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WELCOME TO OUR
POSTGRADUATE

CAMPAIGN GUIDELINES

They are intended to help

you make efficient and
creative choices when
producing campaign materials.

Please take some time to read through them
and see how all the elements come together.

Logos, graphic assets and templates are
available via the Graphics and Print Team.
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MOTIVATIONS

When creating campaign messaging
it Is important to understand the key
motivations for why a prospective student

may want to apply for postgraduate study.

Our messaging is driven by four
key motivations:

-to change

- 10 Improve

- 1o specialise

-to make a difference
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WHY DOES SOMEONE CHOOSE TO
DO A POSTGRADUATE DEGREE?

For a career
To their career prospects

To In a subject,
improving skills and knowledge

To In a chosen field




KEY CAMPAIGN MESSAGE

The 'Be Stirling’ campaign message has
been created as an extension of our core
brand message ‘Be the difference’.

‘Be Stirling’ keeps our location at the
forefront of campaign messaging,
whilst presenting an emotive challenge
for prospective students to realise their
potential at our University.

‘Be Stirling’ can be used either as the
primary message or, if this is not the case,
it should be stacked above the ‘Be the
difference’ sign off as shown on p21 of
these guidelines.

When using ‘Be Stirling” as the primary
message, please use FS Maja Italic to
ensure the University name stays true
to the brand.

STIRLING

‘Be’ can also be used as a prefix to
more targeted messaging relevant
to a particular motivation.
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COPY COMPOSITION

The copy used in our communications
should be constructed as per this generic
example:

Be game-changing

Be a game-changer at Scotland’s
University for Sporting Excellence.

f you're looking to boost your
orospects, change career or make
a difference in your chosen field,
a postgraduate degree could help
you reach your goals.

stir.ac.uk/be-stirling

Be Stirling. Be the difference.
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PRIMARY
COLOUR PALETTE

Heritage Green and Heritage Purple should
be the two dominant colours used on any
Postgraduate campaign materials.

Energy Green, Heritage Teal, Energy Sky and
Tertiary Grey can be used to support them.

. HERITAGE PURPLE
As well as using these colours to create bold, PANTONE 2685
vibrant designs, please ensure you use lots of C98 M100 Y23 K16
white space to create strong compositions R49 GO B111

and some breathing space in large printed
documents such as prospectuses.

To adhere to accessibility guidance online,
please ensure that sufficient contrast levels
exist between colour usage. For example,
white text on an Energy Green background —

and vice versa — must not be used. ENERGY GREEN HERITAGE TEAL
PANTONE 368 PANTONE 323
C60 MO Y100 KO C100 M33 Y51 K31

For digital applications, please refer to
R118 G189 B34 RO G94 B99

the colour adjusted values in our Digital
Guidelines document available at

stir.ac.uk/brandbank

HERITAGE GREEN TERTIARY GREY
PANTONE 349 PANTONE 400
C90 M32 Y93 K24 C26 M22 Y27 K3
RO G105 B56 R197 G191 B183
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SUPPORTING
COLOUR PALETTE

You can use our supporting colour palette
when creating weightier pieces such as
prospectuses and booklets. Their use can
be helpful for pacing and creating section
markers internally.

Please do not use supporting colours on
document covers, advertising, recruitment
materials or emails so as not to dilute the
campaign identity.
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HERITAGE PALETTE

HERITAGE BERRY
PANTONE 7648
C34 M94 Y22 K10
R157 G30 B101

HERITAGE NAVY
PANTONE 540
C100 M80 Y25 K25
R20 G49 B94

ENERGY PALETTE

ENERGY PINK
PANTONE 214
C10 M98 Y27 K2
R212 G21 B104

HERITAGE YELLOW
PANTONE 124

C7 M36 Y100 K1
R236 G170 BO

ENERGY PURPLE
PANTONE 268
C81 M96 Y4 K1
R89 G44 B130

HERITAGE ORANGE
PANTONE 1665
C4 M83 Y100 K1
R225 G69 B4

ENERGY ORANGE
PANTONE 158
CO M63 Y91 KO
R238 G118 B36

HERITAGE BLUE
PANTONE 7455
C85 M64 YO KO

R56 G93 B1/74

ENERGY BLUE
PANTONE 660
C77 M46 YO KO
R61 G125 B202




THE ‘BE’ DEVICE

‘BE’ is the heart of the Postgraduate
recruitment campaign.

