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The University brand marks were created to make possible a shared 
approach to communicating visually something of the purpose and 
meaning of our institution. 

Every day communication materials, including letters and leafl ets, 
banners and brochures, are sent out from all parts of the University. 
Each piece of material in some sense represents the University 
to its recipient. Using the brand marks in a consistent manner helps 

to establish a strong, substantial and distinctive identity for the 
University, wherever and whenever they are seen. 

This second edition of the branding guidelines explains and 
demonstrates how to use the University’s visual identity and 
incorporates suggestions and clarifi cations resulting from our 
ongoing dialogue with users. It includes information on deploying 
the brand marks on their own and with partner brands, along 
with the approved colour palettes and typography when 
creating and producing literature and other marketing materials 
for the University of Oxford. 

The visual identity is in all senses a valuable asset. It is legally 
protected and it is important that it is used in an appropriate 
manner. The aim of this toolkit is to make that as simple, quick 
and easy as possible. 

We hope very much that anyone involved in the use of the 
University’s visual identity, whether in print, online, or in other 
media, will fi nd the toolkit enjoyable to use. It is also available on 
the web at www.ox.ac.uk/toolkit.

Jeremy Harris 
Director of Public Affairs
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the brand

At the heart of the University’s visual identity is the quadrangle 
and rectangle. These are the core elements, one of which should 
be seen on everything we do – from letterheads to leafl ets, 
banners to bookmarks. 

› The Quadrangle

The quadrangle is the primary version of the brand mark 
and always contains the logo and the University name in the 
confi guration shown. 

The logo (the circular element in the top right corner of the brand 
mark) or belted crest device as it is sometimes known, occupies 
a unique position within the brand overall. Its history as an identifi er 
for the University is long-lived and the University’s revised brand 
continues that tradition. However, the logo should never be 
considered as an alternative identifi er for normal branding purposes. 

The word ‘Oxford’ is a specially drawn typeface, whilst all 
other type elements are set in the Foundry Sterling typeface 
(see Typography on page 4).

For more information 
on the use of the 
brand marks please 
refer to page 7

The word 
‘Oxford’ is a 

specially drawn 
typeface and is 

rights protected

› The Rectangle

The rectangle is the secondary form of the brand mark 
and should be used only when vertical space is limited. 

› For details on how to use the brand and to 
download the brand marks and Foundry Sterling 
font visit the toolkit: www.ox.ac.uk/toolkit
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›  

typography and typeface

› Commercially printed materials

The primary typeface for the brand for commercially printed materials is 
Foundry Sterling, which has been chosen for its clarity and readability.

This typeface should be used for brand level statements such as 
titling section and departmental names. It is to be used on all printed 
materials, for example leafl ets and brochures. This is the highest level 
at which Foundry Sterling is used and consistency is important.

Please refer to page 19 for information on downloading the Foundry 
Sterling typeface.

› Word or laser printed materials

Arial has been selected as the secondary typeface which should be used 
for internally produced communications, such as stationery and reports. 
This is the typeface which has been selected in consultation with the 
University’s Equality and Diversity Unit.

Foundry Sterling Book

Foundry Sterling Medium

Foundry Sterling Bold

Foundry Sterling Book Italic

Arial Regular

Arial Bold

Arial Italic

Arial Bold Italic
This is the typeface which has been selected in consultation with the 
University’s Equality and Diversity Unit.
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Computing LaboratoryApplications in the following areas are invited:Computational Biology information SyStemS numeriCal analySiS foundationS, logiC and StruCtureSprogramming languageS Software engineering VerifiCation 
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‹

brand colours and colour palette

› The brand colour – Oxford blue

The University is possibly unique in having a colour with which it is 
associated throughout the world: Oxford blue.

Oxford blue (or PANTONE © 282) is the main brand colour. Please 
refer to page 21 for more detailed and technical information on the 
use of Oxford blue.

› The brand marks – black only

In print media where only black is available (such as press 
advertisement or black and white laser printing) it is acceptable to 
use the brand in black. However, it is important that the black artwork 
versions are used, as use of the Oxford blue artwork versions could 
result in a half-tone grey being produced. 

Please note: do not print letterheads in colour on a laser printer 
or inkjet as the colour of the brand will not be right. Please print in 
black using the black artwork versions.

