Visual identity session transcript

Today is very much about building on the brand overview session that we went through last week. For anyone who maybe wasn't on any of those calls, we'll be going through essentially the visual identity system section in much more detail. It's kind of a deeper dive into the specific guidance around using and working with the visual identity system.
As Sarah says, these sessions, and also importantly, the brand guidelines themselves, have been developed as the foundational principles that have been put in place. So the way that we build out our brand guidelines is to almost rather than it being a rule book, it is a platform for promoting creativity as you go forward, as the brand evolves, as technologies evolve, as new platforms come on board, all of that.
The brand that we have built should be able to evolve to accommodate anything new that is happening.
So, in that scenario, we don't have an answer for every scenario, every format. But with these foundational principles that we've put in place, essentially, if you understand the principles and you understand the strategy behind the principles, then everyone who is working with the visual system will feel confident to be able to make good decisions going forward about how to work with certain system elements in brand new contexts or brand new formats, or if a new brief comes in that hasn't been tackled before, a new kind of sizing or something comes in, what to do with the system in that scenario.
As I mentioned last week, and this is just a reminder, but I think very specifically for those who are working with the system on a day-to-day basis, whether that is in the design software or other kind of associated design software, whether that is the Adobe Suite or other pieces of software.
Sometimes when a new brand launches, people who are working very much in the depths of the system, they have concerns about whether that may be certain formats or certain contexts and not being able to use all of the elements of the system together and therefore thinking that that is a breaking of brand guidelines. But quite often it's not, and that's why last week I wanted to emphasise that this is a system at play. So, it's not that everything in the system has to be used in every context all of the time. That simply may not be possible with certain contexts or certain kind of items that are being rolled out for the brand.
And I suppose it's then up to the creative teams who are working on them to decide what is the best way that we can showcase elements that do work within this context, so that we show up in our best way possible rather than try to squeeze everything into a format and therefore compromise the whole presentation of how Bath, as we say, shows up in the world.
So, I think that's why I really want to emphasise this as being a system of elements. So therefore, we've already had conversations around certain specific merchandise items. For example, the line system may not be able to be produced edge to edge. The line system may not be able to be produced at all on certain specific merchandise systems.
But therefore, that's where we have to dial up colour palette, dial up the role that the logo plays. So, in that scenario, we are still presenting each piece of merchandise in the best way possible using the elements that are the most applicable for that context, and that's system at play as we go forward.
So, I think that's why it's important to really understand each of the elements of the system so that then you know how to dial up and dial down and lean into opportunities. Because I suppose that is what it is with the system. It's about leaning into the opportunity as much as just trying to find what works best, and that's what I'll talk through in a little bit more detail today.
So, we'll start again with logo and brand architecture, and I have some further detail on logo usage that I want to highlight to these teams that are in the brand guidelines. And then I'll talk a little bit more around some detail around why we've set up the architecture in the way we did and some details around that so that you're all very aware of the detailing of this.
So, this landscape orientation is the primary orientation of the University of Bath logo that we want people to be working with.
It's available in Bath white to sit on dark backgrounds, and it's available in the Bath brown, the Bath blue, and the Bath limestone.
I did notice someone on a call last week did ask if it's going to be available in black, and we haven't spoken to the Bath team about that, but I think that it should be made available in black for certain teams to work with, but only for when it is being printed in black and white, because the purpose of this dark brown is to almost act as black for this brand. So that's why it is so dark.
It's our typography colour. It's where we see it here as the dark brown. That's almost in place of a black logo.
So, where there is a full colour opportunity, it is the dark brown that should be used in place of black. But as I say, inevitably there may be some print scenarios that come up where you're only printing in mono. And so therefore, it may be that down the track a black logo is made available to certain teams. But I'd be very mindful that black does not start to replace this dark brown logo.

I think that's really important for people to understand that this dark brown has been put in place and it has been made as dark as it is to act as black and for this particular brand.
Then obviously the logo is allowed to work on photographic backgrounds, but obviously that it's allowed to work on photographic background.
You'll see it in the Bath white and the Bath brown here, but it is also allowed in the other two primary colours, the limestone and the blue, but obviously only whenever legibility remains intact.
So that's something to be mindful of, but also that we do encourage. It's something that I'll talk as we go through this session is the importance of really leaning into the potential of the brand, really leaning into all of the colour combinations that are available with the brand because I think we've developed a colour palette that is very rich and very distinct, and we want to see that colour on colour layering being implemented in the brand in a very strong, layered, rich, different way. 
Because I think if we get that really right, that is going to play a real key characteristic role for that kind of visual distinction that we're looking for with the brand.
I just want to draw your attention. This is some of the other things that come up in the brand guidelines. And for those who are working with the logo, is that we started off by limiting the positioning of the logo to six positions only. So that is the top corners, bottom corners, and then this midway point at the margin.
And I suppose that is to help with the consistency of identity position and to limit misuse of that. If we have these anchor points of logo and we're setting that out as we implement especially in this launch phase that's kind of starting to drive that consistency that was one of the key objectives of this brand. However, I would absolutely acknowledge that there will be undoubtedly special case scenarios that will arise, and I suppose then that's where it's up to the design team to be able to make decisions about other positions for special case scenarios that retain as much strength as possible in how we present the logo.