Inspired by the University ‘Be the
difference’ strapline, it gives us great
flexibility and longevity in communicating
the multitude of messages we need

to convey to prospective and current
audiences.

It is drawn In a paintbrush style to create
energy and creativity which is also
reflected in our other graphic elements on
the following pages.
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ALTERNATIVE ‘BE’ MESSAGING

Alternative messaging can be used in
conjunction with ‘BE’ to tell different
stories and communicate with varying
audiences.

When using the messaging in this way,
please use Avallon for the wording,
however Is some cases where spacing
is tight or legibility may be an issue due
to size, it is possible to use FS Maja Italic
(see pages 36-37 as an example).
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THE ‘SHIELD’ DEVICE

The ‘shield’ device has been drawn from
our crest.

It's primary use is as a frame for key
messaging (see next page), however it can
also be used as part of an infographic (see
page 24).

It can be used in any of the colours from
the primary campaign colour palette
outlined on page 10 or in white.

Please retain the proportions and the
relationship between the two parts to
maintain the integrity of the shield shape.
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COMBINING THE ‘BFE’
AND ‘SHIELD’ DEVICES

When using the ‘Be Stirling” message
(Fig.a), please use the supplied graphic
assets from Graphics and Print.

This is to ensure consistent application
of this key campaign element.

When placing headline copy into the

shield device, you can adjust the sizing

and placement of the wording to suit the

length of the word(s) you are using. Fig. a

If ascenders within the messaging text
are overlapping ‘BE’, please use different
colours to ensure legibility. (Fig. b)

Please ensure that the messaging is always
centrally aligned with the shield. (Fig. )

Fig. b

Fig. C
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USING THE SHIELD
TO CREATE SHAPE

It is possible to 'zoom into’ the bottom
half of the shield device to create dynamic
shapes which you can use to create visual
interest in your design.

This provides a bold design element to
use in conjunction with imagery or when
photography is not available.

The shield can be applied in any of the
primary colour palette or white.




THE ‘TEXTURE’ DEVICE

To support the shield device, we also have
a texture element which can be added as a
layer to your design to add colour.

Please be sparing in your use of this texture;
it should not dominate a graphic or sit over
faces or text. Subtlety ean be gained by
taking down the opacity depending on the
cantrast against the image it is placed over.

This textureds available as a .BMP file so it can

be applied in any colour.from the primary
colqur palette (defined on page 10).
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COMBINING
THE VISUAL
ELEMENTS

By layering the visual elements we can build
an energetic and unique visual which can be
applied across all media.

Opposite and on the following two pages are
some best-practice examples, but please use
your judgement to work with the space on
the image and the dimensions your design is
constrained by.

It is not necessary to use all the elements

in all circumstances; for example, when Change your perspective within
creating small digital ads where space is very a multicultural Community

Iclzrk?;ti(e:gsyou can be more selective in your Of 120+ na tionalities

For examples of the elements used in various Be Stirling

media, please refer to the Design Templates BE THE DIFEERENCE
section of this document, starting on page 24.
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COMBINING
THE VISUAL

ELEMENTS

The visual elements can be used without

an image.
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COMBINING
THE VISUAL
ELEMENTS

A simplified visual, using the minimum
elements.
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TYPOGRAPHY

Please only use the campaign typefaces
defined opposite.

llon [owercase spould be
sed for paster cappion
rutgeris avaable to purchase from ‘M 6&50’7 "‘7 °

ot possble, please ke Calior which USE FS MAJA REGULAR

available as a system font on all computers.