› Colour palette

There is also a palette of preferred colours that have been selected 
to compliment the Oxford blue. These colours are for use in 
graphic elements within designs such as backdrops, graphic shapes 
and typography. The colours in the palette are shown opposite. 

For more technical 
information on 
Oxford blue please 
refer to page 20 

For more technical information on the colour palette 
please refer to page 21 

Use the black artwork 
versions only when no 
colours are available

The main
brand colour is 

Oxford Blue 
(or Pantone© 282) 
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placing the brand

From banners to brochures, it is essential that a consistent use of 
positioning and colour of the brand application is maintained. 

The brand should always be reproduced from printer-ready artwork and 
not from photocopied or pre-printed material or be redrawn in any way. 
Manipulation of any part of the brand in a manner which would cause 
distortion is not allowed.

The quadrangle and the rectangle versions should be placed on the 
left or right of any format. Centre placing should generally be avoided. 
Top right placing of the quadrangle is preferred although there may be 
times when placement of the left is the only sensible option available. 

The rectangle should be used where vertical space is restricted such 
as on a web page or a pen – two diverse examples. Although the 
applications of the brand marks require judgement by the designers, 
the quadrangle should always be the fi rst option. 

Exclusion zone: The brand is protected by an invisible exclusion zone 
within which no other graphic material than background should appear. 
This should be 0.3x (where ‘x’ is the height of the brand mark) for both 
the quadrangle and the rectangle. 

The exception to this rule is when partner branding is used – see the 
example on the right. 

0.3x

0.3x

0.3x

0.3x

x

Minimum spacing and 
preferred minimum 
distance from the 
edge of formats for 
the quadrangle 

(Example: x = 35mm, 
the minimum distance 
from the edge of 
formats is 35 x 0.3 = 
10.5mm)

0.3x 0.3x

0.3x0.3x

x

Minimum spacing and preferred minimum distance from 
the edge of formats for the rectangle

(Example: x = 20mm, the minimum distance from the 
edge of formats is 20 x 0.3 = 6mm)

6
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The preferred distance from the cut or folded edge of any format 
to which the brand marks are applied is shown on the right. There 
may be instances where the brand marks need to be positioned 
closer or further from format edges, but this is the ideal. 

Minimum size: The brand must always be clearly visible and for 
this reason it should not be used below its minimum size which is 
15mm height for the quadrangle and 7.5mm for the rectangle. 
When using the brand marks at minimum size you should use 
the small versions – in these the elements have been specially 
emboldened for clear reproduction at a small size. 

› Reversal version 

A specially modifi ed version of the brand mark, which includes 
a white keyline, has been created for use on dark and dark 
photographic backgrounds. 

The reversal versions are for use 
on dark and dark photographic 
backgrounds only

Always use the 
small versions 

when using the 
brand marks at 

minimum size

x = a minimum of 15mm

x

x

x = a minimum of 7.5mm⎬Small versions 
of the brand

When partner 
branding is used, 
the exclusion zone 
between the two 
brand marks can 
be reduced to 0.1x0.3x

x

0.1x

placing the brand (continued)

 

0.3x
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stationery

Stationery plays a key role in expressing the brand identity of the 
University, and in many instances will be the fi rst introduction to the 
University. 

› Letterhead templates

Letter templates using the revised brand are now available for all 
University Administration and Services departments. Apart from the 
Vice-Chancellor’s letterhead, which uses pre-printed stationery, letter 
headings for users of the UAS network print on plain paper at the same 
time as the letter content. The design for this has been agreed with 
the University’s Equality and Diversity Unit following advice sought from 
a readability panel. This design includes the use of a sans serif typeface, 
Arial, at 11pt, with the contact details usually placed at the bottom of 
the letter.

This letter design is also available for adoption by other departments 
of the University and templates are available from the branding toolkit. 

›  Pro-Vice-Chancellors, Heads of Divisions, Registrar 
and Academic Registrar

Where individuals do not have departments their letter templates 
follow the design of the Vice-Chancellor’s letterhead with the 
name and contact details at the top of the letter.

Templates are 
available for the 
following:
Memo
Fax
Circulars
PowerPoint 
  presentations

See ‘Examples’ section on page 17 for more stationery layouts

Letterhead template 
for Pro-Vice-Chancellors, 
Heads of Divisions, Registrar 
and Academic Registrar 

‹  Generic letterhead 
template

 

headings for users of the UAS network print on plain paper at the same 

the University’s Equality and Diversity Unit following advice sought from 
a readability panel. This design includes the use of a sans serif typeface, 

of the University and templates are available from the branding toolkit. 