So, thinking about how the other system elements are working in those special case scenarios where we maybe have to move the logo or, for example, if a special case scenario, it may have to be centralised. For example, how can we ensure that we're still retaining the visual strength in how we present the identity whenever we can't sit in these logo positions? But I suppose, that's why we've put these limited logo positions in


place, is that we want to drive that point of consistency, that anchor point, as where if you look across a range of brochure covers or you look across a range of pull-up signs or even a range of social posts, that there are limited, where your eye is drawn to in terms of where the logo sits. So that's something to familiarise yourself with in the brand guidelines.
As I think I mentioned last week in the brand overview session for those, there may be some on this team who are very much in central design team and then others who are working in other teams across the institution. But for those who are very much working with the visual identity system as its whole on a day-to-day basis, rolling out the kind of campaign level stuff, you may find yourselves working with these other logo orientations much more than other teams. 
And I suppose my advice at this stage is that where possible, to keep the orientation of the logo that you're working with the same per format for consistency. So, for example, you may find that a small format such as a leaderboard may require the portrait identity, so therefore my advice would be is that for, again, for that point of consistency, that anchor point, is that then that is assigned as the preferred logo for that. 
So, whenever it's being controlled with the central design team, is that you're able to assign those logo orientations for those formats and then that is driving another level of consistency that you guys have control of. Obviously wider than the team that's working with the visual identity system, we do want to drive that landscape primary identity as the primary identity that's used right across the institution.
But for anyone who's on this call who's working with the other orientations, just to think about why you're using the other orientations and try to remain consistent in the reasoning as to why you may use that orientation going forward. So hopefully that helps with that.
The central design team they co-created this avatar version with us. But again, I think that will be very much controlled by the central design team and how that is rolled out.
Then another element that I just want to draw your attention to from the brand guidelines are logo sizings, and also minimum size.
So, we have for both portrait and landscape orientations, we have set approximate sizes per format. Now as I say, not every format has been worked out. It's a foundation of a few formats and I know that when we have conversations with the design team is that there kind of is like a bigger job in working out other formats and sizes per format going forward and that's a job that takes a long time and that's in this period of implementation and roll out is that we're working out what is the best size per format.

But certainly there in the guidelines there are some initial sizes to get you started off. And then also I'll just draw your attention to the minimum sizes per portrait and landscape logo. Now we have set these as in this kind of launch/implementation phase, and I suppose the beauty of having a brand portal is that if any scenario crops up or any context or particular size or format crops up that where maybe a minimum size needs to be tweaked to either be maybe slightly smaller or slightly bigger, that the portal allows us to make those sizes, those changes at the next brand audit in maybe a year's time or whatever.
And that means that if everyone's going back to the portal, that the most current information is available for everyone rather than circulating old PDFs. So, information like that can be very easily updated.
So, I think that's the great thing that you're going to have this portal of all this information to keep the brand as current as possible because there will be inevitable evolvements over the years, as I say, as new formats come on board. I noticed with the new iPhone, there's probably going to be a whole new format size with that folding screen, as I've seen some of that online. So, things like that happen all the time and then your brand needs to be able to respond to that and having the portal in place will help with that.
Then onto the brand architecture. So, I know some of you are probably very much working with this architecture at the minute. I know that the two levels of the architecture are being implemented at the minute. I suppose I just want to make you all aware of some of the details around the two levels of architecture. 
On the left-hand side here, the enhanced lockup logo. So, for the enhanced lockups, the entity name is set in the same typeface as the institutional word mark itself, and this is a Google font called Faculty Glyphic, which is as I say, the font that we use for creating University of Bath.
The only other place that we want to see this font being used is in the enhanced lockups. We don't want to let that out to be used and it become almost like we've seen it happen before where if it's not very controlled, it can almost start working as a second headline font, and we really don't want that to happen.
We want Kensington to very much remain as a headline font and Faculty Glyphic only be used for the lockup names for enhanced lockups, which is why it's very controlled in terms of even the information around that, around Faculty Glyphic. 
The standard lockup then, this is DM Sans, which is the brand font, and I'll talk about fonts in more detail in just a second.
I know last week there was a question around stacked versions of lockup logos.

And whilst stacked options are not part of the brand guidelines right now, it's something that some of our other clients have required down the track, and I know that whenever it came up on a call last week, Sarah and I kind of answered the question by saying that in this initial launch and implementation period, we're going with the landscape logo, and after that period is very much bedded in, that there may be the consideration of implementing stacked versions of these lockup logos depending on how high needed they are or how well the landscape version works and rolls out or how much people may need the stacked versions.
It sort of depends on how the system as a whole works But I'm very confident that the landscape versions for lockup logos will be able to launch that and implement that and use that for a long time before we get to an audit point and check if we need the stacked versions. My advice on that is if you do decide to implement stacked versions, is that the same spacing is used between the, I'll just zoom in here.
So, the spacing has been set with a little divider line. I would be exploring something about that divider line sitting with the same kind of spacing there, but that's something for down the track for you to discuss as a team.
I do want to spend a little bit of time talking about our partner logos. It's something that I didn't touch on at all last week, but I suppose for this team who may be a little bit more involved in creating these partner logos or setting up these partner logos, I just wanted to explain some of the foundational principles around how we've set this.
I suppose the important thing here is that the implementation of partner logos and how they sit is almost on a case-by-case scenario and very much requires just good design judgment. 
