Innovative, responsive, inspirational
teaching and applied research that
transforms individuals, organisations
and communities. We stand for academic
excellence, unashamedly applied.

Our brand guidelines

Communicating our
distinctiveness
Branding is important in a university environment because we increasingly
need to differentiate ourselves in a crowded higher education market. It is
the full breadth of our offer for different partners and stakeholders that gives
us our strength and ultimately communicates what we stand for, academic
excellence, unashamedly applied.
We must communicate our successes with fluency and coherence in
order to have a positive impact on future student choice, research and
consultancy income and our international standing. The Sheffield Hallam
University brand helps to explain our offer and brings all parts of the
University together so that we can tell our story with confidence and clarity.
This will help us achieve the ultimate goal of becoming a top 50 University.

Cliff Allan, Deputy Vice-Chancellor
Sheffield Hallam University
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What our brand means for us

Here at Sheffield Hallam University we believe we have a unique
approach that sets us apart from other universities.
Our brand helps us express this. It ensures that everything we do
communicates our aims, beliefs, values and – most importantly – our
people. The brand is designed to make it easier for all of us to speak with
one voice, and present a consistent image of who we are and what we
stand for.
Brand loyalty is built up over time by how well we reinforce people’s
expectations by their experience of what we deliver and how we speak to
them.
Every time we communicate – whether in conversation, via direct
channels of
mail or email, in literature and our website, on an outdoor advert or in a
social media space – we should reinforce our values and personality. Our
brand makes sure that happens.
In a complex market, with more and more choice and information
available,
people turn to brands to make their decisions easier.
A strong brand is therefore far more than a logo – it is a promise kept.
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Sheffield Hallam University
Our promise
Our mission
We are an innovative and responsive university,
committed to the belief that high quality,
inspirational teaching and applied research
can transform individuals, organisations
and communities.
We stand for academic excellence,
unashamedly applied.

Our values
Employability

Supportiveness

Forward thinking

We’re dedicated to helping our students
become well-rounded, aware individuals
with the qualifications and skills that will
make them employable and enable them
to pursue worthwhile, personally and
financially rewarding careers. We do this
by encouraging an enterprising attitude
in our staff and students and through
engagement with employers and partners
to meet their needs.

We provide our students with exceptional
care and support to help them settle into
university life. They are better able to
succeed in their studies, build relationships
and develop their independence as
individuals, helping make the time they
spend with us productive, happy and
fulfilling.

Society, education and employment
are subject to constant change. We
take a dynamic and evolving approach
to teaching and learning, research and
knowledge transfer, by confidently
embracing the new, and employing the
latest techniques, facilities and resources
to make sure that our offer is the very best
it can be.

We are absolutely committed to academic
excellence, but in our teaching and
research, we are determined that this
should be applied and be of practical
benefit to individuals, commerce, industry
and our wider society.

Our core values are deeply embedded
in our beliefs, attitudes, organisation
and behaviours. They are a result of
our offer and distinctive features. When
we consulted and listened to you – our
staff, students, partners and alumni, you
reaffirmed the accuracy of these values.

We all live the brand
Our promise comprises our ‘mission’, ‘what
we stand for’ and ‘our values’. Our mission is
at the heart of who we are, what we do and
what we want to achieve for our students,
our partners, our society and ourselves.
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Sheffield Hallam University
Our personality
Intriguing and
intelligent copy that is
positive and engaging

Testimonials by
real partners,
staff and students
Relaxed,
simple language

Confident

Not the obvious
subject or angle in
a photograph.

Use bold and
exciting colour

Creative

Words and pictures
work together to
tell a story

Intellectual
illustrations that
convey a concept

Tell the story from
a fresh perspective

Single image to
convey a concept

Bold headlines and
a single ‘big idea’

Demonstrate real life
innovation

We are...