See ‘Examples’ section on page 17 for more stationery layoutsSee ‘Examples’ section on page 17 for more stationery layoutsSee ‘Examples’ section on page 17 for more stationery layouts

Letterhead template 
for Pro-Vice-Chancellors, 
Heads of Divisions, Registrar 
and Academic Registrar 

‹  Generic letterhead 
template

› 
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Templates are 
available on the 

following:
Letterheads

Compliment slips
Business cards

Envelopes 

› Heads of Departments

These templates have the name of the Department at the top followed by the 
address. The title of the Head of Department appears after the address at the top 
and their name appears immediately after their signature at the end of the letter.

Contact details are on the footer at the bottom of the fi rst page of the letter.

› Other staff

These templates have the name of the Department at the top followed by the 
address. The name of the sender and their job title, which might include the 
name of their section within the department if necessary, comes immediately 
after their signature at the end of the letter. Contact details are on the footer 
at the bottom of the fi rst page of the letter.

› Other stationery items: 

The circular (used for sending non-personalised letters to University 
departments), the fax layout, the compliment slips and the business cards 
have all been generated from the basic letter design in order to give a uniform 
and consistent layout. Again this is available in template format to all UAS staff 
and is available on the branding website to non UAS staff members. 

stationery (continued)

(Behind) compliment slip templates and a printed 
compliment slip (in front)

Business cards can be ordered and printed in the University 
Reprographics Offi ce. Further details and a business card 
template can be found on www.ox.ac.uk/toolkit/businesscard

› 

Business cards can be ordered and printed in the University Business cards can be ordered and printed in the University 
Reprographics Offi ce. Further details and a business card Reprographics Offi ce. Further details and a business card 
template can be found on template can be found on 
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stationery (continued)

› Envelopes

Envelopes can also carry the offi cial University branding, which should be 
placed in the bottom right-hand corner. 

› Postal (franking) stamp

Franking machines can be set up or programmed by the manufacturer (usually 
Pitney Bowes) to print the University brand as part of the franking process. 
The example below shows the approved style. If you have any queries please 
contact the Publications and Web Offi ce.

Most franking machines are set up to print in red. This is acceptable even when 
using the University brand. However, a blue ink is the preferred colour.

› Folders and wallets

The Publications and Web Offi ce can supply a variety of folders and a wallet 
with the University brand. These are purchased in quantity and supplied 
at cost and can be viewed on the toolkit. To order please contact the 
Publications and Web Offi ce.

department of 
engineering 
science

department of 

engineering 
science

Pens and notepads 
are also available to 
purchase. See the 
online toolkit for 
further information
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using the brand with other identifi ers

The brand guidelines enable departmental, college and other logos to 
be used alongside the University brand. Partner brands can appear to the 
left or right of the University brand depending on the placement of the 
brand. However, the preferred placement is for the partner brand to be 
positioned to the left of the University brand as shown opposite. 

Please note: When using a partner brand the exclusion zone should be 
a minimum of 0.1x from the University brand. See page 5 for more 
information.
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exhibitions

The design and content of exhibition material will vary to meet the 
specifi c needs of each exhibition: target audience, size, format, venue, etc. 
Therefore the size of the brand will depend on the size of the material. The 
examples shown should be used as guidelines as to how the brand should 
be placed. In most instances the brand should be placed on the top right 
of the exhibition panel. 

signage

As well as having a functional role, signs are an important brand signifi er. 
The University is currently working on a new signage plan which will be 
phased in throughout the University over time. Further information and 
templates will be available on the toolkit website in due course. 

For further information contact: 
Oxford University Estates Directorate
Email: reception@oued.ox.ac.uk
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powerpoint presentations

It is important that the University is identifi ed throughout the course of 
PowerPoint presentations with consistent branding.

A PowerPoint presentation template with the core components of the 
brand is available to download from the branding toolkit. This includes a 
title slide and a text template. 

The title slide carries the University of Oxford’s logo positioned to the right 
and can carry one or two additional logos where partners are involved in 
the presentation. Departmental Identifi cation should be entered in the top 
left fi eld.