So, at the top, the guidance that we've set for landscape partner logos. You can see this Foster and Partner logos, it's more landscape in orientation. In the scenario of University of Bath, landscape logos are somewhat more easy to control, because you size your logo to the landscape partner logo which sizes to the height of the wordmark. So, you can see that there with the magenta guiding lines there of how we've set that.
So, landscape logos, what we find is that mostly the ones that we had tried and the ones we worked with, it mostly does work to align up to height of wordmark, and it doesn't overwhelm the University of Bath logo. We don't want that to happen. But there's some guidance in around there.
Centre it vertically, and if you have to scale in a different way to achieve visual balance, it's fine to scale it. Again, applying that. We encourage very much using that good design judgment around balancing logos whenever it comes to setting up these partner logos.
Portrait partner logo is slightly different. So you can see here this QRT logo, the very nature of its stacked orientation. If we were to apply the exact same rules of height of the wordmark, the QRT logo would sit very small in comparison.
So, therefore, we do allow it, and this is, as I say, a case-by-case scenario, where we have sized this so that it just visually feels very well balanced. But there is alignment there and it's as much about alignment as it is about the sizing.
We've bottom aligned the typography there, so there's a nice tidy eye line there. And this device that they have alongside their identity, it just sits in visual balance there. So as I say, it is almost a case-by-case scenario.
There are spacing rules between the divider line and where the partner logo starts. And the height of the wordmark is your first port of call for sizing. But if that is not working for stacked logos like this QRT logo, you do have some license to think about how to better visually balance that without overwhelming the University of Bath logo.
Then onto colour. Some of this is a repeat of the brand overview. Hopefully, most of you will understand now that the colour palette that we picked was we had pulled together a selection of Georgian paintings, whether that is from Bathonian painters or some paintings that are even currently hanging in some of the galleries around Bath, and that's where we colour picked this colour palette from.
So we've got our three primary colours, our 12 secondary colours, and then an accessible black and white below that.
As most of you will hopefully know by now, the blue we wanted to retain, but move that forward in terms of the shade of it, much brighter, much more contemporary blue, moving it away from this navy blue colour. But I suppose, it's one of my favourite aspects, especially of the Bath job to work with, because you can layer up in such a very beautiful way with your colour combinations. 
We have lots of very accessible colour combinations that you can work with. How we've allowed the logo to sit in different colours, I think it all works to build this very rich, beautiful visual language. And definitely for yourselves and those who are very much working with the system, we really do want to encourage that these colours, the three primary colours, are used to their full potential rather than leaning on one colour, that over a period of time, if we were to do a visual audit, that you would see this very rich visual language. And I'll show you that in just a couple of slides.
As I say, there's lots of accessible colour pairings available. And again, we would encourage to see all of these colour combinations layering up across your visuals. I think that that is going to be one of very much the key characteristics of how we drive this distinction. 
And even last week on a couple of the brand overview calls, there was a couple of questions around how templated the system is and how almost, the word rigidity wasn't used or in terms of curtailing creativity, but we actually want to see almost the opposite of that in terms of how different this brand can be, how interesting we can continue to use this system to come up with new ways and new looks and feels.
And I think the layering of all of this is something that is key to that. So I suppose for me, and this is just something that I worked on very quickly last week, but the colour palette, even the line system, whenever all of that is used together, I suppose just looking across here, I've just done it very quickly on an A4 with an underlying grid.
I think it's like a 12 column grid and I think it might be like a 29 horizontal row grid. But what we do want to see is that over a period of time, this line system and this colour palette is guiding this kind of visual language of all these different ways of layering up and all of these different ways of presenting copy, presenting photography, presenting our messages, specific look and feels for certain campaigns or certain initiatives.
We want to see this level of difference across all of the communications. So again, thinking back to if we were to look back after in October 2027, and we were to look back over a year's worth of work, that in the round, we're seeing lots of different ways that the line system, the colour palette, the layering of the colour options on the identity, all of that feels very different and surprising and new every time that we're putting something out.
So, I think that is something to experiment with and to feel confident with and to lean into an underlying grid that's guiding how that line system is breaking up a format. I think that's something that it will take a little bit of time for everyone to get used to it, but I think once you get into the swing of being guided by an underlying grid to break up your format, I think that hopefully we'll start to see all of this coming to life.
And then as I mentioned last week, and lots of you already know this from certain presentations, is that because we want these three colours from the primary palette to be very recognised and very synonymous with Bath as we start to implement this brand, the secondary colour palette is very limited in its use.
And I suppose this team may be using it more regularly, whether that is working up PowerPoint documents or annual reports, that kind of thing, where you're working more so with creating data visualisation, is that you may find that you're using it more than other teams.
I just want to draw your attention to some of the accessibility guidance of the secondary colour palette. So we've done our accessibility colour combinations for the darker colours within the palette and then the lighter shades within the palette.
So essentially the secondary colour palette is made up of shades of green, shades of red, shades of a browny mustard, and then shades of blacks and greys. So there are different background colours. The darker background colours obviously work with the lighter shades within each colour blocking and then vice versa on that. But then obviously, we are also allowing it for, and you'll see this in the brand guidelines, we are allowing the secondary colour palette to work for when there are a special case scenario of a very extended document, a very long annual report or a brochure of a certain page length, where you may need to use more colours than the three primary colours to help with navigating through a document or sectioning up a document.
What I would be mindful of, and I know we've had questions on this, is that we don't want to start to colour code in any way. So I suppose it's just getting a balance whenever you're working in a very extended application or an annual report or a report of any kind that's a very long report, is that there's not a colour coding of, for example, a faculty or a certain entity within the institution, because we don't want to get into a scenario where we're starting to colour code.