Allow white space
to give messages
impact
Champion student
and staff successes

Challenging
Focus on our
academic strengths
and high standards

Evidence the
impact and
transformation

Fresh, positive
and engaging language

Accessible, supportive
and inclusive

Working together to
achieve more, making
connections inside
and out

Collaborative
Authoritative about
our subjects and their
application

Relationships evidenced
through pictures,
quotes, impacts and
transformations

Real and successful
partnerships
Demonstrate
understanding
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Sheffield Hallam University
Our key messages
1. 	We’re a university of stature and scale.
We’re friendly and exceptionally
supportive. We’re a very inclusive
organisation.
2. 	We’re academically ambitious, with a
real focus on employability. Both our
teaching and our research are practical
and applied.
3. 	We value our specialisms very highly,
but attach greater value to our University
as a whole. We’re one entity, one united
community.
4. 	We’re strongly connected to business
and the professions, and this has a direct
influence on our courses and teaching.
5. 	We’re a vibrant university in a great
university city, with one of the UK’s
largest student populations. Our students
thrive on the great social and cultural
scene.

6. 	We’re a major part of the city and the
region and have a growing reputation
both nationally and internationally.
7. 	We’re proud of our learning environment
and outstanding facilities. We’re prouder
still of our commitment to bringing
quality and inventiveness to our
teaching.
8. 	We’re a large university that places great
emphasis on individuals. We’re diverse
in our courses, our people and our
community.
9. 	We not only help students develop their
abilities but enable them to realise their
full potential and challenge them to seize
opportunities.
10. 	We’re aware and collaborative, flexible
and innovative in our thinking. We listen
and when we’ve listened, we respond.

Bringing our
promise to life
The key messages have been
developed based on the defining
characteristics and areas of
distinctiveness outlined in the
corporate plan.
Demonstrate them through
relevant and recent examples.
www.shu.ac.uk/mediacentre

Sheffield Hallam University brand guidelines

6

Our insignia
Using our insignia

The coat of arms explained

The coat of arms is used to formally denote the
status of the University and in the awarding of
formal qualifications and titles. The University’s
logo complements the coat of arms and the logo
should suffice for most internal and external
communication requirements.

The large white rose at the crest and the two
smaller roses in the arms are the emblem
for Yorkshire.

The arms are only to be used on Sheffield
Hallam University documents related to formal
qualifications and awards and our official sports
teams. Reproduction on anything else will
only be authorised by a cross University group
comprising representatives from the Directorate
of Corporate Affairs, Facilities Directorate, and
Secretary and Registrar’s Directorate.
It may not be used by external organisations in
their marketing activities, whether in hard copy
or on the web.
When using the arms and the logo together it is
appropriate to separate the coat of arms from the
logo so that they are not seen side by side.

A sheaf of six arrows is interlaced by an open
book. The open book links to the learning that the
University serves to its students.
 he six arrows are for the steel work that Sheffield
T
is renowned for internationally. The sheaf of
arrows was also the main motif in the seals of
the Burgery of Sheffield and the Twelve Capital
Burgesses, the two bodies which governed locally
before the creation of the borough.
 he two wheat sheaves on a green field were
T
probably chosen at the College of Arms as a play
upon the name Sheffield which means ‘the open
space by the River Sheaf.’
The motto scroll is ‘Learn-And-Serve’ – notably
not written in Latin which supports the
University’s ethos of participation.

The Yorkshire rose is an essential part of our
coat of arms signifying our heritage and link to
the county. This motif has been adopted as our
official assay office hallmark. The rose hallmark
should only be used for silverware produced by
our staff and students.
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Our logo, colour palette, typeface and
tone of voice are the heart of our visual
identity, with each playing a crucial role
in identifying our brand. Implemented
with cohesion and consistency, they
help to project our unique personality
and identity.
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Our logo

Our logo is both clear and
confident. The typeface on
which the logo is based is a
bold and modern take on a
traditional serif font reflecting
a forward thinking university
underpinned by a tradition of
academic excellence.
Our logo is hand drawn and
unique to us. So, there should
be no attempt to match it with
any typeface, recreate the logo,
or alter it in any way.

The logo must always be
produced from digital master
artwork. It must never be
modified in any way (do not
squash, stretch or try to redraw
it). It must always appear on
an uncluttered background of
an appropriate colour to ensure
clarity.