On text slides, the University logo appears at the base of the slide, aligned 
to the left, again with provision for one or two partner logos to follow to 
the right.

› Background colours

The colour of background for text slides is set to pastel blue as a default, 
but other colours from the Brand Guidelines colour palette may be used to 
either refl ect the subject matter or provide a coding device for different 
sections within large presentations. Pure white as a background colour is 
not recommended for text pages as these can create unacceptable levels 
of glare that adversely affect legibility.
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brand marks on the web

While the general guidelines in other sections apply, there are some important 
exceptions regarding placement and artwork for web use. 

› Colour

The RGB values for Oxford blue are R=0 G=33 B=71. Whenever any element 
of a web page is intended to be coloured Oxford blue then these values, or 
the equivalent hex value #002147, must be used.

› Source fi les for brand marks on the web

A set of approved fi les is provided specifi cally for screen use. These are 
provided in GIF format, a standard fi le format for web graphics. A range of 
sizes is provided for the quadrangle and rectangle in both positive and reversal 
versions. Do not generate individual versions of the brand marks as the set 
provided has been optimised for visual quality and fi le size. In all cases the 
colour in the fi les is set to the correct screen values for Oxford blue.

There are four sizes of the quadrangle and six of the rectangle – this is 
because the logo element within the rectangle is relatively larger than in 
the quadrangle.

Do not resize or distort the GIF fi les either by code or imaging applications 
as this always results in quality reduction.

If it is absolutely essential to use a brand mark at an alternative size, 
then use the vector graphics supplied elsewhere in the online toolkit 
(www.ox.ac.uk/toolkit), but adhere to the minimal and maximum sizes.

Please note: the smallest versions of both brand 
mark types should only be used on sites, or versions 
of sites, anticipated to be viewed on small screens, 
i.e. where the page design and the space allocated 
for University branding is small. The smallest sizes 
should not be used on site designs or on sites that 
are expected to be viewed on standard monitor sizes 
and resolutions.

Individual fi les 
can be 
downloaded 
from the 
online toolkit
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the logo as a trademark

The logo is a trade mark of the University and is registered as such in a 
number of jurisdictions. However, the ® symbol should not accompany 
the logo unless you have been specifi cally authorised to use it by the 
Managing Director of Oxford Limited (in the context of merchandising) 
or the Director of Legal Services. Otherwise the ™ symbol should be used.

Please note that no other logo may be used without approval under 
the University’s Trade Mark and Domain Name Strategy (www.admin.ox.ac.
uk/lso/faq/trademark.shtml). Under the Strategy, OUP’s authorisation 
must be sought for the use of the word ‘Oxford’ in connection with 
publishing services, published material or information services by any 
part of the University other than OUP. This includes use of the new 
University visual identity.

ceremonial use

For certain ceremonial uses the logo is permitted to be used on 
its own. For example, on items such as invitation cards, certifi cates, place 
cards and menus. However, careful judgement should be used in deciding 
when to use the logo instead of the brand mark. For further advice please 
contact the Publications and Web Offi ce. 

Three colours are permitted for the logo: Oxford blue, gold and 
white. The gold is a special metallic ink (or PANTONE 872) C, U or M 
depending on whether coated, uncoated or matt coated paper stock is 
used. The full colour breakdown is specifi ed as: C=0 M=21 Y=60 K=30.

™

The logo should 
not be used in 
screen-based 

media

The ™ signifi er is not included on any 
logo artworks and must be added by the 
department that wishes to include it. 
The keystroke to generate it on an Apple 
Macintosh® is Shift/Alt/2 and on a PC is 
Alt/0153. 

It should be set in Foundry Sterling 
Medium at 15pt for the full size logo. 
The signifi er should be positioned as shown 
left and should adopt the colour of the 
belt element of the version to which it is 
being applied.

A black version exists but should 
only be used when setting up a 
document to be printed by the 
University Reprographics Offi ce 
(the logo is then printed in 
Oxford blue or gold) or for legal 
agreements

x

0.5x

0.5x 0.5x

0.5x
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  practical solutions to wildlife conservation

wildcru is one of the largest, most productive university-based 
conservation research institutes in the world. our scientific work 
is aimed at creating practical solutions to wildlife conservation 
problems around the globe.