The web-accessible equivalent for U PPE RC H S E FO R H E H D L l N ES )
Frutiger is Open Sans which is available to

dovv?ﬂoad fch))m fonts.google.com FS Mc[jc[ Sentence case Should

Please see page 34 for a best practice

example of typeface hierarchy. be Used fOl' SUb'hQCldingS Clnd
A note for University staff SuppOrting COpy‘

Every Directorate and Faculty, and other regular
brand users, will be provided with FS Maja by the

Avallon is available to purchase from
www.setsailstudios.com

FS Maja is available to purchase from
www.fontsmith.com

Marketing team. Licences for Fruitger are held by

the University’s Graphics and Print team. FrJtlger ShOUld e USed fOr bOdy COpy aﬂd Sma”
type. It can be used in a variety of weights.
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‘BE THE DIFFERENCE’ STRAPLINE

The ‘Be the difference’ strapline is a core
element of the University brand and its
presence across all our communications is
essential to creating continuity of message.

Therefore please ensure it is applied to all
Postgraduate campaign materials where
physically possible.

As a rule of thumb, the strapline should
be present wherever the University logo
appears, so for example on the cover >
of printed documents, recruitment fair '

materials such as banners and table | BE THE DIFFERENCE <
talkers, as well as both online and |

offline advertising. There may be some
circumstances on small digital ads where
there is no room, so the strapline may be
omitted.

Be Stirling

Please see page 23 for guidance on design
application.

21
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‘BE THE DIFFERENCE’ STRAPLINE

Please see opposite for which version of
the strapline to use depending on content.
For design template application, please
refer to page 23 to ensure the strapline is
positioned and sized correctly in relation to

With box (preferred usage) Without box (alternative)

the University logo. On a light background . . .« 7.
For use Iwh.entaeccﬁndary Be St]]‘llng Be Stlrlmg
ISR BE THE DIFFERENCE 'BE THE DIFFERENCE

'BE THE DIFFERENCE

For use when 'Be Stirling’
is the hero messaging. - BETHE DIFFERENCE
(On a light background) |

On a dark background ’ |
For use when secondary Be St]rl]ng Be Stlrlmg

messaging is the hero e.g

‘Be Welcome' ' BE THE DIFFERENCE BE THE DIFFERENCE

For use when 'Be Stirling' '
s the hero messaging. " BE THE DIFFERENCE BE THE DIFFERENCE
(On a light background) |
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‘BE THE DIFFERENCEFE’
STRAPLINE
EXAMPLES o .

Figure a demonstrates how ‘Be Stirling’
is incorporated into the strapline when
alternative hero messaging is used.

Figure b shows how the simplified version

of the strapline is used when ‘Be Stirling” is
the hero message.
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INFOGRAPHIC STYLE

Infographics are a great way of conveying E 6 /o

OF OUR POSTGRADUATE

our impressive facts and figures succinctly,
and so we can use them to support longer
forms of copy within printed documents
such as prospectuses and course leaflets as
well as digital applications.

LEAVERS ARE IN EMPLOYMENT
OR FURTHER STUDY WITHIN
SIX MONTHS OF GRADUATING

Destinations of Leavers in Higher Education Survey 2015/16

For short statistics, use the roundel and for
longer quotes you can use the crest or a
box to contain information.

So they are consistent with the rest of the
Postgraduate campaign design elements,
please ensure you use FS Maja for the
stats/quotes themselves and Frutiger for

TOP 50"

references to sources. | |
YOUNG UNIVERSITIES
Shapes should always be outlined with the \ IN THE WORLD / /
brand brgsh stroke to Create a su btle rough IN SCOTLAND FOR g TimesHighr Edctor
edge. This brush stroke is available as an . Al -
file from Graphics and Print. WELCOMING
INTERNATIONAL
STUDENTS

International Student
Barometer (ISB) 2016

1. 8.8.8. 8

QS EXCELLENCE AWARD
FOR TEACHING

QS World University Rankings 2018
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PORTRAITS

Portraits of students should feel natural
and unposed to allow their personalities

to come to life and demonstrate their place
within the University.

To create this feeling, avoid ‘to camera’
shots and instead capture the subject
relaxed and in conversation so the image
feels honest and engaging.

For portraits of staff and alumni, we can
shoot them looking to camera so they
have more of a sense of gravitas.