PMS 215 C
PMS 220 U
C0 M100 Y35 K27
#BA0046
R183 G13 B80

PMS 229 C
PMS 228 U
C0 M100 Y15 K60
#621b40
R98 G27 B64

All logos are available on the
marketing intranet at https://
staff.shu.ac.uk/marketing/
brand/brandlogos.asp
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Our logo – clear zone

H

The logo must be positioned in its own clear space, standing
apart from other images and/or text. In order to achieve this,
the logo must always be surrounded by a minimum clear zone,
which is achieved using the letter ‘H’. The clear zone helps to
ensure the logo is consistently displayed to its best effect.
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Our logo – greyscale

65% Black

100% Black

100% White

30% Black

These greyscale versions of the logo can be used when the
primary logo does not work due to the background colour, or
when printing in black and white.
Always apply the colour logo whenever possible.
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Our logo – how to size

Landscape format

Portrait format

These illustrations show how to place the logo on portrait and
landscape formats. Scale it up or down for different communication
sizes. These sizes should be followed for standard or imperial sizes.
The margins are created by using one and a half the ‘H’ height all
the way round.
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Our sub-brands

Although we value our specialisms very highly,
we attach greater value to our University as
a whole. We’re all part of the same family.
Our approach to brand architecture reflects
that whilst sub-brands are important in
their markets, they must also represent the
University in a consistent and coherent way
and adhere to our brand guidelines.
Do not construct your own sub-brand logo.
These must first be approved by the University
Executive group before a logo can be made by
the Creative Services team.
A list of authorised sub-brands and logos
are available on the marketing intranet at
https://staff.shu.ac.uk/marketing/brand/
subbrandlogos.asp

Sheffield
Business
School

Sport Industry
Research
Centre

Centre
for Sport and
Exercise Science

Materials and
Engineering
Research Institute

Sheffield
Institute
of Arts

Centre for
Sports Engineering
Research

Academy
of Sport and
Physical Activity

Design
Futures
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Colour

Primary palette

PMS 215 C
PMS 220 U
C0 M100 Y35 K27
#BA0046
R183 G13 B80

Secondary palette

PMS 229 C
PMS 228 U
C0 M100 Y15 K60
#621b40
R98 G27 B64

PMS 272 C
PMS 2725 U
C58 M48 Y0 K0
#7e7dc7
R126 G125 B199

PMS 7447 C
PMS 274 U
C60 M58 Y0 K19
#503a6e
R80 G58 B110

PMS 130 C
PMS 129 U
C0 M30 Y100 K0
#fbb000
R251 G176 B11

PMS 1385 C
PMS 152 U
C0 M50 Y100 K7
#d97a16
R217 G122 B22

Colour association, for any brand, is a very
powerful means of recognition. Great visual
identities are often built on the consistent use
of a limited range of colours that, over time, can
become as recognisable as a logo.
The colour palette should be adhered to,
ensuring a consistent, cohesive look. It has
been designed specifically to be used on a light
background.

Primary palette
PMS 320 C
PMS 320 U
C90 M0 Y35 K0
#00b3bf
R0 G179 B191

PMS 3025 C
PMS 3025 U
C100 M17 Y10 K51
#174b66
R23 G75 B102

PMS 179 C
PMS 179 U
C0 M90 Y80 K0
#de372d
R222 G55 B45

PMS 362 C
PMS 369 U
C75 M0 Y100 K5
#07a33b
R7 G163 B59

PMS 364 C
PMS 363 U
C75 M0 Y100 K30
#4a7335
R74 G115 B53

Black 60%

PMS 1807 C
PMS 187 U
C0 M100 Y96 K28
#9c2a33
R156 G42 B51

The primary colour palette consists of two
colours which should be used predominantly
whenever possible. It’s best practice to use these
on white. The palette should be used for the logo,
all typography and when creating information
graphics and icons. Colours should always be
used in the specified pairs.

Secondary palette
The secondary colours are to be used as
communication tools when the primary colour
palette is not appropriate and to provide
flexibility from a creative perspective. Colours
will not be associated with a particular subbrand. Colours should always be used in the
specified pairs.

Tints
Tints of the palette should never be used. The
only exception is when using a 10% tint as a
background colour.

