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A community for

the curious

#PostGradAtUL

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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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.

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. Allimages must be images of our own students and taken on-campus.

2. Allimages 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.
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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.

Stone

PANTONE 5403 CP
CMYK 80.50.15.30

Shannon

PANTONE 299 CP
CMYK 86.8.0.0

RGB 45.89.128 RGB 0.163.224
HEX 2D5980 HEX 00A3EO

UL Modern Green

PANTONE 354 CP
CMYK 95.0.100.0
RGB 0.177.64

HEX 00B140

Sky

PANTONE 600 CP
CMYK 85.35.0.10
RGB 0.125.186
HEX 007DBA
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Saol font is our primary
font for the camapign

A '

It should ONLY be used in MEDIUM weight and combined C O mmu n lty
with our font Inter for body text and names and tiltles €

(examples shown later) in pull quotes with our graduates. fO r th e Cu rl Ou S
“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.

A community A community A community

for the curious for the curious for the curious

White copy on UL Stone White copy on UL Shannon White copy on UL Sky
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Our Hashtag
#PostGradAtUL should be used (in our UL Modern # POStGradAtUII

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 ; é Stauc“rlous

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. ; E Stauc“rious

#StayCurious

#StayCurious

#PostGradAtUL in UL Modern Green

#StayCurious in UL Shannon

#StayCurious in UL Stone

#StayCurious in UL Sky
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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/

2/

3/

Large shape for heading or anchor text.

This is best suited for rectangular or landscape
graphics.

Graphic Shape - small: This is best suited for
portrait and or square graphics

Graphic Shape - large: as above but with a larger
space for text.
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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.

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.
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Campaign
representation
on our hompage

Stay Curious
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UniversityofLimerick
6.79K subscribers

Shorts
= HOME VIDEOS PLAYLISTS COMMUNITY CHANNELS ABOUT L.
Subscriptions
@ A community for the curious at UL
Library

316 views « 2 months ago

Curiosity is the engine of achievement and at UL, you'll find a
community for the curious, where purpose meets passion.
Whether you're growing an idea from spark to market,
transforming your future or asking the hard questions of the
world - together we will stay passionately curious.

D

History

Visit https://www.ul.ie/gps/staycurious to learn more

Student Stories Vlogs: Stay Curious at UL P PLAY ALL

A community r 5‘ A community A community E A community

for the curious h = for the curious 1 for the curious ! for the curioug
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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.

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
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Two styles of
graphics have
been created
for Instagram
stories

Two styles illustrated here and
outlined overleaf.

[ think coming to UL
really helped me foster
this sense of curiosity,
asking questions and
having ways

could answer those
questions.

29

Mamobo Ogoro
Founder of Gorm Media
PhD Psychology and Applied Linguistics

7#PostGradAtul
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“I think coming to

UL really helped me &
foster this sense of
curiosity, asking
questions and ,
having ways thatl 8
could answer those |
questions.”

Mamobo Ogoro
PhD Psychology and Applied
Linguistics
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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.

19

[feltI needed a period
to upskill, primarily to
make myself feel more
confident in what I
was going to do next.
29

Jerry Flannery
Rugby Coach
MSc Sports Performance

#PostGradAtul

Working in a startup
is a roller coaster, |
definitely think that
my time doing my
PhD in UL has given
me the resilience to
cope with that.

29

Fionla Cliffe
Chief Operations Officer,
Hooke Bio Ltd., PhD Biotechnology

nsteranntul

13
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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.

“Ifeltl needed a
period to upskKill,
primarily to make
myself feel more
confident in what
[ was going to do
next.

Jerry Flannery
Rugby Coach
MSc Sports Performance

“Working in a

startup is a roller
coaster, I definitely
think that my time
doing my PhD in
UL has given me
the resilience to
cope with that.”
Fionla Cliffe

Chief Operations Officer,
Hooke Bio Ltd., PhD Biotechnology

14
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Intro + end
graphics for
Instagram
Stories

A community for

the curious

#PostGradAtuL

#StayCurious

15
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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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[ think coming to UL
really helped me foster
this sense of curiosity,
asking questions and
having ways that I
could answer those
questions.

29

Mamobo Ogoro
Founder of Gorm Media
PhD Psychology and Applied Linguistics

# PostGradAtul
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Square formats for social - Style A /

[ felt I needed a period
to upskill, primarily to
make myself feel more
confident in what |
was going to do next.
29

Jerry Flannery
Rugby Coach
MSc Sports Performance

# PostGradAtuL

13

Working in a startup
is a roller coaster, |
definitely think that
my time doing my PhD
in UL has given me the
resilience to cope with
that.

29

Fionla Cliffe

Chief Operations Officer,
Hooke Bio Ltd., PhD Biotechnology

. | 7PostGradAtul
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Square
formats
for social -
Style B /

It is important that the same
styles are adapted for the
square format.

' #é@auewlm

“I think coming to
UL really helped me
foster this sense of
curiosity, asking
questions and
having ways that |
could answer those
questions.”

Mamobo Ogoro
PhD Psychology and Applied
Linguistics

18
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Square formats for social - Style B /

' 3+ “Workingina
“Ifelt Ineeded a & startupisaroller
period to upskill, [ 440 ~coaster, | definitely
primarily to make [ _ think that my time
myself feel more | doing my PhD in
confident in what : UL has given me

[ was going to do ! the resilience to
next.” ¢ cope with that”

Jerry Flannery ' - e g Fionla Cliffe

Rugby Coach

Chief Operations Officer,
MSc Sports Performance

Hooke Bio Ltd., PhD Biotechnology
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Sample of
#StayCurious
on campus

Example shown at bus stop and on
hoarding overleaf

- d A community
| for the curious

#PostGradAtUL

20
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UNIVERSITY OF

LIMERICK
S a m p l e OLLSCOIL LUIMNIGH

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.

A community
for the curious .

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

ulie/staycurious
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Open Day
pull-up
displays
campagin has bean ransated wel

across our pull-up displays for our
on campus Open Days.

L
\_

UNIVERSITY OF

RICK

OLLSCOIL LUIMNIGH

PostGrad
at UL

23
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UNIVERSITY OF
LIMERICK
OLLSCOIL LUIMNIGH

PostGral
atlL

#Staucuriousj

=1

UNIVERSITY OF
% g

PostGrad
atlL

#$StayCurious

UNIVERSITY OF
% IS

PostGra
atlL

#Staycurious ?
. W

24



For further infomation contact:

A community for

Niamh Browne Brand and Design Officer

the curlous Michelle McMahon Digital Marketing Officer

ulie  #Postoradatul


mailto:Niamh%20Browne%20%20%7C%20Brand%20and%20Design%20Officer?subject=Niamh.Browne%40ul.ie
mailto:Michelle%20McMahon%20%7C%20Digital%20Marketing%20Officer?subject=Michelle.McMahon%40ul.ie