So it's just to be mindful of that if you're using the secondary colour palette in that scenario. And I can take some questions on that if anyone has any questions on that at the end.
Then onto typography. So we've mentioned this before, but we have picked Kensington for its brutal characteristics, this kind of condensed sans serif. It is an Adobe font, and we've talked through that it is only to be used for large headlines or very short pull-quote when that works.
If legibility is compromised, depending on the length of the pull quote, we can obviously revert to DM Sans. Lots of you will know that we worked with a really brilliant accessibility consultant who even helped us figure out the best kind of tracking and leading for the font.
So, you'll see here, and it's all in the guidelines, that the tracking for Kensington Medium and Demi has been set as always being plus 10. Plus 10 is the minimum to kind of just widen that out a little bit and make it a little bit more accessible, especially with the kind of condensed nature of it. And then you'll see that we provide, and we usually do provide a range of leading that you can choose.
What we find is your leading kind of depends on the combination of words that you're using, and even the kind of format in which you're setting that combination of words. So that's why we've provided that range of leading between 100% and 120% of your font size. So you can kind of figure that out as you go.
Some flexibility built in there. And then the body copy font then is obviously DM Sans. Again, it is an Adobe font. It is to be used for all body copy, but can also be used for longer headlines, longer pull quotes.
And as I was saying last week, we've had a couple of conversations on this where
people have asked about whether it is a long webpage or an extended printed document of many pages, that you may have a section headline, and then within long form body copy, lots of what would be considered headlines, but they're kind of smaller headlines, kind of header fours and fives and things like that.
And all of that considers DM Sans, because essentially, if you're on a webpage, if you have landed on the University of Bath website, and you're on the homepage, that user will have experienced, whether that is in the headline banner, the hero banner of the homepage, they will have experienced Kensington.
They will have experienced the colour palette. They will have experienced the logo. And then maybe they've navigated through to a page that has lots more detail on it.
If DM Sans is used as the headline on that page because there's a particularly long headline, that's fine, because that is system at play rather than rigid rules at play. So it's not that every single page, no matter what the headline length has to start with Kensington, because you think about the kind of the brand experience that that user has, whether it is on a site or via social post on their campaign landing page or a piece of printed material.
Think of where they are experiencing the certain elements of the brand, and then work out the system from there. So, I suppose our answer on that, and it does come up quite a bit whenever we set a specific headline font, is that if the headline font doesn't work because the sentence may be too long or the format is too tight and legibility is compromised, DM Sans is the best way to present that brand and that brand moment.
And that's what we encourage, is thinking about what is the best way to present this brand moment, as opposed to feeling that you're going to break brand guidelines if you don't set all headlines in Kensington. So hopefully that helps people feel a little bit more confident about using the two typefaces.
The two system fonts then are Tahoma Regular in place of Kensington and Arial in place of DM Sans. Obviously, these are available for use with software applications such as your Microsoft Suite, your PowerPoints, things like that. We haven't set metrics for these software programmes, purely because at this stage the metrics are quite different in those software programmes. And I think really, this is kind of foundational principles, and let's audit that in the future and see do we need to set any further metrics within those for these system fonts. But for now, it's just the fonts themselves.
Then photography. I want to just take a little bit more time over photography, because I'm assuming that some of this team will be much more heavily involved with art direction, whether that is commissioning photography or working with stock photography.

Let me just take a wee drink here because I'm still talking.
The four art direction cues then, I suppose, as the kind of the creatives working with the system, I would really encourage everyone to very much familiarise themselves with these four art direction cues. Because as I was saying in the brand overview session, whether you are commissioning a photographer or whether you are selecting stock photography, these four art direction cues are kind of the character of the photography that we want to have in our photographic bank.
So, the first one then, authenticity over perfection and this is about capturing moments from university life, genuine interactions, the natural energy of campus, real experiences over posed or staged or very clean imagery, very tidy, perfect spaces. We want to capture that authenticity. And I suppose that comes from some of the brand themes at the very start.
And that's why we do encourage everyone, no matter what your role is or your remit is, that you do understand. Anyone who's interacting with the brand in any way or working with the brand in any way to understand those drivers and themes, because this is where we then pick up that authenticity over perfection should be one of the characteristics, because we're seeing it in the strengths, we're seeing it in those four themes, that this is a campus that there is an energy here.
There is this level of authenticity and that we do want to capture in the photography. Movement over stillness leads on from authenticity over perfection, and I'll show some of the examples in just a second. This movement over stillness, it came from this idea of, there was a sub-theme running through everything of progress and moving forward. And that's where We Make Futures came from, is this moving forward momentum. It's where the line system came from. It's why that is in place. There is this kind of forward movement. So we wanted to also touch on that with photography, which is why we've pulled it out as a key art direction cue.
So that may be that you are in art direction, if you're commissioning a photographer, is that you are capturing moments of active work. It can be a still image, or it can have blur to it. And I'll show you some of the examples that we captured on the campus shoot, where there is this kind of moment of left to right blur of people walking past the screen. And whenever you layer that imagery onto the line system and you maybe have a big headline of We Make Futures, that is really the whole brand system and the whole essence of the purpose really working really strongly together. So that's why we put that art direction cue of movement over stillness in there.
