Brand overview session transcript

Thank you so much, everyone, for joining us today.
So as Sarah said, I'm going to go through kind of a complete overview of the brand project.
Today, for us, is very much about having everyone hopefully leave the session feeling much more familiar with the new brand but also feeling much more excited about using it and about its potential whenever you're using it in the context of your own roles. There are two kind of sections to the presentation:

The first section is the strategic positioning. 
And I suppose we always like to take everyone through the underpinning of what is informing the brand. I suppose what we do find is that when people really understand all of the strategic insights that have led to our modern-day brand, it helps everyone with future decision-making in their own role.
If you understand the brand in its entirety, so that whether it's a verbal decision or a visual decision, you kind of understand what should be done or what way to go with it, with kind of brand decision-making.
Then the second part is going through the fundamentals of the visual identity system, understanding why it looks the way it does, understanding how that all comes together, what we want to express with the visual identity system when we show up in the world. Again, so that whenever you're making future decisions in the context of your own roles, that you feel confident to know why things need to be the way they are.

So as I say, the first section is strategic positioning.
I suppose at its core, many of you will know this, this project has kind of been conducted with Bath's future in mind. You'll know that the strategy is about to be launched.
Other key activities such as the 60th year anniversary, all of that was kind of added up to this period of time being the kind of perfect moment to ensure that Bath's brand really reflected the institution both as it stands today and also the aspirations that it  has for the future.
Many of you will know that Mammoth, the consultancy that we work for, spent a really good amount of time in a discovery and immersion mode, researching Bath as an institution, getting to know the culture there, the character, the dynamics, really how you do things at Bath. And all of this insight from over 4,000 people has ultimately shaped the brand that you see today.

So we'll start with brand drivers. 
As it says here on the slide, brand drivers are the core areas of strength at Bath that we have identified that frame the stories that we want to tell. So I'm just going to read these three. There's three drivers.
The first one is research. 
Our researchers work in a collaborative, open, and collegiate environment that place people, partnership, and practice at the centre of their work. This culture supports high-performing research that pursues global breakthroughs and delivers discoveries that change lives.
The second driver then is student experience.
We offer an inclusive and nurturing student experience shaped by high-quality education that encourages academic excellence and personal growth. Supported by staff and each other, students are challenged through their learning, courses, and extracurricular opportunities to reach a higher level.
And the third driver then is graduate outcomes.
We have developed a global employability advantage for students that is enabled by staff and powered by an educational culture that builds skills as well as knowledge, driving more meaningful outcomes for students and the organizations they join. 

So those are the three drivers, as I say, the areas of strength that we have identified in immersion phase that will frame the stories that we tell.
Then the layer on top of that is the brand themes, and it's kind of two sides of a coin, the drivers and the themes. The drivers are the core area of strength, and themes really are identifying specifics of Bath culture, of character, that lay the foundations of things like a brand personality, a brand voice, and ultimately a brand expression. And I'll talk through each of those in turn.

But firstly, to talk through the four brand themes that we have identified.
The first one is impact first. 
We are focused on work that improves lives and futures. Our research, education, and innovation meet real needs and drive real outcomes. We build knowledge that matters and measure impact in the value we create for humanity.
The second one then is intentional inclusivity.
Students and staff strengthen our community by valuing different perspectives and experiences. This breadth of thinking supports a culture of challenge and performance, helping us to set new standards together.
The third one then is ready for the world.
The University of Bath brings together people who work brilliantly across cultures and disciplines. Our community combines awareness, adaptability, and collaboration to address complex global challenges with confidence and care.
And the last theme then is committed to excellence.
We are driven to achieve more and pursue excellence together. We celebrate progress and support one another to reach our potential. Confidence, encouragement, and shared ambition provide the foundation for our success. So hopefully you can see together the drivers and themes guide the stories we want to tell and the ways in which we want to tell them.