Where possible, try to capture a sense

of the outdoors in the image. Even if your
shot is indoors, a suggestion of trees or

a flash of green will reinforce the campus
setting and reference green from the
brand colour palette.

In all cases, portraits should be taken

with a shallow depth of field so that the
focus is on the individual.
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CAMPUS

Our impressive campus and natural
surroundings are one of our biggest selling
points, so it is important that they are well
represented in our communications.

As much as possible, try to include
greenery in the form of trees, the hills
and grass, as well as the lake to keep the
outdoors present.
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LIFE AT
STIRLING

A big part of life at the University exists
‘beyond the books'.

Our photo library includes a breadth
of images from sporting activities to
the student union and are an excellent
showcase of the University facilities
and campus.
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RESEARCH
IMPACT

When promoting our University’s
achievements, contextual photography
may be used. Ideally this should be
commissioned by the University using an
approved photographer. In some instances
stock photography may be used, however
this MUST be approved for both accuracy
of content and cost.

Please contact

marketingteam@stir.ac.uk for usage
guidance and approval.
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mailto:marketingteam%40stir.ac.uk?subject=

FURTHER
AFIELD

Our location within Scotland is a big part
of the University’s identity and a key selling
point for our audience, therefore we can
use images from stock sites to demonstrate
life beyond the campus through our place
in Scotland and the opportunities this
affords to our students.

As part of Brand Scotland’s
#ScotlandIlsNow campaign, all University
of Stirling staff have free download
access to a collection of Scottish-themed
images and videos. Reqister for access via:
Scotland.org/toolkit

When using stock photography, please
ensure it feels part of the same suite of
images as our own photos. This can be
achieved by adjusting saturation and
contrast levels and choosing scenarios with
a natural, aspirational feeling rather than
something which feels posed.

Please contact

marketingteam@stir.ac.uk for usage
guidance and approval.
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GRID LAYOUTS

When creating printed documents and
advertising, please use this template grid
to ensure your use of logo and strapline
application are consistent.

Please note in particular the clearance zone
around the University logo and the size of
the strapline in relation to it.

See the table below for document setup

dimensions which should provide an easy
starting point for your design.

Trim Margin Gutter Columns Logo width

A5 12mm 5mm 5 47.5mm
A4 17mm 5mm 5 6/mm
A3 24mm /mm 5 95mm
A2 34mm 10mm 5 134mm

University of Stirling Postgraduate Campaign Guidelines Version One — 2019
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PRINTED DOCUMENTS

When producing lengthy documents such
as prospectuses, please use the full colour
palette to create interest and pace.

Be sure to make full use of graphic devices

to make your design energetic and unique
to the campaign.
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PRINTED DOCUMENTS (CONTINUED)

MORE THAN 50
OF OUR STUDENT
ATHLETES
CURRENTLY HOLD

WORLD
RANKINGS

at Scotland's University
for Sporting Excellence

stirac.uk

We have been at the forefront of
Scottish and British sport for five
decades, supporting incredible student
athletes who have competed at the
Olympic and Commonwealth Games,
World Championships and Walker Cup.

Sport, health and wellbeing are in our
DNA. Whether you're an Olympic athlete,
t

Find out more: stir.ac.uk/sport

Opening in summer 2020, the iconic new
complex will integrate with our existing
world-class facilities. These include:

+ The National Ten
features six indoor
outdoor all-weather floodlit ¢

+ The National

5 d high

, putting
d

running track

ed) and

ﬂ

SPORTS
FACILITIES RATED
1ST IN SCOTLAND

AND TOP 5 IN

THE UK'

.with a host of exciting new features
ncluding

e user experience.

ength and

equipment

+ Additional thre

and clubs.

and

- Open plan communal spaces, café and

reception area

Stirling. We think outside
e classroom to ensure
r students graduate as
fident and career-ready
ividuals prepared to
e a difference in their
n field.

