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Ulster University Brand Handbook Brand Overview: Our Brand Mantra

We Believe In Brave

is the phllosophy in
e

Ulster that sets t
benchmark for
everything we

At Ulster University our brand stands for something Ve Believe in Brave is our fuel of inspiration

O.

compelling and genuine that has been part of and the catalyst behind every creative thought.
our culture since our inception almost 50 years It creates new ways for students to collaborate
ago in 1984. Since then, we have continuously ~ and learn and our researchers to apply

moved forward bravely putting innovation and their thinking. And enables us to meet every
collaboration at the forefront of our mission to challenge with courage, curiosity and conviction
engage academic excellence across Northern in a university that puts ambition at the heart of
reland and deliver globally significant research  everything it does.

that leaves our mark on the world.
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Our brand
Is about

perception.




Ulster University Brand Handbook

Our Brand Elements

Our brand breaks down into two distinct areas,
brand positioning and visual communications.
One doesn’t work without the other...

Our brand positioning is the voice
of our visual communications, it
drives the confidence and clarity in
what we say and builds distinctive
and consistent messages across
everything we do.

J

Brand
Positioning

Brand Positioning Framework
Core Brand Pillars

Supporting Themes

Brand Driver

Mission Statement

Tone of Voice

Personality

Our visual communications bring our
voice to life with a system that allows
us to be flexible and inventive. With
a styling that is consistently creative
and different but always distinctly
Ulster University.

NS

Visual
Communications

Our Brand System
Brandmark

Colour Palette
Typography
Infographics
Imagery/Photography
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Brand
Positioning

Brand Positioning Framework
Core Brand Pillars

Supporting Themes

Brand Driver

Mission Statement

Tone of Voice

Personality

Section 1: Brand Positioning
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Ulster University Brand Handbook Brand Positioning Framework

The Ulster University Brand Framework

Mission statement
A world class civic university grounded in the heart of its communities delivering outstanding teaching and globally
significant research that stretches minds, transforms student lives and makes a lasting contribution fo society.

Brand Driver

We Believe in Brave.

Tone of voice - Confidence and Clarity

Core Brand Personality

Ambitious / Creative / Collaborative / Entrepreneurial

Core Brand Pillars Supporting Themes

Civic Contribution Employment / Widening Access / Social and Economic Development / Campus Identities / Networks
Academic Excellence Teaching Excellence / Student Experience / Research with Impact / Researcher Development
Global Vision Clobal Citizenship / Infernational Networks / Global Challenge, Local Impact / Diverse Community
Operational Excellence People and Culture / Reputation / World-Class Infrastructure / Financial Stability
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Ulster University Brand Handbook Brand Driver

The world is changing at an unprecedented pace. We can see the increasing
influence of data, the formation of global networks of consumers, workers, citizens,
students, staft and patients. Businesses, communities and industries across the world
are transforming, adapting and becoming more agile and innovative in their thinking.

Today, Ulster University's leading edge education and research is focused on the
needs of this ulira connected society and is driven by a culture that is alive with
the spirit of curiosity and a passion for knowledge.

J

Our brand driver defines the attitude we bring
to everything we do. It’s a call to action and
the inspirational mantra for all of us to use to
benchmark ideas and decisions against. When
‘We Believe in Brave’ we have the confidence,
determination and innovation to make a lasting
impact and drive better outcomes. Ulster University

Turner Prize Winner g | J
Susan Philipsz
Sound and Space Installation
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7
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Powers our new ideas and fresh thinking.

It’s at the heart of product invention and
innovation, healthcare, drug research,
financial services, sport, theatre or charity.

In fact, every sector, every entrepreneur,
every business and organisation everywhere
in the world is driven by people who embrace
these four simple words....




Ulster University Brand Handbook Brand Driver

We Believe
In Brave.

We Believe in Brave is the simple philosophy that drives our spirit of innovation.  BELIEVE BRAVE Vghl?n ‘We .
It speaks for every one of us who set out to accomplish what others believe Purpose Ambitious ‘Believe in Brave’
to be impossible. It defines our academics, our staff and students who defy P we have the confidence,

mediocrity everyday in what they achieve and how they achieve it Confidence Determined determination and
' Collaboration Progressive ;nn<3Vdfj°n to make a
. . asting impact.
It's about all of us at Ulster who approach every challenge with curiosity and Innovation Innovative L

conviction and who understand and embrace the game changing powers of ~ Inspiration Creative
collaboration and innovation. And most importantly it personifies a university
that has put ambition at the forefront of every decision since ifs inception and
had the courage to act on it to achieve extraordinary outcomes.

Ulster University’s Digital
Animation Course is the
first of its kind in the UK
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Ulster University Brand Handbook Mission Statement

A world class civic university grounded
in the heart of its communities delivering

outstanding teaching and globally
significant research that stretches minds,

transforms student lives and makes a
lasting contribution to society.
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Ulster University Brand Handbook Tone of Voice

Confidence and clarity

Building a consistent tone of voice
across a large organisation is a
difficult thing to do

12




To create an effective tone of voice we app(!ly
some basic principles that help us use wor
to communicate with confidence and clarity.

Understand your audience
Wite in a way that reflects your
audiences point of view; don't over
focus on what you want them fo
know, it's more about thinking what
they may be interested to learn;
don't risk losing their interest by
telling them what they already know,
or confuse them by using language
they don't understand.

Be clear about your objective
It's the best way 1o fine tune what

you need fo say fo get the result you
want; in many cases we will need

to have more detailed information,

in others we may just be making

our audience aware of an event.

Use every day language

It's always better to use the simple
everyday term — the word or phrase
that a person would use in @
conversation, rather than a longer
word with the same meaning.

Keep it personal

We are sefting out fo create a
relationship and a rapport with the
reader. An important way to do this
is by addressing the reader directly
and personally, using the first person
(I or we] whenever possible and
more importantly addressing the
reader as ‘you'.

Be engaging

This is a key element for everything
we wirite. It's crucial to make your
readers feel that you understand their
point of view and are addressing
their interests and priorifies.

Make it easy

Always assume that your readers are
busy and have other things that they
could or should be doing. You should
do everything you can to make it easy
for them to get what they need out of
what they are reading.

Don't be afraid to use bullet points.

Dense thickets of type can look
daunting, so break up your paragraphs.

Cet your points across early — never
bury a sfrong argument or claim late
in a document — busy readers may
never get that far.



Ulster University Brand Handbook Tone of Voice

Every communication
must tell a positive story.

Ulster University calls for
action to support those in
developing areas

One of Ulster University’s current priorities is to invest in the communities
surrounding the new Belfast campus development. The new campus is
being built on the borders of some of NI's most historically troubled and
disadvantaged communities...

NS

Time for a
society change!

Under the shadow of the new Belfast Campus are
communities in great need. Looking up to the new
building we want to inspire and encourage the
attainable. We want to be the difference that can
make the difference...

Tips

Punchy headlines that grab attention
If you can use less words, do so

If there is a simpler shorter word, use it
Keep text engaging

Use simple language

Avoid obvious statements

Do not patronise nor assume

The point must be clear and concise

14



Ulster University Brand Handbook

Ulster University and
North Belfast community
partnerships launch
Community Benefit
Framewor

Ulster University has reaffirmed its commitment to

the greater North Belfast area via the co-creation of
a Community Benefit Framework, developed jointly
with Inner North Belfast Neighbourhood and Greater
Shankill Neighbourhood Renewal Partnerships. The
purpose of the framework is to help realise the social,
educational, environmental and economic benefits to
the local community that will arise from the additional
15,000 students and staff that will move from the
Jordanstown campus to the new Belfast development.