And we use the drivers and themes to essentially, first of all, set a brand expression. What we do to get to our brand expression is kind of culminate all of that information that we learn, all of the learnings, all of the insights into as succinct a statement as we possibly can.
And I'll just talk through that statement, and you can see that it leads us out to what we describe as a brand expression.
What is often, you'll know, is sometimes referred to as a tagline or strapline. We see these in our everyday lives all the time.

So for Bath, the statement that leads us to our brand expression is, "Here, ambition is discovered, nurtured, and realized through curiosity, through collaboration, through work that connects deeply with the world around us. This is where ideas take hold, grow stronger, and go on to create real impact.

University of Bath: We Make Futures."

So We Make Futures is the University of Bath's new brand expression, and as the
 slide says here, really We Make Futures is the ultimate kind of culmination of all of that research, all of that immersion discovery phase. It is the essence of our purpose.

It can be used as both a headline or as part of the sign-off statement across brand comms, marketing materials. But more importantly than becoming a line that is kind of just used here and there, it's very important that people understand this brand expression as the kind of point that people need to refer back to in their creative decision-making. 
So whether that is how a photo shoot is art directed, or whether it is the tone of a campaign message, or even the type of activity that you may decide to do, We Make Futures needs to be a kind of a decision-maker on how you implement that activity.

I want to show you how the brand expression directly informs elements of the brand, and I want to start with the brand voice. So you can see here, using all of the strategic insight and this brand expression itself, we are able to identify four key voice pillars for the University of Bath.
The ‘We Make’, we can drop down to a voice pillar of collaborative and a voice pillar of challenging, and then Futures we can drop down emotionally intelligent and determined as two more voice pillars.
So together, the brand voice for University of Bath is built on these four core pillars, collaborative, emotionally intelligent, determined, and challenging.  And I suppose if we were to, after brand launch, if we were to take another, say 12 or 18 months, and audit all of the writing, all of the messaging, the social feeds, campaigns, speeches over a long period of time, in the round, University of Bath's voice out in market should sound collaborative, emotionally intelligent, determined, and challenging.

But obviously, messaging can't all sound like that, all of those things all of the time. That wouldn't be possible, and we don't expect people to write in that way. So in the brand guidelines on the portal, we have unpacked each of the voice pillars to provide some additional guidance on there.
And then you'll see on this slide, underneath that guidance, you'll see voice traits that are more specific kind of tonal notes that need to be hit. So I'm going to talk through this really quickly, and then we'll talk through how to use that really quickly if for those who are writing for the brand.

So the first voice pillar is collaborative.

University of Bath is a catalyst for discovery, where disciplines, cultures, and ideas intersect to create something greater than the sum of their parts.
So if you're writing in a collaborative tone, you should avoid intro language. You should speak as an active participant in the exchange of knowledge. And more specific kind of tonal voice traits would be optimistic and inclusive.
The second voice pillar then is emotionally intelligent.
Every interaction at the University of Bath, from teaching to research, should feel grounded in care and connection. Even when we are communicating about achievement, the tone should remain grounded. At Bath, we celebrate excellence without ego, and the more specific tonal voice traits under emotionally intelligent would be a warm tone and an empathetic tone.
The third pillar then is determined.
Bath's culture is defined by a shared performance mentality that is powered by ambition, not competition. Our tone should inspire but never intimidate.
It's high performance with humility, and the more specific voice traits under determined are driven and confident.
And the final voice pillar then is challenging.
Bath's culture thrives on pushing boundaries with a safety net of support to enable growth. Our tone should motivate without pressure because excellence is cultivated, not commanded, and the more specific voice traits under challenging would be bold and encouraging. 

