
the curious
A community for



Prior to 2022, University of Limerick had never 
implemented a large-scale marketing campaign 
focused on postgraduate study options. When the 
launch of a new university strategy, with increased 
focus on PG recruitment, coincided with a pandemic 
landscape that drastically changed the face of the 
market, we knew we needed to deliver something 
big, acknowledging a worldwide renewed energy of 
curiosity and ambition, and a refocus on personal 
goals.  

With small budgets but grand ambitions, we used 
years of experience in our team to brainstorm a 
creative completely in-house. With no previous strong 
postgraduate story to tell, we needed to show people 
who we are and what we stand for. A Community 
for the Curious was born from this insight with 
#StayCurious used for the campaign.
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Goals:
-	 Realising	peer-to-peer	communication	as	the	most		 	
	 authentic	and	impactful	messaging	we	can	offer,	we	knew		
	 we	had	to	‘show,	not	tell’,	bringing	to	life	journeys	students		
	 could	identify	with.	
-	 Our	aim	was	to	carefully	chose	ambassadors	who	would	
	 resonate	with	audiences	and	raise	awareness	of	UL	as	a		 	
	 supportive	university,	
-	 We	strived	to	create	a	campaign	with	engaging	and
	 emotive	content	that	delivered	wide	reach	and	awareness.
-	 We	wanted	to	increase	traffic	and	deliver	leads	keen	to	 	
	 learn	more	about	PG	at	UL.			

Challenges:
-	 As	a	Higher	Education	Institution	in	a	small	country,	we		 	
	 exist	in	landscape	where	budgets	must	be	very	tightly		 	
	 managed.	
-	 Our	power	to	cut-through	will	never	come	from	high	spend		
	 and	so	we	strive	to	deliver	a	message	that	makes	people			
	 feel	something.	
-	 Working	with	regional	suppliers	to	deliver	premium	video			
	 and	photography	on	lean	budgets,	we	rejected	use	of	
	 stock	imagery/video	throughout,	though	it	would	on		 	
	 occasion	have	been	the	easier	road.	
-	 Authenticity	was	non-negotiable.	

 

Results:
-	 This	campaign	has	been	a	labour	of	love	for	a	small	in-house		
	 team.	
-	 It	is	authentic	–	real	people	telling	real	stories	–	and		 	
	 celebrates	the	spirit	of	curiosity	needed	to	pursue	higher			
	 education,	the	diversity	of	our	students	and	their	individual		
	 achievements.			
-	 The	campaign	smashed	all	industry	averages	for	metrics.
-	 The	campaign	also	generated	a	strong	emotional	response,		
	 positioning	UL	as	a	place	where	curiosity	is	at	home,	and			
	 allowing	prospective	students	to	picture	themselves	here,		
	 with	a	willing	support	system	on	hand	to	help	them	create		
	 the	future	they	imagined	for	themselves.	
-	 Whether	you	identify	with	Mamobo,	who	went	straight	from		
	 undergraduate	to	postgraduate,	launching	a	company	in	the		
	 process;	Siobhan,	who	returned	to	the	workforce	with	an			
	 MBA	after	some	time	out	with	young	children;	Finola,	now		
	 COO	at	a	company	spun-out	from	UL;	or	former	sports	star		
	 Jerry,	who	transitioned	from	player	to	coach,	you	too	could		
	 find	a	home	in	a	Community	for	the	Curious.		
-	 In	our	four	students	we	found	the	heart	of	our	messaging	–		
	 follow	your	curiosity,	we’re	here	to	support	you.		
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-	 An	early	key	to	our	success	was	the	research	stage		
	 –	painstakingly	reviewing	all	information	available			
	 to	us	on	the	postgraduate	cohort	and	creating
	 personas	based	on	same	to	ensure	we	could		 	
	 deliver	stories	that	resonated.		

-	 We	recruited	students	who	best	represented		 	
	 the	identified	personas,	met	UL’s	brand	values,	and		
	 embodied	the	spirit	of	Stay	Curious,	choosing	four		
	 inspiring	graduates,	each	of	whom	reflected	a		 	
	 different	stage	in	their	career	and	personal	lives.		

-	 Premium	quality	video	and	imagery	was	key,	
	 with	no	use	of	stock.	

-	 Locations	were	carefully	selected	around	campus		
	 with	distinctive	backdrops.	

-	 The	main	hero	image	of	Mamobo	married	up	with
	 some	of	our	secondary	colour	palette	from	our
	 brand	guidelines	influenced	the	colour	scheme	for		
	 the	campaign.	