NS

Ulster University
creates lasting and
meaningful community
partnerships!

Ulster University re-affirmed its commitment to the
communities it serves through the development of
a Community Benefit Framework in the greater
North Belfast area. Developed in partnership with
Inner North Belfast Neighbourhood and Greater
Shankill Neighbourhood Renewal Partnerships,
the local community will reap social, educational,
environmental and economic benefits through
15,000 students and staff relocating to the new
Belfast campus.

Tone of Voice

Ulster University helps
primary school pupils to
understand their emotions

and build resilience on World

Mental Health Day

Today, to mark World Mental Health Day, over

90 primary school pupils will come together at
Ulster University’s Coleraine campus for a series

of workshops promoting positive psychological
wellbeing. Research has shown that 50% of mental
health problems emerge by the age of 14 so early
intervention and mental health promotion are of
paramount importance. Mental health issues in
children can have a significant impact on social
relationships, school and occupational achievement,
physical health and implications on self-esteem
and behaviour.

NS

Understanding young
emotions on World
Mental Health Day.

Marking World Mental Health Day, primary school
pupils from across Northern Ireland will gather to
Ulster University’s Coleraine campus for workshops
promoting positive psychological wellbeing.

Research shows that 50% of mental health problems
emerge by the age of 14, so early intervention and

mental health promotion are paramount. Mental health

issues in children can impact social relationships,
self-esteem and behaviour, school and occupational
achievement and cause physical health problems.

Ulster University establishes
new partnerships with
Chinese government to
further develop student and
faculty engagement

Four of Ulster University’s leading experts in the fields
of healthcare, engineering, stratified medicine and
green and innovative SME’s join Northern Ireland
delegation to China for the Dalian Leaders Summit.
Ulster University will join a range of local businesses
and higher education institutions for the Dalian
Leaders Summit, facilitated by the NI Bureau which
runs from 15 - 17 October.

NS

Creating stronger
student ties to the
far east.

From15 - 17 October, Ulster University’s leading
experts in the fields of healthcare, engineering,
stratified medicine and green and innovative SME’s

join the Northern Irish delegation to China. The Dalian

Leaders Summit brings local businesses and higher
education institutions together in a unique knowledge
tranfer programme.
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Ulster University Brand Handbook Personality

Our personality defines the key
atributes that we possess individually
and collectively that help drive us
towards our goals.

NS

Persondlity is a key driver of organisations.
People look for persondlity in an organisation
for the same reason they look for it in people.
It helps us decide who we trust, who we
admire and who we would like to work with.

It’s the tangible characteristics that make us
unforgettable to our target audiences and
differentiate us from competitors.
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Ambition is an attitude
that says ‘l can’. We
are ambitious for our
university, our students
and the impact we can
make on the world.

NS

It's the proof point that connects all of us to the
amazing things that are innovated, inspired and
produced every day across Ulster University.
Ensuring we are continuously progressing

and delivering the excellence required to be
infernationally recognised as a top 2% university
in the world today.

Personality

We are creative
thinkers, challengers and
disruptors. Creativity is
the life-blood of Ulster,
it’s inherent in how we
think and act across
every touchpoint of
our university, driving
new ideas, innovation
and a laser focused
competitive edge.

NS

We value the differences in people who make
a difference. Creativity pushes boundaries,
embraces new ways, new technologies and
new results. VWe believe that creativity is an
agent of change that helps us lead the way,
think outside the box and position ourselves as
a leader in the educational landscape. Today,
it is as relevant in every business and industry
as it is in a studio.

Collaboration is key to
increased innovation,
higher rates of efficiency
and better outcomes.
When we work together
we put all of our
collective ability and
experience into action.

J

Collaboration moves beyond the power of one to
the power of a team. Collaboration is much more
than simply working fogether. It demands we
open ourselves up o new ideas, accept

differing opinions and embrace new ways of
seeing the world. When we are open to debdte,
challenge and change — it makes us better.

We embrace and drive
change, pursue fresh
thinking, new ideas
and new ways of
doing things.

J

An Entrepreneurial mindset applies knowledge
fo innovation. When we apply this way of
thinking we embolden our students with the
confidence they need to put their leaming to
real world use. Being entrepreneurial is alive
in how we balance risk with opportunity and
how we consistently break new ground across
a wide range of disciplines.

17
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Brand
Toolkit

Brandmark
Colour
Typography
Infographics
Grid System
Photography

Brand Toolkit
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Leading our visual identity is our
brandmark, it is contemporary,
clean and confident.

It is the most recognisable asset of
our visual identity and will be visible
across almost every touchpoint of
our university on a national and
international basis.

Our brandmark exists in two
formats. A gold version to be used
for corporate and ceremonial events.
A mono version, which we are
transitioning toward, is to be used

on more creative outputs. There could
be occasions where usage is open to
interpretation and discussion.

Brandmai

19



Ulster University Brand Handbook

Brandmark

h \4

Ulster
University

Primary Brandmark

Corporate

The corporate version of the primary brandmark is made
up of the U symbol in Pure Gold and lettering in the
new Core Blue as opposed to older logos that used the
'Corporate Blue'. This version of the brandmark is to be
used for infernal communications, stationery, corporate

and ceremonial events.

Colour Values

Pure Gold
Pantone 871 C
C33 M33 Y/0 KO
R187 Gl64 B9/
#bbad6]

Core Blue
Pantone 282 C
C100 MQO YO K70
RO GO B64
#00003f

20



Ulster University Brand Handbook Brandmark

Primary Brandmark

Corporate reversed

When the corporate version of the brandmark
Night Black appears on a dark background, then the U

symbol should remain in Pure Gold and the

words Ulster University should appear in white.

Core Blue

Ulster
University

Stone Grey
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Primary Brandmark
Creative

Our ambition is to drive towards a sfrong and
confident one colour version of our brandmark.
This Core Blue version is o be used across all
markefing material such as advertising campaigns,
promotional videos and print collateral.

h \4

Ulster
University

22



Ulster University Brg

Bright Blue Primary Brandmark

Creative reversed

The brandmark can appear in white when sitting
on certain colours within our colour palette.
These tend to be darker colours and ones
where the confrast between the logo and colour
remains high.

h \4

Deep Blue

Ulster
University

Core Blue

Night Black
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University

Brandmark

Secondary Brandmark

h 4

Ulster _
University

University

Secondary Brandmark

This option, Core Blue brandmark on a Sky
Blue background, is to be used in exceptional
circumstances such as on vans, hoardings or
tshirts. The contrast between the two elements
remains high and the combination is visually
strong, so should be utilised sparingly so as to
maintain this presfige.

Mono Brandmark

Black and white versions of the brandmark
should be used when colour reproduction is
unavailable. A mono version should also be
used if the brandmark is appearing on third
party collateral and the primary version of
the brand mark clashes with the third party
colour way.

h N4

Ulster
University

Mono brandmark

24



Ulster University Brand Handbook

Corporate portrait brandmark

Ulster
University

Brandmark

Creative portrait brandmark

h\4

Ulster
University

Portrait Brandmark

A portait version of the brandmark also exists.
The landscape version is the preferred option,
but in some cases, the format that the brandmark
is being used on may dictate that a portrait
version is used. The rules and versions of the
brandmark established in this section also apply
to the portrait version of the brandmark.

