilis dolorem zzrit, sis eros accum quat. 

Molorpercil erosting ent ad tat loreet, sum quat velis nulla 
commodignibh erilit eniscidunt aliquiscilis nonsequi er incil ea 
con henisit vel delesto consendrero odolore digna feu feum 
ipit prat vullum am, sequat. Ipit lortie veratincing etum nosto 
commy nullam, susci tet nullaoreetum vel incillutem volenibh 
eummolese dolessi eugiat dui tatio dolorper il iril utat. Lortis 
do dolor alismodo con ullamet autpat enisci blan ut at vent 
laore del esto odipis nosto. 

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Vivamus sit 
amet mauris ut mi gravida pulvinar. Curabitur quis mauris accumsan 
erat rutrum iaculis. Integer tristique consectetur egestas. Sed venenatis 
elementum faucibus. Pellentesque et aliquam quam.

For more information head to 

sydney.edu.au

THINK 
OUTSIDE  
YOUR  
WORLD
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photography
matrix

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

supporting people and  
place photography

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.

brand photography
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photography
matrix

supporting people and  
place photography

brand 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.

brand photography

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

headline  
goes here 
20XX

Macro 
(Close-up)

Macro 
(Mid-Shot)

Micro 
(Wide)

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)

Mixing visual styles 
(eg. image with busy background 
and extensive visual storytelling 
overlapped with an image with a 
simple background)

Mixing colour, texture and tone 
qualities (eg.image with a textured 
natural and architectural background 
overlapped with a light, white 
interior image filled with patterns, 
paper and shapes, overlapped with 
an image which is dark in tone)

Examples

brand photography
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hEADlinE

fAcUlTy Of 
EDUcATiOn & 
SOciAl wORk  

photography
cropping and 
composition

Macro

Micro

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)

Examples

brand photography
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photography
cropping and 
composition

ART
GALLERY

ExhibiTions  
And EvEnTs

Supporting Imagery

Macro

Mixing different contexts, colours, 
textures and visual styles

Brand extension example

brand photography
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Section TITLE GOES HERE

Within this section

- Item 

- Item

- Item

- Item

- Item

Section #

0	 0 
.	 0

Introduction

Description of section goes here over a number of lines.

OUR TONE OF VOICE

our identity
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The talk is inspiring and engaging. Intense. Energetic. 
Informed. Crackling with intellect and the odd show of 
wit and personality. It is a real pleasure to participate in, 
or to read about.

Questions are asked. Opinions aired. New learning floated. 
Examples and analogies enliven proceedings. Occasionally, 
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.

Setting the scene

The vocabulary is evocative and rich, but never alienating 
or elite. It is always intelligent and mostly in common usage, 
but where appropriate, it can, for example, be deliberately 
technical or theoretical. Wherever possible, stories are  
shared, insights explored.

This is our tone of voice.

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

TONE OF VOICE
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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

TONE OF VOICE

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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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:

Our core messages

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.

TONE OF VOICE

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.
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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.

TONE OF VOICE
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tone of voice variation

Tone Delivery Message Directions

Current 
Students

-	B e highly energetic, inspiring and inclusive

-	 Speak confidently, but don’t shout

-	 Strive to be provocative

-	 Use an informed vocabulary

-	 Make your message accessible

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

-	 Offers a rigorous academic experience

-	E ducates globally competitive graduates

-	N urtures the robust exchange of ideas

-	I s a place of exceptional integrity

Alumni -	D isplay energy, warmth, 	a sense of pride

-	 Speak in a clear, educated voice

-	 Community is all important

-	B e inspiring, highlight University contributions

-	 Use more expert vocabulary

-	B e accessible but slightly more formal

Alumni will be most interested to hear how the University:

-	A ttracts and nurtures top staff and students

-	I s a world class institution with global impact

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

Future 
Students

Future students – younger

-	B e highly energetic, enthusiastic and provocative

-	 Speak clearly, with passion and warmth

-	B e welcoming

Future students – older

-	R etain energy, temper enthusiasm

-	 Speak clearly, express intellectual passion

-	I nclusive, part of the ‘community’

Future students – international

-	 Speak in a clear and straigtforward voice, without jargon

-	E xpress intellectual passion, but use simple terms

-	B e welcoming

-	 Moderate provocative attitude

Future students – younger

-	 Concise but friendly, highly inspiring

-	 Can be colloquial with language

-	A ccessible and creative

Future students – older

-	 Concise and inspiring

-	 Use an informed vocabulary

-	B e accessible and welcoming

Future students – international

-	B e concise, straight forward in delivery

-	 Simpler language, and sentence construction

-	 Still accessible, but more formal

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

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

-	E ncourages personal growth and development

-	 Prepares them for whatever path their lives take

TONE OF VOICE
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Tone Delivery Message Directions

Other 
External 
Audiences

Local community

-	 Speak with clarity and pride

-	 Convey real sense of community

-	E xpress passion for achievements

Research partners

-	 Speak clearly and confidently

-	D isplay energy, passion, vision

-	E xpert and authoritative

Corporate and Government

-	 Use a distinctive, clear voice

-	 Show pride in achievements

-	 Show we are a community-minded leader

-	B e unafraid to provoke debate

-	E xpert

Local community

-	 Seek to inspire 

-	B e informative but not overpowering

-	R emain open and accessible

Research partners

-	 Convey the essentials

-	 Look to inspire and inform

-	A n accessible, real-world leader

Corporate and Government

-	I nspiring, informing

-	A ccessible, outward looking

-	R eal world leader

External audiences will be most interested to hear of:

-	 Higher order thinking, real-world solutions

-	B usiness, civic and international partnering and 
engagement

-	R epresenting Australia as a knowledge-leader

-	T he University being a world class institution with 
global impact

Staff -	 Speak clearly to your peers without being patronising

-	 Share your pride and passion

-	 We are one University community

-	I nspiring

-	D raw on an informed, educated vocabulary

-	B e accessible, don’t alienate

University staff will be most interested to hear of:

-	N ew directions in research and learning

-	T he impact of achievements and ideas by individual staff  
and students

tone of voice variation

TONE OF VOICE
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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’.

TONE OF VOICE
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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.

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.

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.

TONE OF VOICE
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TONE OF VOICE

1.	T hink of your reader as a real person.

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

3.	I t’s a two-way exchange. Use ‘you’ and ‘yours’, ‘us’ and ‘we’.

4.	Mix the rational and the emotional.

5.	Avoid resorting to assertions without explaining the significance – show not tell.

6.	Be confident but stay away from too much chest beating about the University.

7.	 Make your message tone audience-relevant.

8.	Don’t over-instruct your reader.

9.	Don’t be dull or too formal.

10.	Keep your piece lively, flowing and interesting.

A simple checklist