COLLABORATIVE PROJECTS
L WITH BUSINESSES

VISITING SPERKERS
L AND GUEST LECTURES

As part of the University’s Making the Most
of Masters initiative, we build strong links
with organisations in the public, private
and third sector. Many of our postgraduate
courses provide opportunities for Masters
students to undertake collaborative
dissertation projects with businesses for
mutual benefit

These projects are the same length as a
university-based dissertation and span
awide range of economic sectors

Project work may take place at the
organisation, at the university, or between
both locations as required. We've already
worked with more than 200 local, national
and international business organisations

stirac.uk

All of our Masters courses include

the opportunity for guest lectures,

where students can hear directly from
professionals, external experts and industry
leaders in relevant sectors, and discover how
their theoretical knowledge can be applied
outside the classroom.

MENTORING

Through The Stirling Network — our online
community of students, alumni, staff and
friends of the university — you will have the
opportunity to find a mentor, share your
experiences and access specialist career
tools to build your CV. This global platform
is different to social media sites such as
Linkedin, as all members proactively agree
o help fellow networkers upon sign up.

Why join The Stirling Network?
- Get career-related advice, insight and
inspiration.

- Learn about a profession or employment
area from industry insiders.

- Request a mentoring relationship from
someone with experience and knowledge.

- Join discussion groups for your sector,
field of study or profession

How can mentoring help you?

- Benefit from an independent perspective.

- Enhance your confidence in professional
situations.

- Learn from an inspirational and friendly
person who wants to help you develop.

- Build your network and contacts

INDUSTRY VISITS AND FIELDTRIPS

visit work| nt:

put your learning into practice, allowing you
tonot only see the impact of your studies
first-hand, but also to meet and network
with employers and professionals.

Leaversfrom Higher Education

NETWORKING AND

CAREERSEVENTS

Working cl
Alumni Team, th

ing insight events, alt
loyer-le

96% OF OUR
POSTGRADUATE LEAVERS
ARE IN EMPLOYMENT
OR FURTHER STUDY
WITHIN SIX MONTHS
OF GRADUATING'

WORK PLACEMENTS

pl
graduate studies.

ments are a great op|
nts to meet influential p
st their

note: work placements are not
ilable for all courses. Please consult the
e pages to find out more.

SIMULATION LEARNING

nts can put their
tand practice their
in the safety of a mock environment.

of simulated learning at Stirling

of financial
n the r

rketing students

0 a web-based simulation

t and improve their skills
decision-making

- Recorded peer-teaching - through
classroom observation and videoed
peer-te;

\

9
immediate feedback from p
lectur

HISTORY AND POLITICS

HISTORY

AND POLITICS

History and Politics at Stirling is at the cutting edge
of interdisciplinary research within the faculty and
at the University. Since the University’s foundation,
it has produced internationally excellent and world-

leading research.

tirling’s History and Politics students not only work alongside each other, but
they share a number of common thematic interests that mark out our Division
from others in the country. Our particular strengths are environmental history
and heritage throughout all periods, Scottish history, contemporary history and
politics, policy studies, public policy, and the study of conflict and cooperation

the pastand in the present.

We are home to two interdisciplinary research centres: the Centre for
Environment, Heritage and Policy; and the Centre for Policy, Conflict and Co-
Operation Research. History and Politics academics at Stirling regularly appear
in the media, work as advisers to government agencies in Scotland, the UK
and abroad, and work together with the public and private sector to make our
research relevant for civil society. Our highly successful Masters programmesin
Public Policy, International Conflict and Co-Operation, and Environment,
Heritage and Policy reflect this research agenda.

RESEARCH OPPORTUNITIES

Research excellence underpins all we
do. As part of our research community,
you will contribute innovative, practical
and applied solutions to the challenges
facing society today.