25



Ulster University Brand Handbook Brandmark

Clear space
Print and digital

A\

Ulster
University

Ulster
University

The clear space, equal to the width of thick section of the ‘U’ symbol, has been established around the brandmark.

Clear Space

A clear space has been established which is
the width of thick section of the ‘U’ symbol. No
other graphic elements should encroach on this
area. In exceptional circumstances, half of this
width is permitted.

Minimum Size

To refain the clarity and visual strength of

the brandmark, a minimum size has been
esfablished for print and digital outputs. If the
brandmark is being used for print on promotional
items such as pens or key rings, which may
require the brandmark to be printed smaller than
the stated size, then it should be made as large
as possible in the print area.

Minimum size Minimum size
For print For digital
h\4
M ul
ster
Ulster - -
LUniversity University
| . | ,
25mm 95 pixels
h\d
lj
Ulster UIs_ter .
University University
—_—
16mm 63 pixels
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h\d
Ulster
University

Faculty of Arts,
Humanities and
Social Sciences

Brandmark

h N\

Ulster
University

Faculty of Arts,
Humanities and
Social Sciences

h N\ g

Ulster
University

Faculty of Computing,
Engineering and the
Built Environment

h N\

Ulster
University

Faculty of Computing,
Engineering and the
Built Environment

h\4
Ulster
University

Faculty of Life and
Health Sciences

hN\4

Ulster
University

Faculty of Life and
Health Sciences

h\d
Ulster
University
Business

School

Brandmark Faculty Lockups

The four Ulster University faculties have a lockup
with the brandmark.

Faculty of Arts, Humanities and
Social Sciences

Faculty of Computing, Engineering
and the Built Environment

Faculty of Life and Health Sciences
Ulster University Business School
These are they agreed versions of the lockups.

No other versions of these lockups should be
used or created.

27



Ulster University Brand Handbook

Primary Colours

The lockup should almost always appear in the
Creative Brandmark colours - Core Blue and

Ghost White.

Primary versions

h\4

Ulster
University

h\4

Ulster
University

Brandmark

Mono Brandmark

Mono versions of the lockups are available for
use when colour reproduction is unavailable.
This version of the lockup should also be used
on third party collateral and the primary version
of the brandmark clashes with the third party
colour way.

Mono versions

h\4

Faculty of Arts,
Ulster Humanities and
University | Social Sciences

Faculty of Arts,
Humanities and
Social Sciences

h \4
Faculty of Arts, Faculty of Arts,

Humanities and Ulster Humanities and
Social Sciences University | Social Sciences

28
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h\4

Ulster
University

Business

School

Primary version

h\g
Ulster
University
Business

School

Brandmark

h N\

Ulster
University

Business

School

h\g
Ulster
University
~ Business

School

F

Mono version

h\4

Ulster
University

Doctoral
College

Primary version

Research
and Impact

Ulster
University

Doctoral
College

py

Research
and Impact

h\4

Ulster
University

Belfast School
of Art

Primary version

Faculty of Arts,
Humanities and
Social Sciences

h N4

Ulster
University

Belfast School
of Art

F

Faculty of Arts,
Humanities and
Social Sciences

h\4

Ulster
University

Primary version

Research
and Impact

h\g

Ulster
University

F

Research
and Impact

Sub-brand Lockups

There are a small number of approved sub-brand
logos as illustrated here. At this time there are no
other agreed sub-brands. Any proposals for new
sub-brands will require approval by the Director
of Markefing and Communications.

like other versions of the brandmark there are
different orientations of the sub-brand lockups
and they can exist in different colour variations,
primary and mono. The rules set out for colour
usage on the brandmark on page 24 applies to
these lockups.

29
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h\4

INCORE

Ulster International Conflict
University | Research Institute

Primary version

Brandmark

h\4

Ulster
University

INCORE

International Conflict

Research Institute

h\4

INCORE

Ulster International Conflict
University | Research Institute

Mono version

A \4

Ulster
University

INCORE

International Conflict
Research Institute

h\g

NIBEC

Ulster Nanotechnology and Integrated
University | Bioengineering Centre

Primary version

N4

Ulster
University

NIBEC

Nanotechnology
and Integrated

Bioengineering Centre

h\g

NIBEC

Ulster Nanotechnology and Integrated
University | Bioengineering Centre

Mono version

h N\
Ulster
University

NIBEC

Nanotechnology
and Integrated
Bioengineering Centre

h\4

TJI

Ulster Transitional
University | Justice Institute

Primary version

h\4

Ulster
University

TJI

Transitional
Justice Institute

h\4

TJI

Ulster Transitional
University | Justice Institute

Mono version

l" TJI

Ulster Transitional
University | Justice Institute

Sub-brand Lockups

Selected Research Institutes have their own
sub-brand lockups. The parameters established
for their creation and use on page 33 also
applies here.

30



Pushing the

Boundaries

of Discover
p

ulster.ac.uk

Ulster
lUniversity

Faculty of Life and
Health Sciences

Lockup Examples

The examples here show how the lockups work
like the original brandmark, sitting in the corners
of the format, with enough contrast with the
background image for the lockup to be seen
clearly. Different orientation’s of the lockups have
been used, according to which one works best
on a particular format.

31
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Creating Lockups
Co-branded, landscape and portrait

Multiple Partners
Alignment and clear space

Brandmark

ORLD

UNIVERSITY Centre dligned s ;
RANKINGSH Ulster

X

{

Centre aligned

N7 : WORLD
Ulster UNIVERSITY |
University s gAN Kl N?}S

2el))

Department of

Education

Centre aligned

Multiple Partners
With descriptor

!gé NIVERSITY
RANKINGS

Ulster
University

Scaled larger

Department of

! Education

Centre aligned

University

X

Co-Branding

The Ulster University brand will have to co-exist
with other brands on a regular basis. There
are a sef of rules in place, ensuring that the
legibility of the Ulster University brandmark isn't
compromised and fo control how other brand
marks work in unison with it.

Partner Lockups

If the Ulster University brandmark needs fo sit
with the another brand mark, then it should
always appear first, with a clear space twice
the size of the standard brandmark safe space
being employed. The other brand mark should
be centre aligned against our brandmark and
scaled to balance againt the Ulster brandmark.

Multiple Partners

When using the Ulster University brandmark
with multiple brandmarks, they can be aligned
horizontally and spaced with the same clear
space between them.

If Ulster University is to be the primary brand
in a group, then it can also be set at a larger
size, with the other brand marks set in a
group underneath it. A descriptor line such
as 'Delivered in Partnership with:" can also
be included fo place the accompanying
brandmarks in context.

Exceptions

These rules look to cover as many outcomes and
scenarios as possible when using co-branding.
However not every eventuality can be covered
and there could be occasions where these rules
will be difficult to implement because of the
amount or shape and orientation of additional
brandmarks. In this case, the layout that
maintains a clear space around our brand mark
and visually works best should be used.

32
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Clear Space

The clear space around the lockup is exactly the

Y same as the rule established for the brandmark
— the width of thick section of the "U" symbol.

Faculty of Artsl No other graphic elements should encroach on

this area. In exceptional circumstances, half of

Uls_ter _ Humqni'l'ies and this width is permitted.
University | Social Sciences I

With the faculty name being of different lengths
X X and heights when sitting with the brandmark, the
best way to ensure a consistent use and sizing,
is to maintain the 25mm minimum width for the
brandmark for print collateral and 95 pixels for
digital outputs. VWhen the brandmark is sized

to this width, the faculty name will be sized
correctly in proportion.