Undertaking original research on aspects of fundamental biology relevant to 
environmental management and wildlife conservation, WildCRU pursues its four-fold 
mission: to underpin and foster practical conservation actions based on excellent 
science; train and develop conservation biologists; educate and involve the wider public; 
and inform national and international environmental and wildlife conservation policy.

“The need for our work is greater than ever. Wildlife species and habitats continue to 
diminish alarmingly and the human impact on the global environment continues to grow. 
We are convinced that our approach – scientific, impartial, apolitical and collaborative 
– makes a real difference. Since its founding in 1986, WildCRU has drawn scholars and 
researchers from more than 30 countries, and many of these have gone on to hold 
influential roles in conservation in their own countries. Our research has been used to 
advise government policy-makers worldwide.”  Professor David Macdonald,  
WildCRU’s Founder and Director

WildCRU Director, Professor David Macdonald, 
heads a team of international scholars and 
dedicated graduate students addressing urgent 
biodiversity issues.

The UniversiTy of oxford  
deparTmenT of Zoology

  IT AND TELECOMMUNICATIONS

Wildlife Conservation Research Unit (WildCRU)

Although providing unequalled 
intellectual resources for WildCRU, 
Oxford University does not provide 
the funding needed to sustain the 
Unit’s vital mission. We are funded 
entirely by donations and grants. 

These must cover the entirety of our 
operation, including our essential IT 

and telecommunication needs. 

Ethiopian Wolves in the Bale Mountains, Ethiopia
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examples: correct use of the brand marks

 
PRESIDENT  
OF ISRAEL  
TO LECTURE  
AT OXFORD

By invitation of Balliol College, His Excellency 
Shimon Peres, the ninth President of Israel, 

twice the Israeli Prime Minister and winner of 
the 1994 Nobel Peace Prize, will give a special 

lecture on ‘The Globalisation of Peace’

The lecture will take place  
at 7.45 pm on Tuesday,  
18 November in the Sheldonian 
Theatre and will be open to all 
members of the University.

For details about admission,  
go to: www.balliol.ox.ac.uk 

Blueprint
Staff News for the University of Oxford  •  June 2009

▸  Careful conservation

▸  New malaria network

▸  Industrious interdisciplinary doctors 

 

Tourist information, accommodation service, guided 

walking tours, what’s on, maps, guides, souvenirs, 

bureau de change.

Produced by the University of Oxford Public Affairs Directorate, 

University Offices, Wellington Square, Oxford OX1 2JD   Tel: 01865 280533    

www.ox.ac.uk/publicaffairs    June 2009 
 

Pictures from: Greg Smolonski, Rob Judges and PA Photocall 

Cover: stevegeer/iStockphoto 

SHOPPING  
at the University of OxfordTHE UNIVERSITY OF OXFORD SHOP

The official University of Oxford Shop offers a wide 

range of exciting gifts, clothing, jewellery, housewares, 

original paintings and lots more...

106 High Street, Oxford, OX1 4BW
Tel: 01865 247414  

   www.oushop.com

The only place to see the full range of 
OXFORD publishing in the UK. Publisher 

of the year 2005, 2006 & 2007 for academic, 

specialist & professional publishing.

OXFORD UNIVERSITY PRESS

Four  floors of wonderful browsing

Tourist Information Centre

Disabled Access
Many of our buildings are very old and the collegiate 

University is making reasonable adjustments wherever 

possible to improve accessibility. The Access Guide 

at www.admin.ox.ac.uk/access/ provides information 

about accessibility issues, but to make the most of your visit we 

suggest you contact the college, museum etc. directly.

15–16 Broad Street 
 

Tel: 01865 252200 

Oxford  OX1 3AS  
 

Fax: 01865 240261 

Web: www.visitoxford.org  
Email: tic@oxford.gov.uk 

Opening times:Monday to Saturday: 9.30 – 17.00 
July and August, Thursday to Saturday: 9.30 – 18.00 

Sundays and Bank Holidays: 10.00 – 16.00

116–117 The High Street, Oxford, OX1 4BZ

 T: 01865 242913  E: bookshop.uk@oup.com
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7 ■H  Pitt Rivers Museum
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WELCOME to the University of OxfordFor more than 800 years colleges have existed around the  

city of Oxford. They began as medieval halls of residence 

for students under the supervision of a Master. The oldest 

colleges, University, Balliol and Merton, were founded in the 

late 13th century. Green Templeton College is the newest and 

was established in 2008. Today 38 colleges are related to the 

University in a type of federal system.
Colleges are communities where students live and study. They are 

the main focus of their everyday lives. The college is responsible for a 

student’s academic progress through the tutorial system, and for his/

her welfare. Each undergraduate has a moral tutor or adviser, and 

colleges provide other support such as chaplains and advisers for 

women students. Each college has its own sports facilities and teams. In 

addition there is the opportunity to join University teams and take part 

in competitions such as the world-famous Boat Race. 