Our city as a differentiator. So obviously for Bath, it's such a beautiful, distinct backdrop for the university. We did want to lean into this. And you'll see that in the photography bank that we have started, that we had spent half a day out in the city. That beautiful limestone that you see everywhere, that's why limestone is in your colour palette.
So you can see in some of the implementation, I know that some of you guys are working on that, you're layering up those layers of limestone colour blocking with limestone textural photography. And again, that's very much what we want to see coming through with the implementation of all of this.
And then the final one is warm Georgian tones. I suppose this is one where we did feel just with how successful the colour palette was, and it was very successfully received in testing. And it's a really kind of different colour palette for an institution. So we wanted to further lean into that with encouraging warm Georgian tones in the imagery. And again, that will guide whether how you're lighting commissioned photography or how you are selecting stock photography.
Think about the warmth of the imagery, the warmth of the lighting, things like that in the photography that you're working with.
We have had some questions on, if you were in one of the sessions this week, I think there was a question around working with large banks of imagery and if there would be batch processing to warm up imagery. And my answer on that at this stage was that, and we spoke to some of the guys who were part of an earlier training session, is that at this stage, I don't want to put in a one-stop batch process on lots of imagery, because we don't want this warm Georgian tones almost acting as a filter, that whether the image is correct or not, if it has a filter on it, then it is suddenly correct. 
I don't think that that would be as successful as we'd want it in reality. So at this stage, it is almost like a photo-by-photo manual edit if you do need to warm up the imagery.
And I would say to refer to the imagery in the image bank, and I'll go through that in just a second, to see what we mean by warm Georgian tones. We're not talking sepias and really saturated Georgian tones. There's just a kind of a subtle undertone of warmth in how we have captured greens, yellows, browns, even greys, like in some of thestone. There's kind of just a very natural, subtle warmth to it all.
So then in the photographic strategy that's in the brand guidelines, this is the strategic framework of photography, where we have used the four themes that, if you think about it, are the four themes are really capturing culture, character, personality. So therefore, that's why we've used those to visually capture the culture.
So, you'll see that impact first, intentional inclusivity, ready for the world, and committed to excellence are almost like four kind of buckets of imagery that we want to fill out. And then within each kind of bucket, for want of a better word, we have art-directed people photography, place photography, and then abstract photography. And I want to talk about that in a little bit more detail in just a second.
So, I'll go through impact first. I'm going to flick between these two images because I've got this slide that goes through the text that's in the brand guidelines, and then this slide that shows examples of people, place, and abstract for each of these. So, I'm going to flick between the two if that's okay.
So, the impact first pillar, how we translate that for how we capture photography. This is about photography that shows knowledge becoming real-world impact. So, this is about community collaboration, innovation in the field, capturing ideas that become solutions and meaningful change.
So, lots of this photography may either be stock photography or it may be outside of campus photography, because it is really about the impact of the experience of Bath, whether that is alumni stories or whether that is the impact of research.
It's not always all about specifically the campus experience. So, throughout the guidelines, and there's lots of detail.
The photographic section of the guidelines is quite lengthy, and for anyone who's working with photography in any way, I would encourage that you familiarise yourself with this just to help with selection of photography, even down to cropping and how you position the photography. It will all be very helpful whenever you're rolling out some of your work.
There's lots of little kind of hints and tips around what would we be looking from people photography under the pillar of impact first. So that is about people in problem-solving situations in real-world context.
So that's what I mean about not all of this imagery is going to be campus imagery. It may be researchers out in the field. It may be, as I say, alumni, all of those real-world contexts where something from Bath has moved beyond university walls out into the world.
Expertise that's applied to global challenges, genuine industry and community collaboration, I think this is a really important one for us to capture, and measurable impact through research and teaching. 
Then place. Okay, as I say, very much out in the real world, working with businesses and communities, making a difference beyond campus, and hands-on spaces like clinics and startup hubs. So, in that campus shoot we've been into, and we photographed in some of the spaces that can act in that way and to help us tell that story of those kind of clinic spaces or industry collab spaces or hub spaces, where we have the opportunity.
But as I say, lots of this will be opportunities that have been identified maybe as part of a specific research campaign or a campaign to another audience where you're either maybe commissioning a photographer to go out to that space, or there may be stock photography that allows you to tell the story in a way that there's kind of a certain level of ambiguity to the location that allows you to tell that story in an authentic way.
The reason that we have abstract images in this photographic strategy is really because of the line system itself.
The line system, what we want to see with that line system is that there may be scenarios where we want to really layer up on how we kind of block off with colour blocking or image blocking. And successful image blocking, I'll go through line system in just a second, is going to be a combination of people imagery, kind of a wide shot, and then a detailed shot of texture or abstract imagery. And that's why we put abstract as a layer of imagery to work with to help create that very rich, layered visual language. And I'll show it in just a second.
So, for impact first, this is about abstract. It may be in patterns, it may be in how you zoom in or crop in on an image, but showing change that happens from start to finish, showing a sense of movement, turning problems into solutions, or using light or the theme of flow or the theme of growth to show progress.
So, I'm just going to flick to some of these images.
So, these are some of the shots that we took on campus. Obviously, this one you can see here, this is a stock shot that's kind of sitting very, in the context of the kind of the colour palette, as you see it as a whole, it sits very comfortably. And that's what we want to see whenever you're selecting your photography from stock, is that you're kind of tonally understanding the whole picture, and then stock photography can kind of slot in quite seamlessly.