Minimum size
X X For print

\' A\g A\
Faculty of Arts,
Ulster Humanities and Ulster
University | Social Sciences University

I — e —

UI t 25mm FacultyTrts,
S er Humanities and

Social Sciences

University e

Minimum size
For digital

Faculty of Arts, v v

Faculty of Arts,

[ ] [ ]
Ulster H iti d Ulster
Humanities and ety | Bt et iy
Social Sciences
Faculty of Arts,

X X Humanities and
Social Sciences

95 pixels

95 pixels
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Specifications

The brandmark can also be used fo sit on top of
an image, as long as there is a suitable location
that is light enough for the primary brandmark

to be seen clearly, or dark enough for the
secondary brandmark fo be used.

h g h\g

Uls_ter . Primary Brandmark - Creative Uls_ter . Primary Brandmark - Reversed
UnlverS|ty The primary version, in Core Blue, UnlverS|ty The secondary version, in whife, can
can appear on white or light appear on black or dark coloured image
coloured image areq, as seen in areq, as seen in the example below.
the example below.

“Welcome to our A

digital animation
course, it’s the
first of its kind in
the UK”.

Wanda Fish

Dr Ciara O’Neill

Made by
ulster.ac.uk Ulster University

ulster.ac.uk/weareulsteruniversity

34
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Top-left aligned Toprright aligned
_l Hlnsitg'sity /leﬁwrsity
Bottom-left aligned Bottom-right aligned
Ulster Ulster
University University

Centre aligned

Brandmark Positioning

There are a range of directions for the placement
of the brandmark depending on the format that it
is being used on. When placing the brandmark,
ensure that it does not sit beyond the safe zone
which is the outer line of the grid (marked here
with the cyan line).

Brandmark positioning can vary
depending on the communication
as needed.

Top-left aligned

Digital applications, such as the website,
will have the brandmark sef in the top-left
of the format.

Top-right aligned

For brochureware, case studies and other internal
and external literature including lefterheads,
maximising the visibility of the brandmark.

Bottom-right or bottom-left aligned
For advertising, promotional and select
communications where the proposition leads.

Centre aligned
Where the brandmark is the primary
communication such as endframes.
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Brandmark Positioning

l_/Uﬁtgm;‘ UIILUSJEEIN]UI "vgﬁ% Secondary brandmarks or logos don't
necessarily have to sit as part of a lockup with
the Ulster University brandmark. They can sit
seperately, depending on the design purpose
and brief. In this case, the logo can sit in one of
the corners and the Ulster University brandmark
can sit in an alternate comer. The examples
shown here, don't cover all possible outcomes
but rather show some suggestions as fo where
brandmarks and logos can sit when not used in
a lockup format.

vusY m

ULSTER U| R/!st l_/l‘;l*.ter

TUDENTS’ UNION University

Y
»
Lu. - JUSL
Unjiversity LSTER UNIVERSIT
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Digital application / top-left aligned

Ister

niversity.

Advertising / bottom-right or bottom left aligned

Believe in
something
bigger.

Brochure / top-right aligned

We are
Ulster University.

An investment

“l in your future.

International Scholarships 2018/19

End frames / centred aligned

Brandmark Positioning

The positioning of our brandmark can be flexible
depending on the communication platform in use.
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Incorrect Brandmark Usage

Below are examples of how the brandmark
should not be used. Maintaining the brandmark’s
clarity and not tampering with the graphic
elements or colour of it are key points.

The brandmark should never be stretched or distorted The colour of the brandmark should not be changed fo Do not reproduce the primary brandmark on a dark The brandmark is not used with additional graphic
colours outside the agreed versions or complex background, making it illegible elements or holding devices

[] [x] []

h\4
Ny
Ulster b
University L"S-l:erl - o
University onl
&
Al e

The relationship between elements should not Do not affempt to recreate the brandmark Do not alter the colour placement within the brandmark Do not create sub-brand lockups that have not been
be altered approved by Ulster University

[x] [x] [x]
g

Ulster
University

h\4

Ulster
University

Sports Societies
and Committees
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Brandmark

University Crest

A heraldic crest representing the university also
exists. The usage of the crest will be extremely
limited mainly at ceremonial events, where it
would appear on cerfificates, lecterns and
ceremonial dress. Please refer to the marketfing
department if you have any queries about

a situation that you feel that the crest could

be used.
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Level 1: Primary (creative) brandmark / University crest

h\g

Ulster
University

Brandmark

Level 2A: Faculty sub-brands

A4 A\g A4 N
Ulster Ulster Ulster Ulster
University University University University
Sehost”
Faculty of Arts, Faculty of Computing, Faculty of Life and
Humanities and Engineering and the Health Sciences
Social Sciences Built Environment
Level 2B: Approved sub-brands
A\g A\g A\g A\g
Ulster Ulster Ulster Ulster
University University University University
Business Doctoral Belfast School
School College of Art
Research
Research Faculty of Arts, and Impact
and Impact Humanities and

Social Sciences

Level 3: Research Institutes/Centres

N N

Ulster Ulster

University University
International Conflict Nanotechnology
Research Institute and Integrated

Bioengineering Centre

h\4

Ulster
University

TJI

Transitional
Justice Institute

Brand Architecture - Overview

This is Ulster University's approved brand
archifecture showing the entfire suite of
brand lockups.
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Colour is a powerful tool that helps
increase awareness and recognition,
whilst leaving a lasting impression
on our audience.

Taking ownership of a blue palette
in our sector will make our
communications more instantly
recognisable and consistent across
all remits of our outputs.

Colot

|




Blue is central to our
brand and should
form a key part of
our communications.

Primary Colours

Our palette provides continuity with the Blue heritage
of Ulster University, whilst strengthening our palette
for the future. As such, blue forms the basis of our
primary colour palette and should be central to the
communications released.
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Core Blue
Pantone 282 C
C100 MQO YO K70

R4 G30 B6O
#041E42

Colour

Deep Blue
Pantone 2/56 C
C100 M100 YO KO
R21 G31 B1O9
#151F6D

Bright Blue
Pantone Process Cyan
C100 MO YO KO

RO G159 B223
#OOQFDF

Primary Colour Values

The colour values for the blue palette should not
be deviated from. Only solid tones of colour
should be used. Tints can be used, but only in
exceptional circumstances and should be used
sparingly. Consideration should be given to
what version of the brandmark is placed on the
a solid colour fo ensure a high level of contrast
between the two elements.

Using Colour

CMYK (printing] and RGB or HEX (screen| are
the preferred reproduction methods. Pantone
(PMS or Spot colour] should be used where
full colour printing is not available e.g. screen
prining and one colour printing.

Sky Blue Ghost White
Pantone 306 C CO MO YO KO

C/7 MO Y/ KO R255 G255 B225

RO G181 B 226 #ITHF
#OOBSE2Z
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Night Black
Pantone Black 6 C
C40 M40 Y40 K100

RO GO BO
#000000

Colour

Stone Grey

Pantone Cool Gray 7 C
C25 MO YO Ké5

R151 G153 B155
#5e6d/7

Mid Grey

Pantone Cool Grey 5 C
C24 MO YO K50

R125 G145 B153
#/c9199

Secondary Colours

We employ a secondary colour palette to
support our primary palefte. It consists of black
and a range of greys. This lends stability and
flexibility to our colour scheme. Secondary
colours can be used as the dominant colour in a
piece of design, however a primary colour blue
should also appear in unison with it, to keep our

brand visual consistent.