Online
Use websafe colours online and the specified
RGB values for screen use. Websafe colours have
been chosen for online consistency and are
slightly different to the print palette.
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Typography –
our font and style

FS Clerkenwell Bold

Our typeface is Clerkenwell, this modern re-imagining of a traditional serif face, helps us express our
forward looking personality, practical approach and academic rigour.

FS Clerkenwell Regular

The four recommended variations are shown opposite and allow for different levels of emphasis where
required.

Only to be used when differentiation is needed within design

Main headlines, titles and introductory paragraphs

FS Clerkenwell Italic
Headlines and subtitles

FS Clerkenwell Light
Body copy

Sheffield Hallam staff are not required to use Clerkenwell for their correspondence, instead it’s
recommended that Arial or Times New Roman at a legible point size is used.

1. 	Clerkenwell Bold is used minimally within design to differentiate copy, it is not used with subtitles
or body copy.
2. 	Clerkenwell Regular is used for all headlines, titles and introductory paragraphs.
3. 	Clerkenwell Italic is also used for headlines but only in combination with Clerkenwell Regular and its
use should be kept to a minimum to highlight or complement. It can also be used for subtitles. Don’t
use Clerkenwell Italic for quotations.
	Examples of normal leading for headline text are 21pt type on 21pt leading and 30pt type on 30pt
leading. All headline text should use -20 letterspacing. Due to its larger character spacing, large text
may need to be manually adjusted in some cases.
4. 	Clerkenwell Light is used for all body copy.
	Examples of normal leading for body copy are 9pt type on 10pt leading and 12pt type on 13pt
leading. Leading should never be the same size or less than the point size. All body copy should use
-10 letterspacing.
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Our tone of voice

The Sheffield Hallam personality is expressed,
in part, through our tone of voice. It’s about
the words we choose and the way we say
things, about communicating feelings and
attitudes as well as facts. The aim is to sound
like us – confident, creative, challenging and
collaborative.
Used consistently, our tone of voice will
become recognisable and familiar, and will
set us apart from other universities. In all our
speech and writing we are setting out to have a
conversation with people. We’re not talking ‘at’
them. It is about communicating the benefits of
our offer.

Intriguing and
intelligent copy that is
positive and engaging

Testimonials by
real partners,
staff and students
Relaxed,
simple language

Confident

Not the obvious
subject or angle in
a photograph.

Bold headlines and
a single ‘big idea’

Demonstrate real life
innovation

Allow white space
to give messages
impact

Champion student
and staff successes

Accessible, supportive
and inclusive

Working together to
achieve more, making
connections inside
and out

Collaborative
Authoritative about
our subjects and their
application

Evidence the impact and
transformation

Intellectual illustrations
that convey a concept

We are...

Challenging
Focus on our
academic strengths
and high standards

Fresh, positive
and engaging language

Creative

Words and pictures
work together to
tell a story

Tell the story from
a fresh perspective

Single image to
convey a concept

Use bold and
exciting colour

Relationships evidenced
through pictures,
quotes, impacts and
transformations

Real and successful
partnerships
Demonstrate
understanding
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Our proposition – in writing

‘Academic excellence, unashamedly applied.’
Central to our way of saying things is expressing
our core proposition. We are absolutely committed
to academic excellence but in our teaching and
research, we are determined that this should
be applied.
‘Academic excellence, unashamedly applied’ can
be expressed by making sure our communications
are accurate, intelligent and practical, and that we
support claims with evidence spelling out
the benefits and drawing clear conclusions.

These are examples of different ways the proposition can be conveyed in creative copy. Note the use of
full stops at the end of headings to strengthen the message – this helps readers take it in.

• technical insight g pay-off

• offer g benefit

i-Boxer technology. Integrated performance
analysis. Punch efficiency. Unprecedented
Olympic success for Team GB.

Valuable skills and work experience.
Preparing you for the workplace.

• description g end result
Our low temperature materials analysis
helped a steel company go from strength to
strength.

• description g emotion
Your graduation. A time to feel proud.

• academic study g
narrative of person’s story
Behaviour management, critical reflection
and curriculum development helps a Team
GB athlete become class 4B’s favourite ever
PE teacher.