-	 The	authenticity	of	the	content	shone	through	and		
	 delivered	strong	engagements	from	the	offset.	
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Click	on	the	image	above	to	view	
our	main	campaign	video.

https://www.youtube.com/watch?v=P10PBP5IF3E
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Saol font is our primary 
font for the camapign
It should ONLY be used in MEDIUM weight and combined 
with our font Inter for body text and names and tiltles 
(examples shown later) in pull quotes with our graduates.
“A community for the curious” has been created as a 
graphic in our UL Stone and also in white for reverse 
applications as outlined here.

White copy on UL Stone White copy on UL Shannon White copy on UL Sky
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Campaign 
representation 
on our hompage
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Style A /
Angled shape used as a 
solid - supplied in 2 sizes 
depending on lenth of text. 
In this shape the bottom part 
of the shape stays the same 
size in both while the main 
block is the only part that 
varies.
Our Stay Curious signature 
shapes in UL Shannon Blue 
are also used here at the top 
right of the text box and then 
as an overlay on the top left 
corner of the graphic.
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Stay Curious is UL’s first large scale PG brand 
campaign. It has been conceived, created and 
implemented by the Central Marketing Unit. 
  
Through Stay Curious, we are seeking to solidify one 
strong external image of Postgrad at UL. Throughout 
the campaign, we will be profiling graduates whose 
characters reflect UL’s brand essence & values.  

The approach has been informed by multiple avenues 
of market research, including three years of exit 
surveys, graduate interviews, online behavior insights 
and SEO and Analytics.  

In the following pages, you’ll find multiple examples 
of creative application, along with clear guidelines 
on use of elements in order to create your own visual 
assets.
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Our Hashtag 
#PostGradAtUL should be used (in our UL Modern 
Green only) when there is no option to mention 
PostGrad in the messaging. 

When the messaging is clearly Post Grad at UL 
then the #StayCurious hashtag should be used in 
one of the campaign blues. 

Our Hashtag icons should never overpower or 
equally never be too insignificant in a graphic. So 
powerful without being ‘overpowering’ is key. It 
should NEVER be shoved into a corner of a graphic. 
The top angle of the icon width can be used as a 
minimum space around it to allow it to breathe. 

#PostGradAtUL in UL Modern Green

#StayCurious in UL Shannon

#StayCurious in UL Stone

#StayCurious in UL Sky
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YouTube 
Assets

>

Stay Curious at UL
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Style B /
UL Stone rectangle shape 
block used as overlay for 
text with angled shape at top 
right of box in UL Shannon 
Blue. Stay Curious signature 
angled shape also used in UL 
Stone at top left hand corner 
of graphic.
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When contracting designers to create additional assets in this style, packaged design 
files can be supplied as containing the editable In Design files, images, fonts and 
brand elements. Please contact our Brand & Design Officer Niamh Browne for same. 
 
If creating assets in-house, our Digital Marketing Manager, Michelle McMahon can 
share editable Canva templates with you. More information on this on page 11. 

Please note that the following elments and points are crucial to the 
campaign and should always be adhered to:

1. All images must be images of our own students and taken on-campus. 
2. All images should must be high-res, well lit and clearly focused on the student   
 featured. 
3.  As each student represents one student from “the community for the curious”, all  
 graphics should only feature a single student and tell one story at a time. 
4. Our colour palette as outlined on page 4 must be used with no other UL Primary or  
 Secondary colours applied.
5.  Our UL Fonts, Saol, Formula and Inter must only be used - more information on   
 page 5. 
6. Only one of the available hashtags as outlined on page 6 should be used. 
7. Only the angled shapes supplied should be used - curved shapes and rounded   
 edges must be avoided completely. More information on page 7.

All assets created in the style of this campaign, should be sent to Niamh Browne for 
sign off.

Stay Curious

elements
Getting the look right of our Stay 
Curious campaign matters. It is an 
extension of our overall brand and our 
brand sits at the heart of everything that 
we do. 

This guide will help you to create and 
deliver a consistent and coherent Stay 
Curious look across all platforms.
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Assets 
supplied for 
campaign 

A / Text 
Shapes
UL Stone shape to be used as 
overlay on image to apply text 
to. Three shapes have been 
supplied depending on the 
size of the text applied and 
the shape of the graphic.

