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Brochures — DL multifold

The template

A 'masthead' template has been devised
(DL brochures only) to maximise the
effectiveness and clarity of our branding
and communication.

Why only DL size? This size is commonly
used for brochure racks or where multiple
numbers are presented. It makes recognition
of our brand easy and expresses a
professional and organised approach.

To encourage creativity and allow flexibility,
the space immediately below the colour
strip is open for appropriate design.

There are eight key elements to the template:
1. The black title panel

2. Size and position of UTAS logo —

top right-hand corner E?f*"-_lnd Uit Handbaos
3. Faculty/division key colour strip T '

4. Font style — Headings: The Mix (bold) Focstparnne
Text: Grotesque (light) ' “ e

5. Design/image area

6. Brand architecture - \
Faculty & division 'menu’ system on back

7. UNIVERSITY OF TASMANIA text
8. Inside layout and typography
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Electronic template files are available
by contacting the UTAS Brand Manager.
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Domestic — front and back

promotional

The eight key elements to be utilised in all cases:
1. Panel or clear area for title

2. Position of UTAS logo -
top right-hand corner

. Faculty/division key colours
. Design/image area
. UNIVERSITY OF TASMANIA text

. Brand architecture -
Faculty and division 'menu’ system on back

7. Font style — Headings: The Mix (bold)
Text: Grotesque (light)

8. Inside layout and typography

Electronic templates are not available but for
further advice contact the UTAS Brand Manager.
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The approach

International marketing commonly uses
A4 brochures for course information.

Unlike the DL format, A4-size brochures
can be more flexible in the use and position
of the eight key elements.

These documents are often seen singly,
so greater attention should be given to the
quality of images and overall message used.

Partnership brochures should still have the
UTAS logo sitting in a top-right position.

Production notes

Hints & Tips

Stock: The UTAS house stock is Spicers,
Impress Matt.

Covers: 300gsm (max.)

Text: 120gsm (min.)

Note: Using plasticoat on folders and covers
stops cracking along spines, increases
durability and enhances feel and finish.
Digital photographs and logo images:
Printing press reproduction —

minimum of 300dpi @ 100% actual size
Website publishing/multimedia —

minimum of 72dpi @ 100% actual size

Digital printing —

minimum of 100dpi @ 100% actual size
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Inside — two-colour option
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Domestic —cover
International —cover

House style

Two generic folders have been developed to offer a ready-made, high-quality and economical solution
to individual designs. With strong brand impact they serve to 'package' all forms of UTAS print
communication in a professional manner. The international design presents a high-value, prestigious

image for corporate as well as international use, while the domestic design is a bold, campaign-driven
option for everyday use. Both designs extend to the back and inside pocket.

The pocket and template

The unique 'torch' die-cut pocket is
distinctly ours. The full folder shape is
available for use by UTAS staff and ensures
all folders have a common link whether

they be in-house or custom designs.

TASMANIA SCHDLARSHII"S

promotional identity

Faculty identity

An electronic (.ai) file is available by
contacting the UTAS Brand Manager.

Custom styling

As the examples (left) show, the need to
create specific designs (inclusive of key
elements) is often required. The reverse
side can carry either the generic house

style or continuation of your custom
cover design.



Merchandise — public and in-house

UTHINK
UDEVELOP
UCHANGE

WHITE/GREY
Two-spot colour
logo (no keyline
to lion) or single
colour black only

s
UTAS
BLACK

Three-spot colour
logo (keyline to lion)
or single colour
white only

RED/SINGLE
COLOUR

Single colour
logo (white)

Faculty colours UTAS brand colour

NOTE: Fabric colour
Red is the 'official' colour that
represents the UTAS identity, with

black and grey being preferred options. BLUE

Three-spot colour
(keyline to lion)

Faculty key colours can be used for
promotional-specific events.

Blue is shown here with three-colour
logo for its retail ‘fashion’ value and
is available only at the Uni Shop.

Blue option only

Colour matching

Special care should be taken to reproduce the ink colour to match the correct
Pantone Matching System (PMS) Red 485, especially over coloured fabric.

PANTONE 485

Clothing

The UTAS logo has unique characteristics
that require specific reproduction
treatments depending on base colour

and print colours available.

The diagram (left) shows the preferred

options when considering clothing and print
solutions for corporate, retail or sporting use.

The vertical logo is the first choice, unless
size dictates otherwise. Master artwork has
been created for the keylined lion to ensure
consistency and is available by contacting
the UTAS Brand Manager.

Wayne Goninon

FACULYY OF SCIENCE, ENGINEERING & TECHNOLOGY

Promotional items

UCONNECT. These offer an effective way

to build relationships with students, clients
and the general public. Where appropriate,
the use of a relevant ‘U’ word will increase
the brand awareness and attention value

of items that are often ephemeral by nature.
The ‘U’ concept forms the basis of the brand
campaign launched in 2004 and opportunities
to secure your distinctive word can be
lodged for approval with the UTAS Brand
Manager before going to print.
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