Each college offers most of the subjects taught at the University, so 

at any college there will be students studying different subjects such 

as Law, Medicine and Maths. Individual colleges select their own 

undergraduate students.College funding is generated from fees for educating students, 

board and lodging charges, income through endowments and from 

conferences and summer schools. All colleges are mixed. All Souls is primarily an academic research 

institution and traditionally has no undergraduates. Harris Manchester 

recruits mature students. Linacre, Nuffield, St Antony’s, St Cross, Wolfson 

and Green Templeton admit only graduate students. Kellogg College 

supports the University’s lifelong learning work through opportunities 

for adult, part-time and professional development students.

The Department for Continuing Education offers over 600 short or part-

time study courses. Students can study in Oxford, in the region or online, 

for pleasure and/or for an Oxford qualification. For more information 

about Lifelong Learning at Oxford you can pick up a prospectus from 

Rewley House, Wellington Square or telephone 01865 270360.

Free oFFicial Map

VISITINGthe University of Oxford

Visiting the Uni 12pp roll2009type1.indd   1

11/6/09   10:40:15

O
XF

O
RD

O
U
TL
IN
E

2009

Oxford_Outline_09 MASTER.indd   1 23/4/09   08:56:22

WHAT WE DO

MEDIA PRODUCTION UNIT 

PUBLIC AFFAIRS  

DIRECTORATE

www.ox.ac.uk/publicaffairs/

June 2009

Oxford’s engagement with Japan is broad and 
deep, dating to the arrival of our first Japanese 
students in the 19th century. Our relationship 
has developed as we have expanded our study 
of the Japanese language, history, and society; 
collaborated with excellent scientific institutions; 
educated groups of talented Japanese students, 
including the Crown Prince and Princess; 
and received major gifts from Japanese 
supporters of the University for our work. 
Our commitment to Japan is clear from the 
physical presence of our University office and 
of Oxford University Press in Tokyo.

A broad and deep 
engagement

Excellence in  
Japanese Studies
Oxford is first rate in Japanese studies: 
we are ranked as one of the top five 
departments for Japanese studies in 
the world in terms of research, and we 
are the leading institution for Japanese 
studies in Europe. The study of Japan 
at Oxford is anchored in two core 
institutions: the East Asian sub-faculty of 
the Faculty of Oriental Studies and the 
Nissan Institute of Japanese Studies. In 
its focus on Japanese language, literature, 
and history, the Faculty of Oriental 
Studies provides the essential linguistic 
and cultural foundation required for all 
study of Japan. In its study of modern 
Japan, the Nissan Institute focuses more 
on the social sciences. It hosts a cohort 
of international visitors, runs a regular 
seminar series, and has published over 
70 volumes in its Nissan Institute/
Routledge Japanese Studies Series – the 
largest Japanese studies publication 
series in the world.

Specialist courses
We are training the next generation of 
Japan-focused scholars and of citizens 
educated about Japan. With 45 students 
currently enrolled, the BA in Japanese 
is the most popular undergraduate 
programme in our Faculty of Oriental 
Studies. 