Please note: illustrations are not 
to scale

Clockwise from above:
1 /  Large shape for heading or anchor text. 
 This is best suited for rectangular or landscape 

graphics.
2 /  Graphic Shape - small: This is best suited for 

portrait and or square graphics
3/  Graphic Shape - large: as above but with a larger 

space for text.
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When creating assets please note:  

- All images must be high-res, well lit and clearly focused on the student featured 
- Images should feature a single student only and tell one story at a time 
- Pull quote graphics should consist of a single statement, ideally with no more 
 than 35 words/150 characters. Use the caption to tell the rest of the story, do 
 not attempt to cram in excess copy to design templates 
- For square images (1080 x 1080) font size in Canva should be between 28 and 33 
- For Stories images (1080 x 1920) font size in Canva should be between 50 and 55 
- Name, title and qualification info should be sized approx. 20 points lower than 
 quote in Stories, 10 points lower in square images 
- Ensure images are placed in such a way that overlays do not cover a participant’s 
 face 
- It is possible to move the graphic shapes from the right to the left of the image if it 
 better suits the photography 
- Quote should be in Saol text, name in Inter Bold, title and qualification in Inter 
- Use only one of the available hashtags on the image. When Stay Curious hashtag is 
 used in image, #PostgradAtUL must be mentioned in accompanying copy. 
- Do not add any additional logos or hashtags to the imagery 
- Do not add any additional text boxes to the imagery 
- For sign-off on any assets created in the style of this campaign, please contact 
 Niamh Browne

Creating your

assets
Graphics illustrated here will be available 
to you as design files if contracting 
designers to create additional assets in 
this style. 
Please contact Niamh Browne for same. 
 
If creating assets in-house, we can share 
editable Canva templates with you. 
Please contact Michelle McMahon for 
same.  
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Intro + end 
graphics for 
Instagram 
Stories

Stone

PANTONE 5403 CP
CMYK 80.50.15.30
RGB 45.89.128
HEX 2D5980

60% 40% 20%

Shannon

PANTONE 299 CP
CMYK 86.8.0.0
RGB 0.163.224
HEX 00A3E0

60% 40% 20%

Sky

PANTONE 600 CP
CMYK 85.35.0.10
RGB 0.125.186
HEX 007DBA

60% 40% 20%

UL Modern Green

PANTONE 354 CP
CMYK 95.0.100.0
RGB 0.177.64
HEX 00B140

Our Stay 
Curious 
colour 
palette
Our two primary colours in 
the campaign are UL Stone 
and UL Shannon with UL Sky 
being an option in certain 
applications or as a third 
option. UL Modern Green is 
also used as an accent colour 
either in our brand lines or in 
the #PostGradAtUL hashtag.
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Our angled shapes 
(above top right) and 
the three options of 
UL Lines to be used 
in UL Modern Green. 
In certain cases, 
these lines can be 
used in white, such 
as when there is 
enough green in the 
image or the white is 
more complimentary 
to the image but our 
preferance is to use 
our UL Modern Green.

Assets supplied 
for campaign 

B / Graphic 
Shapes and 
branded lines
Angled shapes in UL Stone and UL 
Shannon have been created as graphic 
elements in the campaign. These 
echo our UL brand shapes but are 
also a large part of the Stay Curious 
Campaign. The curiosity element is in 
how they pull our attention in to the 
message while their subtle differences 
reminds us of the individuality of each 
member of the community coming 
together to form one complete shape.
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Two styles of 
graphics have 
been created 
for Instagram 
stories
Two styles illustrated here and 
outlined overleaf.
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Square 
formats 
for social - 
Style A / 
It is important that the same 
styles are adapted for the 
square format. 
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Square formats for social - Style A / 
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Sample 
print ad
Example shown of A4 print ad. 
Our master stacked version of our logo 
has been applied here and is placed 
prominently at the top of the ad.
Either of our hashtag icons could have 
been used here - either #StayCurious 
or #PostGradAtUL as the messaging 
is clearly PostGrad at UL in the 
paragraph of text.

Square 
formats 
for social - 
Style B / 
It is important that the same 
styles are adapted for the 
square format. 
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Square formats for social - Style B / 
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Sample of 
#StayCurious 
on campus
Example shown at bus stop and on 
hoarding overleaf
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Open Day 
pull-up 
displays
Our distinctive personality led 
campagin has been translated well 
across our pull-up displays for our 
on campus Open Days.
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For further infomation contact:

Niamh Browne  �|� Brand�and�Design�Officer
 
Michelle McMahon  �|� Digital�Marketing�Officer
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ul.ie

ul.ie/gps

PostGrad 
at UL

ul.ie/gps
ul.ie/gps

PostGrad 
at UL

ul.ie/gps
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A	detailed	toolkit	was	
also	designed	in-house	
to	ensure	a	consistent	
campaign	roll-out.		