Light Grey

Pantone Cool Grey 3 C
C10 MO YO K20

R10Q G209 B214
#c6d1do

Thin Grey

Pantone Cool Grey 2 C
C5 MO YO K10

R230 G235 B240
#ebebfO
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Bright Orange
Pantone 143 C
CO M49 YQ1 KO

R244 G149 B34
#39521

Full Orange
Pantone 166 C
CO M80 Y100 KO
R227 G82 BS
#e35205

Colour

Candy Pink
Pantone 204 C
C5 M70 Y18 KO
R229 G108 B14/
#e56c92

Royal Red
Pantone 20/ C
C5 MI0O Y48 K22
R185 G/ B6Q
#bQ0745

Plum Purple
Pantone /658 C
C40 M86 YO K86
R105 G39 B89
#692759

Complementary Colours

The complementary colour palette is used as @
way of bringing a layer of differentiation to our
communications. The colours are not aligned

fo any Faculty or department and are to be
used freely as complementary colours. Careful
consideration should be given to when these
colours are used, as they should not be used in
a way that dilutes the visual recognition that our

blues bring to the brand.

Fresh Teal
Pantone 3560 C
CQ9 MO Y52 KO
RO G150 B140
#00968c

Emerald Green
Pantone 2292 C
C60 M@ Y100 KO
R121 G1/3 B43
#/8ad2b
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y better,
s':,arﬂ':gs?di""ble
zml‘e world-

56
GO“'""“’, angarvey

g S T
The challenges facing
our societies are
deeply enmeshed

n complex systems.
Issues do not exist in
isolation. And yet, most
“I co::erulion
 occurs within specific
y stakeholder gr‘;zps,
ther than across them.

landmark
development at the
Belfast campus.

Complementary Colour Usage

Accents of colour can be bought into our design
communications by using the complementary
colour palette. They should be used sparingly
and should not replace the blue colour palette
in an overall piece of work.

Here you can see examples of how accents

of colour can be used to add another level to
our design work, enabling key information to
stand out and to keep our outputs looking fresh,
relevant and inferesting.
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Ulster University Colour Wheel

Colour

primary Co’ou,.s

Proportional Colour Usage

When using colours for Ulster University brand
collateral, careful consideration should be given
when using colour to ensure that blue remains
as our lead colour, with the secondary and
complementary colours providing support and
definition to design outputs.

The colour wheel represents a proportional
guide to using colour and in what quantities,
while faking into account the rules laid out
previously. VWe haven't put an exact percentage
on what amount of colour should be used, as
this will be almost impossible to implement and
enforce. Rather this wheel is to give you a visual
sense of how fo apply colour when desiging
with our brand.

Primary Colours

Our primary colours should be the dominant
colours in all our communications. If a brochure,
digital presentation or video animation is being
designed, blue doesn't need to appear at all
fimes, on every page, slide or frame, but should
still be the dominant colour throughout our overall
brand outputs.

Secondary Colours

This colour palette can be the dominant colour
on a single page or graphic as long as a
primary blue is also present. It can be used to
add contrast to the primary colour palette.

Complementary Colours

When a piece of information needs highlighted,
like o graphic, headline or call text, a dash of
colour from the Complementary palette can be
used. By using these colours in moderation, their
effectiveness is increased.
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Primary Colour Combinations

Here are some examples of how the primary
colours can be used fo produce a range of
combinations that conform to guidelines but

also possess a sfrong visual presence. Over the
coming pages, you will see further examples of
how colours can be used, which will be useful for
idea generation. Consideration should be given
to how many colours should be used together at
any one time and if this looks visually correct.

h\d h\g h\d h\g
Ulster Ulster Ulster Ulster
University University University University

Innovation Innovation
starts here. starts here.

Welcome Pack Welcome Pack Welcome Pack
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We believe
that one
person has
the power
to change
the world.

A\
Ulster
University

We believe
that one
person has
the power
to change
the world.

Colour

ulster.ac.uk

N
Ulster
University

ulster.ac.uk

We believe
that one
person has
the power
to change
the world.

A g
Ulster
lUnimsiw

ulster.ac.uk

g
Ulster
University

ulster.ac.uk

We believe
that one
person has
the power
to change
the world.

N
Ulster
University

Secondary and Primary Colour
Combinations

Secondary colours can be used as the main
background colour. However a blue from the
primary palette has to be present to ensure
that the connection between Ulster University
and our blue heritage remains. These simple
advertisements, show how combining the two
colour palettes can work as an effective
design strategy.
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Colour Combination Examples
Samples of brochure covers, using primary

and secondary colours, to make dynamic and
visually appealing design options.

-

ter .
e ersity

We are Ulster .
Ulster University. lUmverS“y

Five & Fifty

Five Year Strategic Plan
We are | Fiftieth Year Strategic Vision | e
Wem | 20162034 | Ulster University.
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»}‘.‘.‘.‘.3‘0 port

>

Colour

i

We believe / Q‘

that one person
can change the
world.

.
lUIsgter :
University

We Believe
in Brave.

I

Colour Combination Examples

On this example, the two colour palettes are
used in combination with an image.
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Do not use colours outside of the
agreed colour palette

N
Ulster
l/Unlversﬂ:y

Innovation
starts here.

Welcome Pack

We Believe
in Brave.

Do not use gradients

N
Ulster
University

Innovation
starts here.

Welcome Pack

We Believe
in Brave.

Do not use the old colour palette Do not use the secondary colour
palette by itself

[] [x]

N N
Ulster Ulster
lUniversity lUnlversﬂy

Incorrect Colour Usage

Below are examples of how the colour should
not be used. Maintaining the brandmark'’s clarity
and not tampering with the graphic elements or
colour are key pointfs.

Do not use colours that don't
confrast against each other

[]
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Futura is our font.

It is a unique, versatile and highly
recognisable typeface that is bold
and progressive in some formats;
refined and professional in others.
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Typographic Principles

Futura is our chosen typeface, with the Futura PT
version fo be used on all materials. It is at the core

of our visual identity and synonymous with our
brand. We only use the five weights of extra bold,
bold, heavy, book and light. Ulster University is
bold and strong in our communications, however,
by choosing Futura PT, we can dlso be more
refined, resfrained and corporate when needed.

When typesetting using Futura PT, kerning, which
refers to the spacing between pairs of letters
should be set to optical. Tracking, which refers to
the spacing between blocks of leffers should be
set at O.

leading, which is the spacing between lines of
text, should be set at 2 points higher than your
point size. For example, if your point size for a
piece of fext is 12 point, then your leading
should be set to 14 point.
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Primary typeface: Futura

Exira Bold
Bold

Heavy

Book

Welal

Alternative typeface: Arial

Bold
Regular

Typography

AaBbCcDd1234!1@£72/
AaBbCcDd1234!@c?/
AaBbCcDd12341@£?/
AaBbCcDd12341@%£2/
AaBbCcDd12341@%2/

AaBbCcDd1234!@£7/
AaBbCcDd1234@£7/

Typographic Specifications

To ensure that our typography remains consistent
across all media, these rules should be followed.

Primary typeface weights

Five weights, extra bold, bold, heavy, book and
light are used fo create a clear hierarchy in @
fone that is disfinctly our own.