• cause g effect
Buy Abbey Well water and help raise money
for local charities.
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Typography
– versatility of our font

Expertise
Howard Webb

City Region Leadership
The Youngman Group
AI Materials
Anglo Beef Processors

Sheffield Hallam started

my incareer
two ways

Different perspective,
better performance
Companies and individuals
across the region know the
benefits of working with us.
We think differently. Our
approach is creative. And
our results are impressive.

firstly as a

musician
and then as an
artist

Review

Autumn 2012

Inspiring
the future

4

5

Autumn 2012

Review

‘Passionate, committed, supportive,
enthusiastic, approachable, bonkers!’
Just some of the terms students
have used to describe the teaching
and support staff that have inspired
and motivated them, as they were
honoured at this year’s Inspirational
Teaching Awards.

By Tess Humphrys and Jade March

M
Sheffield Hallam started

my career
in two ways
firstly as a musicia

ore than 2,300 students
nominated 1,000
members of staff across
the University’s four faculties,
directorates and the Students’ Union
for awards at this year’s Inspirational
Teaching Awards.

A celebratory dinner and
presentation was held for the final
31 members of staff who were
chosen by a University panel to
receive the coveted awards. The
selection was made solely on
comments from students in the latest
Student Barometer, which surveys
students on their experiences at the
University.
‘The awards are judged on the impact
the nominees have had on their
students,’ says Dr Sally Bradley, who
coordinates the awards.
‘The selection panel are advised to
bear in mind some staff may only
teach on one or two modules so will
not have contact with the same
number of students.

‘In essence, this is not a popularity
contest or an award for being ‘a nice
person’, it is about the impact they
make in inspiring our students.’

The panel looked for examples of
where staff had had a transformative
impact on students’ learning and
their overall university experience.

And there were plenty of examples to
choose from, with students praising
the dedication, commitment and
creativity of our staff.
‘Her energy and commitment to
everything she does is inspirational.’

‘She brings subjects alive, makes
them applicable to everyday life and
makes things memorable.’
‘He makes me want to keep striving
to do well and stand out from others
in a positive way.’

Four of the recipients – Claire Rayner,
Edwyn Anderton, Philo Holland and
Claire Craig – won awards for the
second year running.

Speaking at the event, the
University’s vice-chancellor Professor
Philip Jones said: ‘It is right that we
should give a higher profile to our
staff. An Inspirational Teaching
Award is a wonderful accolade not
just for the winners, but for all those
who were nominated by their own
students.’

It’s not just our students who think
our teaching and support staff are
fantastic. The Higher Education
Academy (HEA) recently awarded
Stella Jones-Devitt, head of the
University’s Centre for Leadership
in Health and Social Care, with a
National Teaching Fellowship for her
track record of raising aspirations of
non-traditional learners.

Stella herself is from a similar
background and believes this might
have something to do with her
ability to relate and connect with her
students.

She spoke to Review about the award
and her approach to teaching.

‘I’m happy to be a performer or to
take a backseat in student learning.
I suppose it comes with wrinkles but
I try to perceive the mood of a group
and adapt my teaching accordingly,’
Stella explains.

‘I think the best thing I’ve heard is: I
love coming to your sessions because
you just never know what’s going to
happen,’ says Stella, enthusiastically.
‘I try to liberate the students, and
myself of course. To be honest, if
somebody walked past and looked
into the classroom they might think
something strange was going on!’

Stella won the prestigious Fellowship
for her approach to teaching and her
unique and enthusiastic style.

She prides herself in trying to raise
aspirations of students who may be
from a non-traditional university
background and who may be the first
generation in their family to attend
university.

By letting go of her inhibitions, she
hopes her students are encouraged to
do the same and thereby engage at a
greater level.

‘Although I take teaching and
learning very seriously I don’t take
myself too seriously and I’m not
afraid to look silly if it helps them
engage in learning.

‘I love the banter and the engagement
with the students. It’s great to see
students develop and challenge
themselves and me. I enjoy
providing them with challenging and
supportive learning.’

‘It’s great to see
students develop
and challenge
themselves.
I enjoy providing
them with
challenging
and supportive
learning.’