In 2007, we launched a new MSc/MPhil 
in Modern Japanese Studies that we aim 
to make into the market-leading master’s 
programme in this field. The MSc 
develops students’ knowledge of Japan 
and provides intensive language training. 
Students who successfully complete the 
MSc may progress to the second, MPhil 
year, which deepens their understanding 
of modern Japan, advances their 
appreciation of the research methods, 
and further develops their language 
skills. The MPhil prepares students not 
only for subsequent doctoral work, but 
also for a wide range of other careers. 
The MSc/MPhil complements the MSt in 
Japanese Studies, where students with a 
good first degree in Japanese specialise in 
preparation for doctoral work. 
In total, we have more than 70 students 
studying Japan at Oxford. Doctoral 
students focused on Japan can be found 
in a range of departments, including 
Oriental Studies, Economics, Social and 
Cultural Anthropology, Politics, and 
History.
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New Arrivals
Takehiko Kariya 
Professor of Sociology
Takehiko Kariya is the new Professor 
of Sociology, jointly appointed by 
the Department of Sociology and 
the Nissan Institute of Japanese 
Studies. He joined Oxford in 2008. 
He is highly regarded for his seminal 
work on the connection between 
class and education, which has had 
a tremendous impact on subsequent 
educational reforms in Japan. His 
academic book Education in Crisis and 
Stratified Japan and the bestselleing 
paperback Illusion of Education Reform 
are very popular. Professor Kariya 
comes to Oxford and a Fellowship 
at St Antony’s College from the 
Graduate School of Education at the 
University of Tokyo, where he will 
continue his affiliation part-time 
until the end of September 2009. 
He says, ‘I am thrilled to work at 
Oxford, especially to teach its world-
class students who come from many 
different countries.’
Sho Konishi 
University Lecturer in History
Dr Konishi is the University Lecturer 
in the History of Modern Japan in the 
Faculty of History, and a Fellow of 
St Antony’s College and the Nissan 
Institute of Japanese Studies. He 
received his PhD from the University 
of Chicago and joined Oxford in 
September 2007 from the University 
of Illinois at Urbana-Champaign. He 
specialises in the cultural, intellectual, 
and transnational history of Japan 
from 1700. Dr Konishi is interested in 
the development of moral, cultural, 
social, and political ideas and values 
in modern Japan in wider global and 
transnational contexts. 
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Online, on the march
how the internet is 
changing political rules

Challenging times
Facing up to globalisation, 
terror and climate change

Oxford Today
T h e  U n i v e r s i T y  M a g a z i n e

Poster
girl...
...and boys. 

Famous faces 
backing the 
ashmolean

DisAbility EquAlity schEmE (DEs) 
stAff survEy

In 2006 the Disability Equality 
Scheme Working Party asked 
staff to complete a survey and 
we received 705 responses. We 
would like to thank those who 
participated and let you know what 
we discovered and what changes have 
been made as a result of your feedback.

   What WE Do WEll:       

■	 	the common consensus from the participants was that 
the university’s attitude to flexible hours was an example 
of good practice.  

■	 	it was also felt that the Disability Office provided good 
information and training.

■	 	Whilst there was an acknowledgement of limitations of 
our historic / listed buildings, strides had been made to 
adapt and provide provisions for accessibility, such as 
ramps, hearing loops, toilets and automatic doors. 

■	 	you noted some buildings and departments for their 
good practice, including medical sciences, saïd business 
school, Physics, Accessible resources unit (ArAcu) and 
the Disability Office.

out of thE 
705 PartIcIPantS, 

14.1% of rESPonDEntS 
mEntIonED a 

DISabIlIty

Feedback

Innovative myReader system that allows visually 
impaired users to read for long periods without 
feeling sick or tired

GRAY INSTITUTE FOR RADIATION 
ONCOLOGY & BIOLOGY

Old Road Campus Research Building, Roosevelt Drive
Churchill Hospital, Oxford OX3 7QD
Tel: +44 (0)1865 617331  Fax: +44 (0)1865 617318
Email: gillies.mckenna@googlemail.com  
Web: www.rob.ox.ac.uk

From the Director

Tel: +44 (0)1865 617331  Fax: +44 (0)1865 617318   
Email: gillies.mckenna@googlemail.com  Web: www.rob.ox.ac.uk 

Tel: +44 (0)1865 617331  Fax: +44 (0)1865 617318   
Email: gillies.mckenna@googlemail.com  Web: www.rob.ox.ac.uk 

(a) (b) (c) (d) (e)

(f) (g) (h) (i)

(a) and (b) magazines
(c), (d) and (g) posters
(e) and (f) newsletters

(h) letterhead 
(i) fl iers
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examples: stationery templates

Head of Department 
circular template

Other staff fax template  › 

› Other staff 
letterhead template

Head of Department 
compliment slip template  › 

› 
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The effectiveness of the visual brand depends on its consistent 
application. Here are some examples of incorrect use of the brand 
marks which ultimately degrade the value of the brand.