For full-time, part-time, flexible 
and online postgraduate 
programmes visit

ul.ie/staycurious

On Campus Signage

Print Adverts
A	series	of	print	ads	were	
designed	for	both	newspaper	
and	magazine	publications	as	
part	of	the	campaign.



On Campus Signage

A	series	of	large	panels	were	
created	for	on-campus	signage	
which	proved	to	be	very	
effective	and	engaging.	

Click	here	to	view	placement	of	
our	on	campus	hoarding	signage.

https://www.youtube.com/watch?v=4pjaLI5paTo


Visuals of our On- Campus 
Hoarding Signage



Out of House 
Billboard, Bus 
Shelter and Bus 
Advertising



YouTube
Assets

>

Stay Curious at UL

Click	on	the	thumbnail	
images	for	each	individual	
video	to	view	each	one.

https://www.youtube.com/watch?v=vU0AEAyhFe8
https://www.youtube.com/watch?v=NT3LpZkvI3I
https://www.youtube.com/watch?v=V3Ih3Jq_qbY
https://www.youtube.com/watch?v=mLVCP-bFbjE
https://www.youtube.com/watch?v=E3X5TPJbACo
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Social Assets
Careful	consideration	was	
taken	when	designing	the	
campaign	to	ensure	the	
design	style	would	adapt	
and	translate	easily	to	all	
social	assets	regardless	
of	whether	they	were	
portrait,	landscape	or	
square	(see	examples	on	
next	page).
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Social Assets
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Exhibition Display
A	dynamic	exhibition	
display	was	also	
designed.



7

Sustainable 
Prospectus
A	new	sustainable	
approach	to	our	
prospectus	saw	us	using	
the	engaging	image	
of	Mamobo	and	the	
distinctive	campaign	style	
with	a	QR	code.	This	
saved	on	printing	10,000	
prospectuses	per	year.



Stay Curious 
Research 
Campaign
Stay	Curious	for	Research	is	a	campaign	
designed	to	highlight	the	change-makers	and	
innovators	driving	world-altering	research	at	
University	of	Limerick.	

#StayCurious	phase	one	covered	stories	
of	the	PG	student	journey	at	all	stages	of	
career	development	and	progression,	from	
current	student	to	the	student/researcher	who	
graduated	&	has	excelled	in	their	career.

#StayCurious	for	Research	looks	at	those	who	
inspire	our	students,	those	who	are	changing	
the	world	and	those	who	are	empowered	by	
UL	to	drive	their	research	forward	to	new	
frontiers.	

It	is	their	curiosity	that	drives	innovation	
and	inspires	us	to	be	bold,	dynamic,	
entrepreneurial	and	collaborative.

At our world renowned Bernal Institute, Professor Mike 
Zaworotko is leading a team of researchers who are 
curious about discoveries in materials science and 
their impact upon energy sustainability, environmental 
remediation, better medicines, circular economy and 
food security. This team have developed sponge-like 
porous materials that capture molecules from the air and 
can release them with a low energy footprint. Carbon 
capture (2013), water harvesting (2019) and benzene 
capture (2022) are just three examples. The water 
harvesting material has such favourable properties for 
capturing and releasing water from the atmosphere 
that it is already being used for dehumidification.  
These discoveries will revolutionise technologies for 
clean water and clean air and in the process make an 
impact in the battle against climate change. 

For 50 years we have and continue to be a community 
for the curious -  for those who seek change, 
innovation and a better world.

Sustainability is at the heart of everything we do at 
University of Limerick, Ireland.  

What if staying curious 
meant a positive change 
to the air we breathe?

Michael Zaworotko 
Bernal Institute 
Chair of Crystal 
Engineering and 

Science Foundation 
of Ireland Research 
Professor. Listed 
as one of the most 
impactful chemists 

worldwide.

Join us, learn about us, work with us. 

ul.ie/research

A	gate	fold	print	advert	was	
designed	for	Times	Higher	
Publication.	This	allowed	us	to	adapt	
the	campaign	by	designing	an	a	
lead-in	ad	in-house	for	the	inside	
cover	(right)	which	opened	out	to	
a	dynamic	double	page	spread	ad	
with	the	Stay	Curious	for	Research	
messaging	(below).



Stay Curious 
Research 
Campaign
Stay	Curious	for	Research	campaign	
was	also	adapted	to	use	in	email	
header	banners,	social	and	display	ads.		
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