We offer the following research
postgraduate degrees:
MRes Historical Research

To find out more about identifying a
supervisor and submitting a research
proposal, visit: stirac.uk/9a

Research areas:
. e and heritage

Political history
Medieval to modern Scottish history
Peace history

History of Spain and Portugal
Post-1707 British and imperial
history

Colonial and early American

history - interactions across the
Atlantic

Relationship between states and
civil society

History of religion and religious
movements

Historical research

ENVIRONMENT, HERITAGE
AND POLICY

MSc, PG Dip, PG Cert
O bands: E (Home/EU), B (O

inthe heritag
a career in this field. It
balance between th

ellectual elements of herit

and int;
focus on enviro

CORE MODULES
An Introduction to Environment and
Herita
Project
Putting Theory into Practice

CAREER PROSPECTS

particularly in resource manag
interpretation and pr
of heritage, promotion and marketing
ge, and sustainable tourism. Typical
clude managemen
National Park authoritie

For more information
ding optional module:
stir.ac.uk/cx

HISTORICAL RESEARCH

MRes, PG Cert
Tuition fee b

rch-oriente
on in partict

substantial body of historical knowledge and
und eopl

and thought in the context of

will additi

torical Researct
Environmental History

CAREER PROSPECTS
The MR
profession

Byaiming to p critical

y ind research techniques, the

programme provides preparation for a wide

variety of rese d careers in the public
and priva

For more informati
stir.ac.uk/x

STIRLING IS HOME
TO THE SCOTTISH
POLITICAL ARCHIVE

INTERNATIONAL CONFLICT
AND COOPERATION

MSc, PG Dip, PG Cert
e bands

orepare: ts
challenges facinc

organisatior

G to conflict
le of international
flict preventic

potential employer

CORE MODULES
International Conflict and Coop

Approach ernational Politics
arching International Politc

confli
intern g
search and academia. Many

> gone on to study PhD:

inform:
including optional
stir.ac.uk/18

PUBLIC POLICY

MPP
Tuition fee b

d-leading experts in the field

analytical

lar interests. If you
to pursue research,
ules in Applied

. you could

ing, and
ntal and internation

knowledge
transferable

For more information a
including optional mod
stir.ac.uk/jj

SJILITOd ANY AYOLSIH

a8

A specialist in the field of Media and Communications,
Katherine’s work aims to extend and deepen knowledge
of how ‘space’ and ‘place’ matter to the creative and
cultural industries sector. She has published widely in
this area and currently holds the position of Primary
Investigator and Co-Investigator on a number of funded
projects with the Royal Society of Edinburgh, the Arts and
Humanities Research Council and the Carnegie Trust.

We receive consistently high
ratings from Times Higher
Education and QS World
University rankings for our
teaching and course quality.

TEACHING

DR KATHERINE
CHAMPION

Lecturerin Media and
Communications

TO MEDIA

It's an exciting time to be studying designed ave u
Media and Communications. How h d employ tesin
does Stirling shape its teaching their respective fields abilty. We d
to reflect this? : both i le
Anumber of Stirling’s media courses >

dedicated staff are here to prepareyou  Our ca bal - not only in ter are delivered with international partner
to go outinto an increasingly global ome from around the universities. How does this benefit
society and be the difference to help but also in term s ee e ces  students?
transform it for the better. That's what -ademi t
makes our graduates stand out. dindusf s ac ents with th The Communica

d ion at Stirli

At stirling, we are focused on providing AGLOBAL EDUCATION

education with a purpose. Our

Why do guest speakers often deliver
lectures at Stirling?

FIVE-STAR TEACHING
Vietnam and Spain, to all
efit from a high-qu

ce astrong emphasis on personal and
jonal development to
teaching in the Q ment, industry an:

Butmorein

R
u he
et h. Th S
otland and top ” . i

institute and course quality’. s
5STARS ontribute to a rich Masters experien stirling qualification professionals from the British Broadcasting
R FOR Ourstaff and rawn from all c ,Uvdune\ﬁ, w‘wTiepen
g 0 ic relations
- TEACHING AND afriendly, but challeng ind technical d a
EMPLOYABILITY? environment b g and at partner
e delivered via
d online learnin ar the latest industry insig
by Stirling staff.  hand, but are also able to establish
hin media th

learnings and tre ur students
y /e regular contributions from
untry, and still und u enior Media Managers; communicatic

The University has introduced three
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DIGITAL ADS —
PAID MEDIRA

The preferred file format is animated

GIF, as the use of slides allows maximum MSc Sports Management APPLY UNIVERSITY of

space for visuals, messaging and a call O
P - Jing Lerem sed:.ut perspiciatis unde omnis TODARY STI RLIN G B>
to action. , ,
natus’error sit voluptatem accusantium

ﬁ
BE
STIRLING

N

Where one static image is required (JPG or
PNG files), text and use of visual elements
may need to be reduced or a block colour
background used to maximise space.