Stella truly believes that any
academics who work hard and enjoy
teaching could win a Fellowship.
She says: ‘You just need to commit
to teaching, whilst still learning and
travelling along the journey with the
students.’
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Creative

Challenging

Collaborative
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a

Typography
– type position on printed covers

Graduate employment
Graduate
employment
programmes
programmes
Giving your career
a head start
Giving
your career
a head start

Open day guide
16 June 2012

1

1

Howard Webb
Helping World Cup referee
acclimatise to life at the top

Become a
Graduate with more

Become a
Graduate with more

When creating printed document covers
• the stroke is only used on covers of guides and brochures
• headline type should always stay one size and weight
• where possible try to write an appropriate subtitle to
communicate the proposition
• the position of the text is always two or three of the ‘H’ heights
from the Sheffield Hallam logo
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Imagery
Our brand must use fresh, creative, original
and high quality imagery to communicate
messages in fresh and exciting ways.
Campaign imagery is about telling our story in
different ways. It is not always representative
photography, it should have a style that
portrays confidence and creativity through
strong ideas, originality and bold choices.

Spring 2012

SHINE
at Brightest Spark

Together. Here. Now.
Visit the website and make the most of
your life as a Sheffield Hallam student.

Experience the very
best creative work by
Sheffield Hallam students,
as chosen by top
industry professionals.

www.shu.ac.uk/currentstudents

6–26 October 2012
Sheffield Institute of Arts Gallery,
Cantor Building,
Sheffield Hallam University

A life for design
Thomas Heatherwick talks to us
about his new Routemaster – and
the Olympic opening ceremony

www.brightestspark.co.uk
Tom Hemsall, winner, Digital Media Award

Forgotten Spaces
winners announced

1140-11 Six-sheet.indd 1

Gallery
GalleryProgramme
Programme
July–December
July–December2012
2012

Celebrating
inspirational teachers

Showcasing
Yorkshire food

Meet our latest
honorary doctors

25/10/2012 10:01

Internships, career
development
programmes and
specialist support

Journalism,
Media and PR

Environment
www.shu.ac.uk/environment

www.shu.ac.uk/media

Talk to Careers and Employment about
gaining the skills and experience employers
are looking for through our range of
employability schemes.
Find us on the shuspace employability tab

www.shu.ac.uk/careers

Become a

Graduate with more

Confident

Creative

Challenging

Collaborative
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Photography
– representing the University
1. Learning and
teaching

2. Facilities and
environment

3. University
profiles

4. Creative
reality

Focus on people

Focus on people
in certain places

Focus on
specific people

Subjects interacting
within the
environment
naturally

Narratively driven
people driven shots

Focus on
projects and
environment

When we create imagery that represents
various aspects of the University, we must aim
for quality imagery which creates a believable
narrative conveying the strengths of that
narrative.
For instance, facilties must show people
interacting within the space. Profiles must show
people in their working environments.
Individual scenarios and stories must be shot
in the University style to bring a consistent
approach and make the quality and style
recognisably Sheffield Hallam. Try to support
imagery with a relevant and meaningful story
or caption to give the image context.

Interaction with
people or equipment
in their working
environment

Confident

Creative

Challenging

Abstracts/
environment/
equipment/

Collaborative
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Photography
– representing the University (sport case study)
1. Learning and teaching

2. Facilities and environment

3. University profiles

4. Creative reality

Photographic guidelines
• Focus on one person – in a group have a central character.
• Use background to create a sense of depth.
• Encourage using equipment or working
in partnerships.
• Use natural lines to create depth.
• Include foreground as well as background
to create a sense of naturalness.
• Avoid dull or overcluttered backgrounds.
• Don’t be afraid to crop creatively.
• Use negative space for design purposes.
• Try not to look down on a subject – avoid awkward angles.
• Avoid overposed, unnatural compositions
• Be creative with profiles – build in narrative.
• Shoot abstracts to accompany the main shots – think about
building a portfolio rather than the one shot. For example the
projects/the areas/the equipment.
• Try not to overstylize the shot.
• Use props to add context rather than dominate the shot.
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Video guidelines

Briefing and process

Creating a consistent brand style of video and photography

As the brand guardians, it’s important for Creative Services to be involved
in videos from the start. Where applicable, a designer and a copywriter
should be included in project meetings alongside the video producers.
The graphics, narrative, voiceover script and any on-screen copy
needs to be discussed, created and agreed with Creative Services
prior to publishing.