Italics

ltialics are available for each weight, in an
oblique style, when formatting legal text and on
footnotes. Never use ifalics in headlines, in body
copy or fo convey a concept, such as speed or
momentum. lfalics can be used on the headlines
on infographics.

Licensing

You can download Futura PT for free from Type
Kit with an Adobe CC license. Futura PT is the
version o be used on all materials. For internal
licensing requirements, contact Ulster University
ICT Customer Services.

Alternate typeface

Avial is used as an alternate typeface for
digital applications such as email or where
Futura is not available.
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Typographic Examples Outline typeface Overarching Headline Copy

These examples show a range of approaches to It is possible to use an outline version of the Main creative headline copy is always

the use of typography. Creative and inferesfing Futura typeface (primarily in exira bold, bold and  punctuated at the end with a full stop to give
approaches are encouraged. Text running off the  heavy) as part of a creative execution, however  added weight and prominence fo the text. Note
page, using opacities, being slightly obscured, this should not be overused and should be a that the same rule does not apply fo functional
being placed on their side, elevates our brand subtle creafive feature. headings, files and sub headings.

visuals beyond the ordinary and mundane that

you see everyday.

1. Headline copy sits over the top of the background imagery. 2. Headline copy sits on its side, lining up within the grid. There is 3. Headline copy in capitals. Sits simply within the overall design
Opacity and hard light effect used to enable the background enough contrast between the text and background for it to be piece. Sub copy sits within the space created by the lines breaks
imagery to show through. Headline copy runs off the format. legible but also look visually interesting within the rest of the piece. in the headline.

This creates a point of interest, where the audience have fo think,
inferpret and fill in the gaps.

ulster.ac.uk

OUR PIONEERING
||| RESEARCH WILL
i |||l CHANGE THE

= | WORLD.

I F OI:' Hniversity ;I, ul
| (A

Student Orientation wesk will help you answer questions
from class schedules, to housing, to studentfinance
Proud of

infarmation. We are hare fo help, Find out more at:

Dot v Ulster University.
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Incorrect Typographic Usage

Below are examples of bad typographic
practices that should be avoided.

Do not use keming, tracking or leading that is incorrect, ltalics should not be used to convey motion or speed Do not use small caps Do not allow widow words and uncomfortable rags
making your text hard to read

[] [x] [x] []

Innovahon
starts here

Uls’rer University leads on @

M cross r er
colloboro’rlon research centre
to improve cardiovascular care

Thank you for considering
supporting Ulster University

and investing in our talent.

Your generosity helps support
activities that enhance the

student experience and create
opportunities that may otherwise
not be possible. 100% of each
gift goes directly to supporting our
students.

Do not use colours on your text which clash with Do not lay fext on overly busy backgrounds that fully Do not use complex or poorly designed headlines Do not use more than two colours fo set headlines in
background colours compromise the legibility of headlines and body copy

o B [ d

We believe
one person
can change
the worl
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Infographics are becoming an
important design element in brand
design. It allows you to communicate
information, across language and
cultural barriers, in a quick and a
visually interesting way. This is crucial
as we look to bring students from all
over the world to Ulster University.

Infograph
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ULSTER UNIVERSITY
INFOGRAPHICS AND

Infographics

ICONOGRAPHY

IN UK FOR
2015 /16 /17

*The Guardian in 2015, 2016 and 2017

STUDENT WORK

LO’ ‘OJ

WELCOMING STUDENTS
FROM

~/

—T

OF UNIVERSITIES

A particular type of infographic style has been
created for Ulster University and on pages 60
- 64, direction will be given on how this style
can be created and implemented to ensure a
consistent look and feel across all infographics.

Infographics are graphic visual representations
of information, data or knowledge infended to
present information quickly and clearly. This can
be anything from a mix of iconography and fexd,
to bar charts and diagrams. For these guidelines
we refer to infographics as a mix of icons and
fext, o communicate a fact or statistic about
Ulster University.

We use pre-drawn outline icons downloaded
from stock imagery websites such as iStock or
Shutterstock and then adapt them to make them
unique to Ulsfer University. On page 63, a walk
through guide shows the adaptation process.

The key sfatistic or large word (in upper case)
should be set in Futura Exira Bold Oblique. Body
copy that sits below the graphic sits in Futura
Heavy (upper casel, while any qualifying text is
set in Futura Book (sentence case).
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Icon Style

A suite of icons, set to the brand style, will be
available in the brand foolkit. Here you can

see some of them from the themes of Business,
Education and Awards. These have been edited
fo be unique to Ulster University. The stroke
weight of the lines have been changed to be
consistent across all icons, the cap ends of lines
have been squared off and the comers bevelled.
These minor edifs create icons that are a mix of
smooth curves and sharpe comers, which work
in harmony with the shape of our font, Futura.

When choosing icons to download and edit,
the versions seen here will help guide your
choice. We suggest that when you download
vector icons from stock imagery websites that
you choose ones which are all drawn by the
same arfist fo ensure that there is a consistent
drawing style across the range. The key point to
remember is:

Choose icons that are drawn in a line
style and when opened in Adobe
lllustrator remain in a stroke format.
This will enable you to edit the
stroke width, as well as setting all
the other edits to the icon, to keep a

Unsuitable Icon Style

Here are examples of three different styles of ' ' ‘ ) | | .
icon which don't fit with the brand style. One c?qsmtent St);‘e across an entire suite
uses a fill colour instead of an outline, one is ‘ y | or iconograpny.

too illustrative and the other is photo-realistic.

Do not use icons Do not use icons drawn Do not use
with a fill colour in an illustrative style photo-realistic icons
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Icon Colour Combinations

The colours of the icon will change depending
on the background colour they are sitting
CORE BL“E GHOST WHITE on. Ideally they should appear in the colour
combinations shown here — a dominant
background colour and a dash of a contrast
colour. There is no definitive rule for which parts
of the icon should be selected to be highlighted,
but in general a small section of the graphic
which stands out from the rest of the icon.

I 1

Dominant icon colour: Dominant icon colour: Dominant icon colour:
Ghost White Ghost White Core Blue

Contrast Colour:
Bright Blue

Icon Colour Alternatives

I the infographic is sitting on a full colour image,
where these colour combinations would clash
with the image, then an all white or blue [either
blue) can be used, depending on which sits best
on the background image.
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Step 1

When the icon is opened in Adode lllustrator the
stroke weight should be edited first. The stroke
weight here is slightly thicker than it should be.

Step 4

The cormners of the stroke are changed
from a rounded join to a bevelled join,
creating angular comers on the stroke.

Infographics

Step 2 Step 3

The cap ends of the strokes are changed fo butt
caps or projected caps, tuming the rounded ends
of the sfroke from rounded to a straight edge.

The stroke weight should be changed to
2 point giving the icon a more refined look.

A 4

Step 5 Step 6

In the editing process, the
strokes may overlap, creating
uncomfortable edges. To solve
this, the stroke should be
expanded, creating a fill shape.
The edges of the shape can then
be adjusted, to create a clean
edge fo the icon.

The final icon is a mix of a refined stroke,
curved lines and bevelled edges, making
it an Ulster University icon.

Icon Editing Process

To create consisfent iconography across the
entire suite of icons, there is an editing process
that should be followed. The step-by-step editing
guide on this page shows the simple procedure
to adapting icons fo make them consistent and
unique to Ulsfer University.