Sed ut perspici
atis at unde omn
is ister in natus
error sit voupt
accusan tium

It is not essential to include the strapline in
digital ads, please use the limited space to
focus on your key message and call to action.

natus error sit voupt
atem accusan tium
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DIGITAL ADS —
SOCIAL MEDIRA

In social media posts, please place your
focus on creating a strong visual and
message along with the University logo
and strapline.

Supporting text can be placed within the
post itself.

University of Stirling Postgraduate Campaign Guidelines Version One — 2019

Facebook post

Instagram story

&/ University of Stirling

Gain peak
performance
with sports
facilities rated
No.l in Scotland

and No.2 in the UK

Be Stirling
BE THE DIFFERENCE

Learn more




LIGHTWEIGHT
MOTION ADS -
SOCIAL MEDIRA

Lightweight motion adverts can also be
created for social media posts. As with
the previous digital adverts, please place
your focus on creating a strong visual
and message alongside the University
branding.
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COU RSE L E H F LETS Templates are available via Graphics

and Print for use with and without
photography. Please use only these
approved templates as this will ensure
consistency across the many course
leaflets we produce.
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PULL UP BANNERS

Pull up banners are an important asset at
recruitment fairs where space is limited
and there are potentially many other
Universities competing for attention.

Therefore please place the University logo
at the top of the banner, followed by your
key message to ensure they can be seen
above busy crowds of people.
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RECRUITMENT MATERIALS

Alongside pull up banners we can use
other large format assets such as twist stands,
material backdrops and table runners.

In general, for recruitment materials, please always
establish how each item will be used. Whether
that be sitting alongside other materials; how they
all work together or individually; their placement
within a working space; ensuring the brand can
always be seen and positioned accordingly.
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EMAIL LAYOUTS

These examples of email marketing show how
you can bring the campaign identity through
in your design.

Email image headers should always contain
key messaging, along with any graphics.

You can use the brush stroke to top and
bottom your image header to add an
additional campaign element.

Always apply the strapline to the bottom of
the emall, aligned with the University logo at

the top.

Text should all be in Arial Regular or Arial Bold.
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Webinar Invitation STIRLING @&

Apply now STIRLING &Y

Postgraduate Aquaculture courses at the University of Stirling
Wednesday 20th March, 2.00pm

You've made a brilliant choice by considering a Masters degree at the
University of Stirling. Now it’s time to take the next step.

Applications are open for courses beginning in September. The process is
simple and won’t take long to complete. So, what are you waiting for?

L 4 [i BE THE DIFFERENCE

o a—— = — L - - ,, . _}

It’s a great time to apply, Jodie!

Webinars off the perfect opportunity for you to find out more about Postgraduate Aquaculture
courses at the University of Stirling, plus it's a great chance to ask the Programme Director
any questions. Register now.

If you can’t make it, or have any questions about studying at the University of Stirling,

Questions about studying at Stirling? Get in touch.

BE THE DIFFERENCE

Unsubscribe

Copyright (c) 2019. University of Stirling. All rights reserved.
University of Stirling, Stirling FK9 4LA

Unsubscribe
Copyright (c) 2019. University of Stirling. All rights reserved.
University of Stirling, Stirling FK9 4LA




VIDEO START/
END FRAMES

An example of a video start/end frame sequence
s shown below. Existing frames are available, please
contact marketingteam@stir.ac.uk for access.
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VIDEO START/
END FRAMES (CONTINUED)




POWERPOINT
TEMPLATES

PowerPoint templates have been designed
to reflect the campaign identity. A range
of templates are available, please contact
marketingteam@stir.ac.uk for access.
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SUBHEADING OR
SUBTITLE HERE
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