Our visual style should be consistent across all materials, so video footage
should follow the brand guidelines for photography.
For example
• use background to create a sense of depth
• don’t be afraid to crop creatively
• avoid over-posed unnatural positions
• show people interacting naturally within their environment

Use of brand graphics within video
Graphical elements such as idents and stings, text, subtitles and
straplines should use our brand components (palette, fonts, styles etc).
All conceptual or informational graphics should follow the brand
guidelines on illustration and typography.

Creating copy for use within video
When creating a narrative for the video, consider our proposition:
academic excellence, unashamedly applied.
Whether it’s a voiceover script or on-screen text, all copy for videos should
come through our copywriters, who will work together with the supplier.

Editing and post-production
All videos should follow the consistent brand style in terms of editing and
post-production.
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Photography – captions
Captions are important. Our audience want
to know what photos show, both to reassure
them that the photos are of real students on our
campuses (as opposed to stock images), and so
they can imagine themselves being here.

Where do we need captions?
In general, all photos should be captioned. The
exceptions to this are
• large montages giving a general flavour or all
of a similar theme – these can be covered by
an overarching caption such as ‘A snapshot of
everyday student life around our campuses’
• ‘creative reality’ photos, such as abstract
close-ups of equipment. This type of photo
complements the main imagery but doesn’t
need captioning in its own right.

What should a caption include?
Captions for photos of general photos of our
facilities, students or activities should include
• who is in the picture (e.g. ‘law students’ or
‘researchers’)
• where they are (e.g. ‘Adsetts learning centre’,
‘our nutrition lab’, ‘English Institute of Sport
Sheffield’)

•w
 hat they are doing, if it’s relevant to the
accompanying copy (e.g. ‘celebrating victory
in the Varsity final’, ‘working on a group
presentation’). Only include this if it adds
something to your understanding of the
picture – there’s no need to state the obvious
with phrases like ‘a student working on his
laptop’ or ‘students having a coffee’.
For photos of specific people, the caption should
concentrate on who they are and why they have
been included. Examples include
• F ashion student Geraint Jones winning Best
Student Designer at the Bridal Buyer Awards
2012
•E
 nglish student Joe Quick with his BBC
scriptwriting award
•N
 ate Reinking, sport student and Olympic
basketball player
Note that for these captions, there’s no need
to include where the photo was taken unless
it’s relevant to the person and topic being
discussed.
So in the first example the location – the Bridal
Buyers Awards – is relevant, but if the picture
simply shows a profile of the person or them
holding their award, there’s no need to
specify where it was taken – that’s not the
point of the photo.

How should the caption be set out?
Where there is more than one photo on a page
use the following layout. What the bold and
italic line at the top says will depend on the
layout of the page. If going clockwise, always
start from top left.
Left to right:
Caption 1
Caption 2
Caption 3
All captions should start on a new line with a
gap in between, so the reader can easily find the
one they want. Captions do not include a full
stop at the end.
If there’s only one caption, in the case of one
photo or a montage of generic images, there’s no
need for the bold italic section at the top.
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Illustration
– our style
Autumn 2012

Op
po
rtu
nit
ies

Dr David Clarke
Uncovering Government
secrets

Supp
ort

n
tio
ira
sp
In

Lif
ee
xp

hip
ds
ien

eri
en
ce
s

Career

Fr

Michele France
Royal honour for
fundraising hero

London 2012
The volunteers who
made it happen

ess
Succ

Brightest Spark
Industry leaders choose
winning designs

Transmitting our media and
communications expertise to
your business could increase
your sales and save you money.

Open days 2012

Inspiring the
next generation
Our people making
a difference

Also inside

nt
teme
Exci

Illustration can be in any style, so long as it conveys our
proposition and personality simply, graphically and with
drama, charm or engagement.
Use a style which adds something to the concept or helps
convey the story you are trying to tell. Don’t use a style for
the sake of it and try not to use anything overly complicated
or fussy.
If in doubt, keep it simple, flat and graphic. Make sure that
the copy and the imagery work together. Illustration is not
used to represent objects – it is there to make the message
stronger.