Before you start the editing process, it's important
fo remember to use icons that are in a stroke
format. To start, all icons should be set on a
20mm x 20mm canvas as this is the size of
canvas that best fits the icons in their original
state and this is the basis to ensure that all icons
begin af the same size and scale.

If for example a 100mm x 100mm canvas is
used as the basis and the icon is scaled up fo
fill that size of canvas, the stroke weight of 2
point will be too thin for the stroke at that size,
changing the compact look that our icons have.
That's why it's important that all icons are edited
at their orginial size. They can then either be
saved as an Adodbe lllustrator or EPS format
and placed info documents you are designing or
if they have been converted into a shape, they
can be copied and pasted into your document.
They can then be scaled up or down in size
without losing their stroke width.
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Text Example

Ulster University has won the Most Improved Student Experience award at the Times Higher Education Awards 2016, held in association with
Santander Universities. The awards, now in their twelfth year, are widely recognised as the Oscars of the higher education sector, shining

a spotlight on the outstanding achievements of institutions, teams and individuals working in UK higher education. Unlike other categories,
this award is determined from the results of a student survey, rather than selection by judges. From the data collected for the next Times
Higher Education Student Experience Survey (due to be published in spring 2017), Ulster University was deemed to have improved the most,
compared with the previous year, and is therefore selected for the Most Improved Student Experience Award. The survey, carried out by
market research company YouthSight, asked more than 15,000 fulltime undergraduates to evaluate their experience at university across 21
different measures.

Key Elements Final Infographic

Ulster University has won the
Most Improved Student Experience
award at the Times Higher
Education Awards 2016

A

MOST IMPROVED - (zcm i e
STUDENT EXPERIENCE

Impactful statistic and fitle
set in upper case Futura
Bold Oblique, with key
information highlighted
with contrast colour

lcon, updated using the
ediing process, sef in
correct colour format

15,000
student votes

case Futura Book

Times Higher Education Awards 2016 - Qualifying fext sef in senfence

Infographic Construction Process

We use infographics to bring key information
about the Ulster University, that could be quite
fext heavy and dull, to the forefront of our brand
oufputs. Here you can see an example of a
piece of text describing how Ulster University
won the Most Improved Student Experience
award at the Times Higher Education Awards
2016. The story itself is very prestigous and
should be celebrated. However, because it's
quite fext heavy, the nature of the story could
be easily missed or is too long fo include in a
brochure or instagram post.

By taking out the key information from the fext
and applying our editing process to it, the story
can be bought fo life in an exciting infographic
in the Ulster University style.
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Our grid system acts as a unique brand
platform that can be continuously
creative and different, but always
distinctively Ulster University.

It’s based on the idea that the university
is a multi-faceted organisation with
many layers across different subjects,
personalities, sectors and geographies.
It’s a simple, but smart layout system
that enables us to modulate our voice
from quiet to loud and utilise a great
flexibility that mixes images with
typography and colour within a grid
that allows you to build up multiple
layers to tell your story.

Grid Syste
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Grid System

Main Grid System Principles

A 12 x 12 grid is the foundation on which all
university brand visuals are built and can be
applied to any four sided format. The crossing
horizontal and vertical lines, create a structure on
which elements like text, image and shape can
be placed. This freedom allows for the creative
layering of graphics which gives our brand its
unique character and style.

Craphic elements must align to the vertical and
horizontal lines of the grid to ensure that the
overall sfructure of the grid is maintained.

The brandmark must not sit outside of the safe

zone which is marked as the outer line of the
entire 12 x 12 grid.
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We believe that education is fhgfﬁo’
powerful tool to change the world
We believe in mankind’s journey

discovery and believe that we pla

key role in it. We believe in taking risks = b s Y5 =
and that life is worth living. We believe 2 02
in something bigger than ourselves:” i
Ulster University believes. L

ulster.ac.uk

Layering Text, Imagery and Shape
Using the Grid System

The purpose of the grid sysfem is to allow
creativity to thrive through the placement of
imagery, fext and shape, allowing them fo build
layers of information and messages that engage
our audience.

With this in mind, we believe that not every
aspect of the design needs to be fully
decipherable. If images are partially obscured
or run off a page, this creates an impression

of the size, scope and numerous activities going
on at any one time at an institution the size of
Ulster University.

Similarly if a headline runs off a format, or is
slightly obscured by a background image, this
is not a problem and should not be seen as an
imperfection or a mistake. VWe feel that when a
headline uses this type of treatment, it engages
the audience, allowing them to fill in the blanks
and complete the headline or word themselves.
It builds a level of curiosity within the brand, as
you are requiring the user fo inferact with the
messaging and respecting their ability fo work
the rest of the wording out.

At the same time, this style should be used
sparingly and any obscuring of words should
not be done fo an extent where the word or
headline is completely illegible.

On the example shown here, there is imagery
that is partially hidden by the imagery on top.
This creates a sense of depth and represents the
different actions happening all at once at the
university and not all of them are fully visible. The
headline, ‘We believe’ runs off the page, but
enough of the word is visible for the viewer o
complete it.
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Grid Layout Principles

There is no right or wrong way for laying out
designs using the 12 x 12 grid. The examples
shown here, are all different, but all of them use the
layering technique, while also conforming to the
sfructure of the grid.

Ulster |
University

-

The simplified consfruction diagram shows how
designs are built in layers. The grid encourages
designers fo create exciting, creative outcomes, that
answer the brief, but keep our outputs looking fresh,
relevant and in style.

#Now =

i s
v
e
=)
alem
=
L
+=

. Prepare yourself
. for greatness.

4
“ . Ulster University Sports Scholarships

Ulster _
University

1. Full bleed image, secondary 2. Two half page images, two shapes 3. One image sitting across 3 x 4
image aligned to grid, shape aligned fo grid cells of the grid with overlapping text
aligned fo grid
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Main Grid System Formats

When using the grid, there will be three primary
formats that you will be faced with; portrait,
landscape and square. No matter what the
dimensions or aspect ratio of a format are, the

12 x 12 grid can still be applied.
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Grid System
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Ulster
University

Design Toolkit

When creating a piece of design work for Ulster
University there are essentially six elements that
will be needed. Not all of these will apply for
every piece of collateral and there may be some
additional elements not specified here. However
this is the basic toolkit that forms the foundation
of our visual presence.

1. Your format divided into the 12 x 12 grid

2. Photography

3. Confent — headline/body copy/infographic
4. Quadrilateral shapes in brand colour palette
5. Brandmark

6. Additional information — brand driver/website

Content

6.

We Believe
in Brave.

ulster.ac.uk
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W
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University

Ulster
University
Is where._«
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‘wiliieal l:";

happens.

Grid System

Ulster
University

is where _:

change
happens.

Portrait Format

The example shown here shows how the grid
can be used to construct a portrait & sheet
poster. This grid gives the freedom fo lay text,
image and shape in countless positions and
orientations. This should encourage designers to
be creative in their design outputs, while using

the underlying 12 x 12 grid.
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Grid System

Landscape Format

When designing for a landscape format, the
grid’s versatility means that it be can resized to
fit this shape. Whether its a 48 sheet billboard,
signage or in this case a Facebook banner, the
principles for applying and using the grid remain
the same.
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Square Format

The 12 x 12 grid can also be resized fo fit o
square format. The flexibility of the grid is what
makes if so user friendly.

ulsteruni Locking 10 enhance your smplayment prospelcs in
the ever changies) glabal warkorce? Talk with Uister Univeesity
roday. Are you Sroady?