So you can see at a pillar level that the four voice pillars that we have developed kind of balance out each other. So there is lots of reference to safety net of support, inspiring but not intimidating, high performance with humility, lots of support there, but in no way is the voice passive. There is still a great determination there, a challenge, a great ambition there. 
So that's why over a period of time, they should in their own sound like the four voice pillars. However, as I say, we can't be all of those things in all of our messages all of the time. And essentially for those who are writing for the brand, you should think about the eight voice traits underneath as a range of voice traits that you can select from to work with depending on various factors such as the audience, what will the audience resonate with?
The context you're writing in, the desired outcome of your message, and even the channel will dictate to a certain degree what your tone should be like.
So really, those who are writing for the brand should be thinking which voice traits will work best for what I'm trying to achieve and kind of have a list of audience context, desired outcome and channel.

So that's kind of an overview of the voice pillars and traits. I want to give you an example of the brand voice in action at an institutional level. Mammoth have, as part of the strategic positioning, developed a brand positioning narrative. It is something of a manifesto statement, and you'll be able to see the voice pillars at play here in the phrasing and tone.
And this statement is available in the brand guidelines to refer to as almost a benchmark tone of the university's voice at that institutional level. 
“At the University of Bath, we believe performance and purpose belong together. Ours is a community built on inclusion, respect and collaboration, where high standards are shared and everyone is encouraged to rise to them. We bring together people and perspectives that challenge assumptions, open minds, and spark ideas that move the world forward.
Our teaching is ambitious and deeply personal. Students are supported to think critically, experiment confidently, and apply their learning in real contexts. From placements to partnerships, we connect knowledge with experience so that every graduate leaves ready to contribute with skill and conviction. Research and innovation thrive here because our work is grounded in real needs. We focus on outcomes that improve lives, combining academic excellence with the empathy and openness that makes progress possible.
Bath is a place where ambition is collective, curiosity is encouraged, and success is defined by the difference it makes. University of Bath: We make futures.”

So hopefully that gives you a round of what the brand voice should sound like out in market.

The next section then is the visual identity system. And what I want to start with here is a kind of a summary of all of the elements of the visual identity system. I'm going to talk through each of these elements in a little more detail in turn. But I suppose to kind of start everyone off, it is important that everyone thinks and understands this as a system of elements that can interact with each other, that each have their own strengths and roles to play in how we put the brand out into the world visually.

I'm sure we all know the phrase, "A brand is not a logo." 
So, in the case of Bath, it's very important that we use our colour palette with great strength. We've got a kind of a very distinct primary colour palette to use.
We've got a very distinct primary typeface, Kensington, to use, and that should be used with great strength and consistency.
And then the line system that I'm going to talk through, it's really important that the behaviours of that line system are used to its full potential so that we are building great visual strength when we're out in market.

I'm going to talk about the logo first.
So the logo itself is a contemporary re-engineered version of the Bath logo. We have updated the Gorgon, retaining all of the distinctive character that it had and that we learned about during the immersion phase.
But we've also updated lots of aspects of the illustration element of it within the roundel, primarily because lots of it was not working for kind of more contemporary digital channels and platforms. Alongside the new roundel, we have redesigned that typographic word mark. And together, these two elements sit together, locked up in this orientation.
This is the primary landscape orientation, and the landscape orientation is the one that is preferable to use as kind of the first port of call to use across your work. It's the one that's going to be available on the portal. 
But just for everyone's information, in addition to the primary landscape option, there are other additional orientations and options that have been developed for special case scenarios. You can see second along there from the left, a portrait option is available for whenever space is limited.
The third one across is a roundel option that for now is being retained for very special case uses. We have visualized it on some kind of hero campus dressing and signage opportunities, and also potentially for uniforms.
And then fourth one across then is an avatar. So this is a very special case scenario where the word mark is dropped and the avatar is the roundel itself, obviously for legibility reasons for that. 
But it would be special case scenarios only that we break apart the two elements of the logo.
The brand guidelines do outline how the logo should be represented, rules around that. I know there's some questions coming through about recolouring or different things that you can do with the logo.
I'm happy to take more questions at the end of the session today.