Visit us on
20 October or 4 November
and prepare for success.
www.shu.ac.uk/open
1002.2 flyer white.indd 1

Associate School and
College Partnership
Agreement period – September
2012 to August 2015

Support and
opportunities
for Care Leavers

07/02/2012 16:45

Switch it off

and do your bit
Switching off your monitor
overnight could save enough
energy to microwave six dinners.

Pass it on

Confident

Creative

Challenging

➜

Collaborative
Sheffield Hallam University brand guidelines

25

Stationery templates

Our aim is to ensure all stationery items conform to a
consistent style using a common layout, colour and
typing style.
Recognised sub-structures should use their approved
logo, but directorates, project groups and other entities
should denote their status above the address block, not
beside the Sheffield Hallam logo.
Sheffield Hallam staff are not required to use Clerkenwell
for correspondence. Instead it’s recommended that Arial
or Times New Roman at a legible point size is used.
Office software templates are available to download from
https://staff.shu.ac.uk/marketing/brand/
brandtemplates.asp
Business cards, letterhead and compliments slips are all
available to order from Print Services
http://www.shu.ac.uk/print/

Sheffield
Hallam University
City Campus
Howard Street
Sheffield S1 1WB
T +44 (0)114 225 5555
F +44 (0)114 225 4449

Firstname Lastname
Address, 1 North Parade
Parsonage Gardens
Manchester M3 2NH

www.shu.ac.uk
enquiries@shu.ac.uk

00 Month Year
Reference Number
XYZ123
Sheffield
Hallam University
City Campus
Howard Street
Sheffield S1 1WB
T +44 (0)114 225 5555
F +44 (0)114 225 4449

www.shu.ac.uk
enquiries@shu.ac.uk

Faculty Name (if applicable)
Sheffield Hallam University
City Campus, Howard Street
Sheffield S1 1WB

Firstname Lastname

Telephone +44 (0)114 225 5555
Direct line +44 (0)114 225 xxxx

Job title

f.lastname@shu.ac.uk
www.shu.ac.uk

Qualifications
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Expressions

Everyone has a story to tell. Sheffield Hallam University has a history,
a narrative and more importantly is creating new stories every day.
Expressions allow these stories to be told and shared.
‘Expressions framework’ is a tool to visualise the brand identity into
our buildings and spaces. It has the potential to promote and showcase
the University and improve the quality of our teaching and learning
facilities. It is important that brand messages are communicated, as
well as ensuring that our personality is conveyed – confident, creative,
challenging and collaborative.
To understand more about Expressions, please contact either Andy
Ridge, head of Property Strategy and Services (Estates), or Terri Gibson,
head of Creative Services (Marketing).
Directorates and faculties are encouraged to apply Expressions to
develop a sense of place and identity within their areas. The first step is
to submit an Estate Division Request (EDR).
https://staff.shu.ac.uk/fdr/estates/getting_work_done.asp
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Merchandise and corporate gifts

Merchandise and gifts should express our personality by being
confident, creative, challenging and collaborative. They should also
reflect our heritage and connections with the city of Sheffield which is
a city of makers and creators, so we should choose products that are
designed or made in Sheffield.
The rose emblem is our assay office hallmark for silverwork produced
by our students. The coat of arms should only be used in accordance
with the directives given earlier in this document.
The Creative Services team in the Marketing Directorate are able to
advise on designs for merchandise and suppliers of products, clothing
and other branded materials.
Sign-off for any item holding the University logo sits with marketing –
please email creativemarketing@shu.ac.uk
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Advice, assets and brand sign-off

It’s important that our brand is consistently applied across different
media, campaigns and audiences.
The Sheffield Hallam logo will frequently be required to indicate
sponsorship and partnership. As circumstances vary, it’s usually best
to approach the Creative Services team for guidance on the best way to
represent our brand in partnership with others.

Please contact the Creative Services team in the Marketing
Directorate for all advice, asset requests and brand sign-off.
Email: creativemarketing@shu.ac.uk
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