Obviously, lots of the abstract photography is stock. You can see here some of the patterning in intentional inclusivity. But you can see just where whenever we've been on campus, on the recce, we had noticed this yellow locker as being this kind of very buttery yellow that we could lean into. So therefore, we just wanted to kind of photograph from this direction so that we just got this little pop of yellow.
And you can see that pop of yellow throughout lots of the imagery, whether it's here on some of the sofas, even here in some of the detail of the planting.
Even right across here, in some of our stock, even here in just the lighting, wood textures, things like that. It's all different kind of shades of yellow, but it's all leaning into that kind of warm end of that colour.
So that's impact first, then intentional inclusivity.
So, this is where we can be very kind of candid, and we do love capturing these candid, authentic moments.

I think it really shows culture in a very thoughtful way whenever we get it quite right, and there's some really lovely imagery that we were able to capture on our three-day shoot.
But really, this pillar is about celebrating the people and perspectives that shape the university. Through candid, authentic moments, we capture an inclusive, supportive community where everyone is seen, heard, and valued.
So, this is where we want to capture people in natural, unposed moments, people working together, people talking together. We encourage active, expressive interactions and very much individuals at work, individuals who are making things happen.
Place. So, we do encourage for intentional inclusivity is that people are always in the picture. And that is for even if you were photographing a new space, is that people should be in that picture because our pillar is about intentional inclusivity.
It is about an institution that celebrates perspective. So therefore, it would be right that our spaces, our facilities, even when we're photographing something like that, is that people are in those pictures. They are open and welcoming spaces.
People are moving through the campus. It is a campus of momentum, of movement. Again, all those little subtle kind of echoes of each other in terms of the people moving through campus, that line system, we make futures. All of those layering up is where we really have a successful brand.
Lively, everyday environments. And this is where we do encourage onstage, unposed. It doesn't have to be perfectly tidy. We kind of celebrate all of the everyday, and the kind of the genuine nature of the campus with intentional inclusivity.
And just to hop over to some of the imagery, you can see that coming through. We got lovely shots for intentional inclusivity, lots of conversation happening.
The campus, it was a great time of year for that. So, we got lovely shots. And then you can see kind of with the abstract imagery, this idea of kind of weaving together, coming together, layering up, all of that coming through in the abstract. You can see that there. Ideas coming together, layers that connect and overlap, natural patterns and growth, a sense of connected community.
And then the third pillar is ready for the world. So, this is about photography that shows people in moments of active skill and ambition. This is about being industry aligned, globally connected, and ready to make a difference. So, this is about people in active work.
So, this is where intentional inclusivity may be a little bit more about kind of your day-to-day experience at Bath kind of groups in between classes. Ready for the world is about kind of active work, learning through hands-on experience, working together across backgrounds.
In terms of place then, this is about where we might find opportunities to capture our spaces that are connected to real-world work, whether that may be kind of a working space or a hub space or a clinic that may be where there's kind of industry coming in and out of, or there's lots of kind of industry collaboration work happening.
We do still encourage these kind of natural lived-in environments, that kind of authenticity over art direction cue guiding that. We do encourage Bath as the everyday backdrop, so it may be that there are certain kind of perspective, whether you're on campus or whether you're out in the city, that Bath becomes that backdrop, a starting point for global opportunities.
And then just to hop over then to see that ready for the world. So, where this is much more social and much more kind of the in-between moments in between classes or work, this is very much the kind of the active work happening. So much more of the lab spaces, details of kind of tech and things like that.
And then down into the abstract, you can see where this is kind of flowing and about growth. This is more about networking and kind of the technical, and that's ready for the world.
And then the final one then is committed to excellence. So, this is about photography that is capturing very much the pursuit of excellence and discipline behind it. So, this is about capturing focused study, elite performance. It's about skill, ambition, the very high standards that drive the achievement at Bath. 
So, I had mentioned in the brand overview session that these four things are a balance of one another. So, you've got kind of intentional inclusivity there, the warmth, the welcoming. We talk a lot about kind of high performance with humility, the support that is at Bath. But it is in no way kind of a passive culture. There is a real ambition there. There's a real momentum there.
And it's very important that we capture the balance of those two things, this elite performance, the ambition, high standards, cutting-edge technology. All of that is what we want to capture with this committed to excellence.
So, this is where we capture people focused on tasks, energy, and determination, working together to achieve more. This is about capturing energetic, active spaces, modern high-quality facilities, and environments that help people succeed.
And here, this is where in our abstract image, we want to be much sharper, much cleaner in the lines, a very precise and controlled feel. So, you can see here coming through, this is very much whether that's, we did a little bit of sport on the campus shoot, but this is very much, kind of that high performance spaces, the high quality research that's happening.
And then when we get down into abstract, it's about symmetry, it's about clean lines, it's about sharp edges. And that is our theme of committed to excellence. 
So, I know just kind of across the sessions, there's been lots of questions about photography and using photography in certain scenarios, and as I say, this photographic strategy and the bank that we have, it is very much a starter for ten. And hopefully with this, it is a complex photographic framework to be working with, but if everyone kind of is working towards these pillars and kind of hitting these notes, we will be building out a really successful photographic bank to be working with.
Then the final element is the parallel line device. So, a lot of people already know that this element was kind of derived from Bath's Roman era and the guiding lines that guide how Roman letter forms were designed. And as I say, for us, not only did it kind of hit that kind of note of where we pulled it from in terms of the city of Bath's kind of layers of history, but it also as a device, it very much echoes the driver's themes, that strategic positioning, and ultimately the brand expression of We Make Futures.