® Q ® © U
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L

Grid System

The Grid in Practice

These visual examples show how the grid can
be used fo produce highly creative, multifaceted
designs that feel distincily like the Ulster University
brand. This grid system is used to allow flexibility
in the designs we produce and to encourage
creative outputs.

i R

Ulster
UI Vel
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Grid System for Text Layouts

The 12 x 12 grid can be adapted to work

for laying out fext based design pieces like a
university prospectus or brochure. Gutters can
be added info the overall 12 x 12 grid, which
creates columns for fext boxes fo sit in. The grid
allows for fext boxes fo sit equally across two,
three, four and six columns at one time. Having
fewer columns would be necessary when
designing on smaller formats.

The example shown shows how the columns
have been split across the grid, giving equal text
boxes to work in and order fext. The ability to
layer elements like image and text still remains
when using this process.

N What does a sustainable . Post-MSc Sustainability
Ulster _ future actually look like? ‘ ; and Social Innovation
University |

Our
Environmental

If not now, when?

g -
fhance and decision-making be
s different levels, issues; and places

fo'manage global environmental change and
promote sustainable development? What is known
about the successes and failures of different actors
in managing global environmental change, at
different scales, and using different strategies?

We Believe
in Brave.
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Photography plays an integral part

in telling the Ulster University story.

It helps communicate who we are,
what we stand for and where we are
going. Our photography is modern,
dynamic and confident. It allows us to
communicate bold, powerful messages
that engage our viewers.

Photograr



Our Photography

"We Believe in Brave' is our brand driver and
our photography looks to embody this message.
Our photographic style will fell the big, powerful,
bold sfories of ambition and innovation that
represent us, that capture life at Ulster University
but also move beyond the campus and info the
wider world, where we make such an impact.
Photography enables us to engage with our
audience in a way that words can not. VWe can
achieve a sense of scale and reach through
environment, people, abstract, object focused
or lifestyle based photographs, that look natural
and real. Photography that looks staged should
be completely avoided.

To ensure that our photography engages on a
higher level, there are six key principles that will
govern their usage:
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University Life Academic and learning Photographic Categories

We have divided our photography info seven
categories, which will guide and influence your
phofographic choices:

Hero

University Life

Academic and Learning

Research, Institutes and Real World
Environment and Facilities
lllustration/lllustrative

Abstract

By using dynamic cropping, close ups, different
angled perspectives and images with copy
space you will generate visual inferest and
energy in your work.

Research, Institutes and Real world Environment and Facilities lustration,/Illustrative Abstract

We should always strive to use real people in
real situations and environments fo make our
photography look natural and genuine. In the
first instance, please refer to the Ulster University
image library for suitable photography. If you
are using sfock imagery, avoid using shots which
look staged or are clichéd.
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A 16:9 aspect ratio always used for video

h\4

Ulster
University

Hero footage that instantly captures the viewers
aftention and placing the university at the heart
of if.

With professors who are the

leading authorities in their fields
Academic and leamning foofage can bring our
staff info focus.

Photography

Always consider the safe margins for video

h\d

= Ulster _ -
University

Research / Environment and facilities footage
that shows the key discoveries that Ulster
University makes.

N
Ulster
University

A

udeénts wvlg l%‘_fuse to be
by hgundaries or identity

University life foofage highlights the diversity and
creativity in our students that sefs us apart.

Action safe
Text safe

With abstract footage, you can capture the
idea of life happening and the world in motion,
making the work we do relevant.

N
Ulster
University

Digital and illustrative footage can suggest

themes and ideas that can't be achieved through

other styles.

Moving Image and Digital

When using footage for video, the range of
photographic categories identified on page
/8 is applied to video work and can be
incorporated in any number of combinations.
When used together they will be able to tell o
sfory or communicate a message, in a way that
no other medium can. like any form of design,
using different styles of footage appropriately
and in the right amount means there isn't an
oversaturation of one style that can dilute ifs
visual impact.

By mixing the styles, depending on the brief,
you will be able to connect with a viewer on

a deeper emtional level that will form a greater
connection between them and the university.
Using dramatic hero footage, combined with
footage that shows the day-to-day life of the
university, it's students and staff, the environments
they work in and the amazing results that they
achieve, places Ulster University in a confext of
the wider world and the unique place that we

hold in it.

This storyboard suggests an approach to how
different footage styles can be utilised fo tell the
story of who we are and what we do.



Ulster University Brand Handbook

Photography

Hero

Hero photography is at the centre of our
photography strategy. It is the foundation on
which our primary visual communications are
based. Our hero photography should have
the power fo capture the atfenfion and the
imagination of the intended audience.

Therefore the photography should be
aspirational, ambitious and have impact. And
most importantly reflect the confidence of our
brand driver “VWe Believe in Brave”. Creative
cropping and image enhancement through
Photoshop, is encouraged fo elevate imagery to
a higher level that speaks for the size and scope
of Ulster University and reflects the ambition of
our people.
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Ulster Us iversity Handbook

University Life

Ulster University is a diverse, socially and culturally
progressive insfitution that is representative of all
that is good about modern day Northern Ireland.
The four campuses of Ulster University are a hub
for creativity, academic excellence and work

that makes a difference on the world stage.

We want the tone of our photography fo be
bright, characterful, unconventional and positive,
representing the people who contfribute fo the life
at the university, making it what it is.

82



Ulster University Brand Handbook

Academic and Learning

This category is very much a people based

one. Whether it's students studying or lecturers
teaching, the focus should be on those who
make Ulster University unique. Close ups, images
slightly obscured by foreground obijects, people

working together, are the types of photographs
that should be used.
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)

Research, Institutes and Real World

The life changing discoveries we make come
from the ground-breaking leaming that our
students and sfaff commit to every day. Our
photography should recognise this fact by
focusing in on these exceptional people and
using imagery that portrays the work that they
do and the real world difference it makes.
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Photography

Environment and Facilities

Ulster University is currently split across four
campuses around Northern Ireland. Each
campus has its own unique aftributes and
characteristics, giving us a wealth of resources
to refer to and capture. From the wide open
architectural spaces of the Belfast School of Art,
to the historic building at the Magee campus,
Ulster University offers environments rich in detfail
that can be photographed. With the new build
currently on-going at the new Belfast campus,
including the new accommodation facilities,

in the heart of the country’s capital, fo the
beauty of the north coast, there is a place for
this imagery fo be used fo show the impressive
surroundings that our campuses are situated.
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=" o consistency in their look and feel.

Illustration/lllustrative

lllustration and illustrative images enable us

to communicate an idea or a concept that o
standard photograph is unable fo. This concept
could be speed, connectivity, discovery or
energy. Stock imagery will be your best resource
for this, so ensure that good quality examples
are used and not ones that are overly stylised,
embellished or busy to the point of confusion.
Limit the amount of these types of images that
are used at any one time and if there are a
series of them to be used, ensure that there is
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Full Colour

Photography

Black and White

Duotone

Image Treatment

To make imagery our own and create an
ownable style that makes Ulster University
photography bold and confident, we have
created a range of treatments that can be used
on images. A mix of these should be used to
keep our communications fresh and vibrant.

Colour Overlay

88



Full Colour

Ulster University

#Ulsteruniversity
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Black and White

Ulster University

#Ulsteruniversity

Q0%

Duotone

Ulster University

#Ulsteruniversity
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Colour Overlay

Ulster University
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