The team at Bath and Mammoth worked with an accessibility consultant, and there are accessible colour combinations of the logo sitting on coloured backgrounds that should be used and should only be used.
I'm happy to talk through some of that at the end of the session, but all of the information will be available on the portal. In addition to the institutional logo itself, we have also developed a new brand architecture for all of the departmental entities right across the institution.

There are two levels to the architecture.
On the left-hand side of the screen, you will see an example of what we refer to as an enhanced lockup. There are specific entities across the institution that have been identified that require this type of lockup, and you'll see the difference here between the one on the left and the right is that for an enhanced lockup, it is a slightly different typeface.
It is the same typeface as the University of Bath wordmark itself, and the words are in uppercase. But for the standard lockup on the right-hand side, you'll see we move to a slightly different typeface that we'll talk about in just a second. And this standard lockup is for the majority of the entities across the institution. Lockups have been created and will be available for download on the brand portal. Any future lockups required should only be created by University of Bath's central design team so that consistency can be retained with how the lockups are implemented.

Then onto colour. So, I suppose every element of University of Bath's visual identity when we were developing it, we have pulled references for how to inform each of the aspects of the system. 
We've looked at the institution itself. We've looked at the campus. We've looked at the surroundings. We've looked at the city and the history of the city of Bath.
There was lots to pull from for this brand transformation project. So for colour, we looked at Bath's Georgian era, and you can maybe see here the little colour spots here where we pulled the colours from Georgian paintings to produce this colour palette.
And you can see here that the top three are the primary colour palette, and this kind of mid three rows here is the secondary colour palette. The primary colour palette is made up of this kind of very contemporary pale blue, a dark brown, and a limestone. And then we also do put in place an accessible black and white into a primary colour palette as well.
The reasons for this colour palette is that we understood from our immersion phase that blue was a very important element of the identity to carry forward, but we wanted to mix a brighter, as I say, more contemporary blue as one of three primary colours. And it's important that those three colours are used to their full potential together, and I'll talk through that in just a second.
So yeah, this is very much a key visual characteristic at primary level.
We have also, with the accessibility consultant, worked through accessibility colour pairings for typography sitting on coloured backgrounds, and that information is also available in brand guidelines.
And it should be adhered to for accessibility purposes. You can see here it's not restrictive at all. There's lots of different colour combinations, and we're really happy with the potential of that kind of visual characteristic of colour type on colour backgrounds, and that's what we want to see being used to its full potential.

The secondary colour palette then, the remainder of the colours that we had colour selected, is very much reserved for limited secondary use only. This will be majoritively controlled by University of Bath's central design team. And what we mean by limited secondary use, that is really used for data visualization and special case extended applications where there's maybe a long report document with lots of inner spreads, and we need to use the secondary colour palette for kind of navigation of a very extended document.
But really the primary goal is that the blue, brown, and limestone should be used to full effect as the primary colour palette, and this secondary colour palette comes in for primarily data visualization and extended applications only that are very controlled.

The next element then is typography.
So for example, while colour was informed by the city of Bath's Georgian era, the typography has been informed by some of the brutalist architecture around Bath's campus. 

So the headline font for University of Bath's brand is called Kensington. As I say, it is a font that the characteristics of the font, it's kind of a condensed sans serif, reflects that kind of brutalist architecture. It is available on Adobe Cloud fonts. And it's only to be used for headlines or very short pull-out quotes.
For accessibility as well, it can only be used in sentence or title case. It can't be used all in uppercase. And there are lots of other metrics and rules and guidance around things like kerning and leading that will mostly be controlled by, again, central design team.
But you can have a read about how to use Kensington if you have access to Adobe fonts.