It is kind of a line that moves left to right, edge to edge to echo a community that is moving forward, collective ambition, and progress that reaches beyond the university walls, which is why we talk about the line system being edge to edge so that it feels that it is kind of going beyond all of the formats. You can see it even just here. It kind of doesn't stop with a margin. It goes right to the edge.
So similarly with the photography, we have set some creative direction cues for how to work with a parallel line device, kind of overarching kind of starter for 10 points to think about whenever you have a kind of a blank sheet of paper and you're starting to think about how you might work with the line system.
So, I'll just go through each of these in a little bit of detail.
So, the first one being that context drives choice. So, I'll go through the three behaviours for the line system in just a second. But I suppose how you pick your behaviour is to really look at the content you're going to be working with, the channel that you have to, or the format that you have to work within, and also things like the audience, how they're going to experience this message.
All of those factors kind of help you decide which behaviour is the most appropriate and most effective behaviour for helping you kind of push that message out.
It's a system that is designed to flex, and whilst one behaviour in one setting may not work in another. So, it's very important that each behaviour is used with great intention, to kind of promote digestibility of content, but also, kind of how it resonates beyond kind of digestibility, emotion, visual distinction, all of those things. Because I think, again, going back to that colour combos and layering, we do want to look back and see all three of these behaviours very much used to their full potential.
So, think about your context, and then that will help you decide which behaviour to use. And I'll show you how to do that in just a second.
Clarity over clutter. So again, I think that this is where it will take a little bit of time for people to kind of feel confident about using the line system. But there should be a balance between leaning into the line system and then the line system kind of starting to become a bit of a hurdle in terms of how overly complex a format may be.
So, your line system is there to enhance how you present your message. It should not overwhelm. It should not clutter. It should not create unnecessary noise. So, I suppose that's just where, as those are the colour designers. It's just about working with a new graphic device and figuring out kind of how much space you need between headlines and columns of body copy, what works best in certain scenarios or in certain formats.
That will take a little bit of time for people to get used to. But it's important. As with everything else I've talked about, we do aim for clarity, accessibility, readability, as kind of priorities in how we present the brand to the world.
Is this the best way that we can present this brand moment? Or am I trying to fit too much into this context and therefore the whole brand moment is being compromised?
And similarly then space being part of the system. So clear space is essential. The absence of lines plays as much of a role as the use of the lines. We need to maintain legibility, balance, and composition so that they feel very considered and very sophisticated in their presentation.
So, I'm going to just talk through each of these in turn then. The first one being keyline.
So, this is where you'll see, as you can see on this slide, this is where this keyline version, which is being guided by, I think it's a 29 row grid going in the background there. And these lines run edge to edge across the format and are really being used to kind of guide the hierarchies of this text.
So, you can see that it's kind of the whole way through this deck, it has kind of held that little header up in place and created a bit of a hierarchy there. It's holding a headline there, and it's holding this section of main copy, and then there's a little footer line there. Just because I think keyline is quite a nice behaviour for just little thoughtful details.
You may not even need this middle one here, just a thoughtful detail of a header and footer line. Is that brand in action in a very kind of elevated, sophisticated way, which is what we want to see.

So, you can see here, within the brand guidelines, there's more than four. These are four kind of little guidelines notes. I think there's eight per behaviour of kind of tips and hints in how to work with the lines and the kind of correct way to work with the lines.
But you can see here that the line should be laid on an underlying grid to retain visual alignment and consistency. So, you can see here the grid at work. I think that's a 29-column grid. And essentially, all of these examples are where you can see the keyline being laid on the grid lines to kind of chunk up a format, really.
So, we use the same accessible colour pairings for lines as the text, so you can refer to that accessibility pairings, for how to kind of colour the keylines on different backgrounds.
Line weights have been somewhat standardised by format for consistency. And again, that's something that is kind of a few formats in place to get you started. And certainly, I think the central design team have been working on many more formats, and that line weight per format metric will kind of continue to build out as you start to implement the brand.
We haven't put a number of parallel lines or a limit on the number of parallel lines in place. They should be used creatively, yet appropriately to facilitate how content is consumed.
So where in some scenarios you may use very little of the key line, in other scenarios, you may want to really layer up that key line. It may provide a really distinct look and feel, especially whenever it comes to how we animate this brand and how we build it up in motion and things like that. I think that that's where you'll have opportunities to really layer up in the key line space.
So that's the first one. Then the second one then is colour blocking.
So, this is where instead of seeing a key line, this slide here, it is being used to block off a header, a headline, a main body copy, and then a footer.
But there's, I don't want to say infinite, because I don't know, but there's so many different ways that you can colour block off any format. And that brings me back to that page back in the colour section where we do want to see this colour block. I think colour blocking is going to be one of the key characteristics of how we work with the brand going forward.
So again, it is guided by this underlying grid. What I do want to see is that there is enough colour blocking to leave room for content to be digestible. So, there's plenty of room top and bottom for this to hold this headline. So we could maybe take it down a notch and took it up a notch there, but that would be too tight.
It is really important that if you're colour blocking this, that there's lots of clear space around that. Multiple colours can be used. So, you can completely work with the primary colour palette, the dark brown, the blue, the limestone, and the Bath white.