Then for body copy, the other typeface then is a typeface that's also available on Adobe fonts called DM Sans. It is a very accessible sans serif that we're using for all of our body copy.
It can also be used for longer headlines, or we've had questions so far on things like if you have, say at the top of a page, a large headline, and then you have a long form body copy that has lots of sub-headlines, DM Sans can also be used for that purpose.
And I suppose that's where the system comes into play and kind of just good decision-making around digestible kind of text hierarchies that we allow DM Sans to be used at that level too.
For those who don't have access to Adobe fonts or who are working in a particular piece of software that does not allow for Adobe fonts, we have established two system font alternatives. So Tahoma, regular and bold, is the system font alternative for the headline font, Kensington, and Arial is the system font alternative for DM Sans.
And these fonts should be used, for example, any Microsoft applications or other pieces of software that does not support the two brand fonts or, as I say, for those who don't have access to the Adobe fonts.

Then I want to go through photography. So photography is very much a key element of the brand. We have developed a very specific imagery strategy for Bath that is very much aligned to the strategic positioning.
We do find that if we can get the photography really right, it does play very much a key role in how we want to present ourselves out in the world.
So this photography strategy that I'm going to go through, this framework, there has been a three-day campus shoot that has already kind of happened under this art direction, and we want that library plus this strategy that others will kind of pick up and work with. That's very much laying a foundation for everyone to be able to continue to build upon and build out this kind of very rich photographic library that is this kind of moment of true reflection of the University.

So, the first thing for anyone who's working with photography, whether that is organising photographers or indeed, I know we've had some questions around selecting stock photography.
The art direction cues are kind of a first port of call to understand. I'm not going to go through this in detail because I'm conscious of time and want to allow time for questions. But we've set four art direction cues that kind of guide the style of photography at Bath.

So the first one is authenticity over perfection.
This is about capturing moments of true, genuine university life, genuine interactions, the natural energy of the campus, real experiences, as opposed to staged, posed, very clean, tidy shots. We want that authenticity captured. 
Moving on from that then, and it slightly leads from authenticity over perfection, is this idea of movement over stillness.
This is easier to capture whenever we are photographing, but moments of connection, discovery. You'll see whenever you see the photographic library, there is actually some kind of actual movement in maybe people walking by the camera or some blur. It's this kind of idea of movement over stillness.
It also is kind of leaning into the line system as well and that kind of constant move forward. But I suppose the two, authenticity over perfection and movement over stillness kind of balance each other out again as two kind of art direction cues sitting side by side.
It's all about kind of energy, movement, authenticity, capturing the real essence of everything that happens across the campus.
The third one then is our city as a differentiator. This was an interesting one for Bath because it's such a beautiful city, so we wanted to ensure that the visual storytelling, the photographic storytelling, is very much tied to the location. And we want to be able to use the city as part of what makes Bath distinctive. And again, you'll see that coming through in some of the photographic library that we shot.
And then the fourth one then is warm Georgian tones. So again, this is where we can kind of- It's a little art direction, little nod of thoughtfulness or a nod of distinction that we want to build in, is that we're leaning into something that Bath can really take on as their own because of the environment in which the University is in.
These kind of warm Georgian tones. I'll talk about it a little more in a second, but you'll see that coming through. The limestones, the gorgeous greens, even into the city itself, there's so much to pull from. Even right across the campus, greys,  warm, buttery yellows, that kind of thing.
We find loads on campus that we can lean into to create this very distinct art direction for the photography. There is a very in-depth photographic framework set out, and that should be available in the guidelines as well. I'm going to talk through this very quickly. 
Really, how we have built out the framework for the photographic strategy is that we have used the brand themes that I have mentioned at the very start in the strategic positioning.
So you'll recognize impact first, intentional inclusivity, ready for the world, committed to excellence. And these themes really act as buckets for us to fill up with our photography that kind of… The themes are laying personality, and the photography needs to convey the personality and culture so that the themes are really laying out what we want to capture.
So you'll see here, for example, impact first.
That's about how our knowledge becomes impact out in the world. Things like collaboration, innovation in the field, ideas becoming solutions. So some of that will be off-campus and some of our wider research case studies and things like that. Intentional inclusivity then.
This is very much about celebrating people and perspectives. It's very much in that authenticity over perfection and movement over stillness. We want to capture candid, authentic moments here and the inclusive, supportive community. 
Ready for the world then.
This is about people in moments of active skill. This theme and this pillar of photographic strategy is very much about presenting Bath as an industry-aligned community. So finding opportunities to convey that. A globally connected community. 
And then the fourth one then is committed to excellence. So this is very much about our pursuit of excellence, focused study, elite performance, skill, ambition, and high standards. 

So again, you can see here how the themes are informing something that is very balanced. So you've got intentional inclusivity there, warm supportiveness, inclusiveness, candid, authentic moments. Not everything has to be perfect. But then over on the fourth pillar, you've got your committed to excellence.
You've got your moments where this is extremely high standard, this is an extremely ambitious environment to be studying and working in.

So those are the four pillars overarching. You can see here, I'm not going to go into in-depth detail here, but under each photographic pillar, we have divided up three subsections under each pillar. And that is we photograph people, we photograph place, and we capture or find, mostly through stock, at this stage, is abstract moments. 
So those are the three. Under each pillar, you've got your pillar, and then you've got people, place, and abstract for each one. So you can see there, under impact first, these are some of the shots that we took on campus. You can see it's kind of also filtered through with some stock as well. But you can see even there, that kind of movement over stillness there. You can see here, this kind of the candid, authentic moment.
Not everyone has to be facing the camera.

This is a kind of authentic moment of conversation or kind of a candid moment captured here on the staircase. So you can see some of that in action there.
And there's lots more. The photographic library is quite extensive already on that. Happy to take any questions on that at the end as well.

And then the final aspect of the system is the parallel line device. So I just want to talk through why we got to the line device for University of Bath.
As you can see, every element has been pulled.
The colour is pulled from Georgian era, the typography is pulled from Brutalist architecture, and this line device has been pulled from the Roman era, specifically how Roman letter forms were designed with these kind of long guiding lines, parallel lines that were used to guide letter form design, serifs, ascenders, and descenders, etc.
These parallel lines were used as the template guide.
So we have taken those parallel lines and made it the key graphic device of this system. For us, it was an interesting key graphic device that aligned very nicely to the strategic positioning and the brand expression.
Lots of things coming through about a community moving forward. The idea of collective ambition. So lots of lines moving in the same direction. Progress that reaches beyond the University walls.
So you'll hear me talking in this section about edge to edge, the lines moving edge to edge on formats and things like that, because we want it to feel like it is kind of moving further than beyond the formats themselves.
So for those who will be working with the parallel line system, again, a bit like the art direction, there are overarching kind of tips and guidance on how to work with the line system.
And the first one being context driving choice.
So there are three behaviours that I'll talk through of how the line should behave. And you should select the most appropriate behaviour based on the content that you're working with, the context in which you're working with. Even channel and audience will drive which behaviour is the most appropriate behaviour, what will result in the most effective kind of message and how you convey that message.
The second one then is clarity over clutter.
So it is a complex system to be working with, and we do build out our system so that, and you'll see this with these three behaviours, is that there's lots of flexibility. We give three behaviours so that there's kind of continual creativity allowed. There's surprise allowed. It's kind of not rigidity, but it is parameters.