Honestly, I really think that that's where you'll find that really interesting layout and that difference across all of the communications. I think that that is something that we would very much encourage.
What we would say is if you're working with photography and colour blocking, and this is where image blocking starts to come in, is that you think about the tones, the colours that you're working with against the photography so that nothing is jarring or becoming illegible.
And then the final behaviour is image blocking. This is where, you can see it coming in at the bottom here, where images are in, this becomes an image container at the bottom. And you can see that textural image coming through.
And we would very much encourage interesting crops, magnification of imagery. Layering will help you tell very complex stories, but you have to be very careful with the image selection and in how you magnify, crop, and use your imagery. And that abstract imagery will create textural breaks for you that can help.
And you should think about the tones of imagery sitting side by side. So you can see here in some of the examples of where you're bringing in that colour blocking, but then we're having layers of edge to edge always, where possible on the imagery, whenever you're presenting that.
Obviously, whenever you get down into inner spreads and even down into subpages of the website, there may be little component blocks of imagery, but front covers, social, big campaigns, we want to see that imagery edge to edge. So hopefully that gives you a sense of using that.
And then finally, just before I get into working with the system, I just want to draw your attention to, there's more than this in the brand guidelines, but these are five of the ways that I've pulled out that you're not allowed to use the system. 
So, you're not allowed to turn the lines vertically, and everyone will know why that is. It's because the lines are there to represent those Roman guiding lines of letter forms. It is about moving forwards. So, we're not allowed to turn them vertically.
We don't really want to see lines going over image blocking like this. We're happy for it to go over colour blocking and things like that, but not over image. Key lines can't go over imagery.
We can't cut imagery. It always has to go edge to edge. So, we can't have this cutting here on a margin line. It always has to be full width, edge to edge. 
We don't want to see splitting the images within a row. So, you can maybe see here, this image is split here. We don't want to see that. Instead, what you have to do is if you want to represent two or three images, you have to layer those up very horizontally. That is the visual character of Bath.
And then what we do encourage, we very much encourage layering, but as I say, it can't be excessive, or it can't jar so that you can-- it still has to be very legible and digestible in the context of the message.
So just to be mindful about excessive amounts of images or jarring textures and different images on there.
So that is the line system. And then just finally, I just want to talk through three examples here. 
One example that we have worked through early on, and then two examples that the central design team have worked through. And it's just really to show you how we make decisions around layering up all of the elements of the system. 
The first one being an example of a pull-up stand. So, we are working with, you can see here, you can see the margin set in, and you can see the horizontal grid lines hopefully there. It's very faint there on my screen, but hopefully you can see the horizontal underlying grid there at work. 
Obviously, because it's a pull-up stand, there are certain elements that have to sit in certain spaces, so therefore, that will dictate the behaviour of the brand and how we design this up. 
Firstly, the logo, we know that pull-up stand, it has to sit in that top space. We know that our logo can sit in top left or top right. So, we've placed it in top left. You can see that line to the margin there.
And then the second thing that we know is that for a pull-up stand, we can't have our CTA and our URL at the very bottom of that format because it wouldn't be seen. So we have to set that URL on where you can see it sitting on the grid line there at the midway point. 
So, these two elements of setting the logo in and setting the CTA and the URL in then guides really where everything else has been designed around.
So, we've chosen colour blocking to highlight the call to action and the URL. 
And then that leaves us with this opportunity to really layer up the visual character of the brand. And you can see that we've chosen image blocking in a thick image block and then a textural image block below that to give that visual distinction there for that. So that would be thinking about, that's a very whistle-stop tour of showing how certain decisions or certain drivers about formats and channels or context will drive certain choices for how to work with the system as a whole.
Obviously, with a pull-up stand, we could have decided to do something, there's, as I say, almost infinite ways that we could have worked this. We could have had, this is a clear white space to highlight and then had a full colour blocking of blue in the top there.
We could have put a little slither of texture image above there to further light that up. There's many ways that this system can be used to create these look and feels.
Then this is the offer holder pack. So, you can see here the design team have been work-- I can't count that quickly enough, but how many horizontal rows there are in this underlying grid, but you can see a three-column grid with a gutter that is most likely guiding the whole internal document as well. And then you can see the horizontal grid lines at work there. 
So again, we wanted to have, because of the nature of this piece of communication, they've decided to do full bleed blue to start off with, and then starting to section off where the logo sits with this keyline device, then setting the title in and setting the CTA in. 
And then again, you've got this lower section to play with in terms of, okay, what is the opportunity now? Now that we have the vital information, what is the opportunity and how we work with the other elements of the system to build out a character for this piece? And you can see there how they've sectioned off a very deep section for the main image for the offer holder pack.
But then very beautifully, set in a little textural detail at the bottom, and that's really what we want to see with this brand is that those little moments of thoughtful detail are really coming through.
So, you can see the colour at play, the keyline at play, the typography very beautifully set, and then our campus imagery used to fill effect there.
And then similarly, just this is my final one is, again, this is a very similar format where this is for the strategy document. And again, you can see here a slightly different underlying grid. So, there's not a set at this stage underlying grid, but you can see how parameters are being adhered to, the anchor points are being adhered to of where to set your logo, the typography is being adhered to.
And then it's almost with this one, they flip that upside down and the textural image goes at the top as a little breaker between imagery and the headline, and then one of these other images that I think that may have been from our campus shoot. But that's used for the front cover of the strategy document.