Flexibility is really kind of how we like to think about it. But we always have to think about clarity over clutter whenever we're working in this way. So we should aim for a balance of bold visual distinction, but also with restraint. So whenever thinking about the behaviours, it should always enhance but not overwhelm.
We don't need unnecessary noise or added complexity, especially whenever you're working with kind of long-form text and things like that, or small formats. 
And then the third one then is space as part of the system, and we kind of talk about this a lot. Clear space is always essential.
The absence of lines plays as much of a role in maintaining focus, legibility, and kind of ensuring that the message is digestible as much as using the line.
So the first behaviour then is key line.
So you'll see on the examples on the right-hand side, this is where you can see here the lines running edge to edge. It's very simple, and it really is used to kind of guide design hierarchy. So you can kind of split sections with this key line, whether that is splitting a headline in some of the examples that I'll go through in just a second. You can split off the logo at the top or split off kind of call to actions at the bottom. This is a line that runs edge to edge across your formats, and it should only be used with accessible colour pairings.
Again, all of that information is in the guidelines. Line weights have been standardized by format, so you can refer to those for line weights. We want to see, where possible, that for example, across a range of posters of the same size, that the line weight will be in and around the same weight. We don't want to see very thick lines in some posters and very thin lines in other posters.
Same for kind of social feed and things like that.
There should be a level of consistency there of line weight. The number of lines, we're not putting a limit on the number of lines. They should be used creatively yet appropriately, thinking about some of those kind of creative direction cues in terms of clarity over clutter and space being part of the system.

The second behaviour then is colour blocking. So you can see here where we're starting to introduce different colours from the primary colour palette, blocks of brown, blocks of the accessible white.
We can use little strips of limestone, and it's all being guided by an underlying grid. So the underlying grid here is kind of lots of horizontal lines, and you can basically section that underlying grid up and colour block it off.

And colour blocking helps, again, with kind of digestible visual hierarchies or sectioning, that kind of thing. Multiple colours, brown colours from the primary palette can be used. And whenever using things like photography, consider your colour and your photography choices side by side, that they kind of complement each other and there's no kind of jarring combinations between colours in a photograph versus the colour blocking that you're using.

And then the third behaviour is image blocking.
So as well as key line and colour blocking, you can see here how sections of the line, the underlying grid is being sectioned up to create almost like image container blocks.
So you can see there, it's the image container blocks and the colour blocking together. It kind of is starting to build up that distinction.
I just want to draw your attention to the one on the right-hand side here so you can see, and this is what we mean by using the line system to its full potential.
Because the underlying grid is guiding, we've kind of got maybe four or five horizontal line sections that are creating this image container, but then we've used one single horizontal line section to create this little textural layer of the line device. Hopefully enough flexibility in there to make everyone feel comfortable that we're going to be able to put out creatively interesting, creatively exciting work. 
But you've got parameters to work in so that we're ultimately, at an overarching level, if we, again, did a visual audit in 18 months time, that we're out consistently, we're out with great visual strength, and everyone's kind of working towards the same goal.
I just want to show you some of the brands in action that the central design team have been working on in the run-up to the launch. 

The first one is this undergraduate offer holder pack. This just gives you a sense of seeing all of the system elements at play. You can see they're kind of using all three behaviours in one. They're using key line, they're using colour blocking, and they're using imagery. 
And you can even see here at the bottom, they're bringing in some of the lovely texture imagery that we took on the campus shoot there. And you can see the colour blocking here, kind of blocking off sections of text. 
Again, we've got a couple of stands here, and I suppose whenever you're in landscape format, landscape format is particularly a strong format to be working in for University of Bath because we have that ability to really lean into the parallel nature of it.
And rather than kind of trying to section up this stand, we kind of leaned into the full width, with our imagery and with kind of colour blocking off at the top there. And again, you can see this layering of people imagery and textures coming through.
Or another one here, that coming through there. And again, inner spreads, that's another very parallel format to be working in. You can kind of see this image right across the double page spread there.
That's really kind of what we want to see a lot of as we go forward. 
Or even for UX design, how the line is starting to guide how components are kind of sectioned up. You can see that edge-to-edge line coming through there. But also for UX, how important colour is used as an element, and I suppose that's what we mean by using all of the elements to their full potential, where you may not be able to use Kensington, whenever you're kind of down below the fold as a headline. Use DM Sans, use your blue and your brown and your limestone, and you're kind of working through the system elements to their full effect there.
So that is kind of a whistle stop. 