examples: incorrect use of the brand marks

www.ox.ac.uk

Do not ‘bleed’ the 
brand marks off the 
edge of formats

Do not add elements 
to the brand marks

Do not use a tint of 
the brand marks or 
transparency

www.ox.ac.uk

Ensure only the 
approved artworks 
and colours are used 
for the brand marks

Ensure the X/horizontal 
and Y/vertical values 
match when importing 
the brand marks

Do not modify or create additional versions 
of the brand marks

Do not use the reverse 
version of the brand marks 
on white/light backgrounds

Do not use the positive 
version of the brand marks 
on dark backgrounds

Ensure the brand 
marks used are 
high resolution

Do not create a 
reverse version of 
the brand marks

Do not extract the 
word ‘Oxford’ out of 
the brand marks. It is a 
hand-drawn type and 
is rights protected

› Incorrect use of the logo

Do not create additional 
versions of the logo

Do not use the logo 
on complicated 
backgrounds

Do not use the positive 
versions on dark 
backgrounds
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technical information

› Using Foundry Sterling for commercially printed materials

Foundry Sterling should be used for titling section and departmental names. Such 
titles should always be set in Foundry Sterling capitals and coloured Oxford blue when 
available. When on dark or dark photographic backgrounds the type should be white. 
The title should always be aligned left as shown on the right. Do not use ampersands 
within titles.

Capitals should always be slightly letter spaced and this can be defi ned as a tracking of 
3pt in QuarkXpress®, 17pt in Adobe® programmes or 0.5pt in Word (character spacing).

The size of section or departmental names should relate to the size of the quadrangle. 
The principle is broadly that the capital height of the title equates to a 12th of the 
quadrangle height, or a 6th of the rectangle height. As a guide 34 point yields a capital 
height of a 12th when the quadrangle is 100% scale (or 100mm square).

Using this principle means that a simple calculation will lead to the correct type size 
(rounded up or down) when the brand marks are reduced or enlarged by percentage 
scale.

Section and departmental titles should align with the top of the brand mark wherever 
possible. Line breaks in titles will depend on available space and the discretion of the 
designer and editor.

Space between lines of capitals should exceed the width of the word space. Opposite 
is the size and leading relationship for a range of type sizes to achieve this consistently. 
It can be referred to for other uses of Foundry Sterling, as well as titles.

Size of title    Appropriate leading
6pt type 7pt leading

7pt type 8.5pt leading

8pt type 9.5pt leading

9pt type 11pt leading

10pt type 12pt leading

11pt type 13pt leading

12pt type 14.5pt leading

13pt type 15.5pt leading

14pt type 16.75pt leading

15pt type 18pt leading

16pt type 19pt leading

17pt type 20.5pt leading

18pt type 21.5pt leading

19pt type 22.75pt leading

20pt type 24pt leading

University staff members can download 
Foundry Sterling Book from the ‘Downloads’ 
section of the online toolkit.

Others can purchase Foundry Sterling from 
The Foundry at: www.foundrytypes.co.uk

department of 
physiology, anatomy 
and genetics
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technical information (continued)

› Other typefaces

To allow for variety across the range of communications produced by 
the University, typefaces other than Foundry Sterling can be used. 
These should be limited to quality text faces and a list of candidates 
that fi t that description is provided right. The list is not exhaustive, 
but is provided as a guide.

› The brand colour – Oxford blue

The main brand colour is Oxford blue which must match Pantone® 282 
(C, U or M depending on whether coated, uncoated or matt coated 
paper stock is used).

Oxford blue or black are the only colours to be used for the brand 
marks. A palette of colours for other uses is provided opposite.

› The crest colours

Three colours only are used for the crest: Oxford blue, gold and white. 
The gold is a special metallic ink (or Pantone 872) C, U or M depending 
on whether coated, uncoated or matt coated paper stock is used.

Other typefaces for commercially 
printed materials

Typefaces for Word 
and laser printed 
materialsSans serif Serif

Gill Sans 
Helvetica Neue
Myriad 

Minion
Perpetua
Sabon

Arial
Times New Roman

The crest should 
not be used in 
screen-based media

Colour name Process (CMYK) Screen (RGB)

 Oxford blue 
(or Pantone 282)

C=100 
M=80 
Y=0 
K=60

R=0 
G=33 
B=71

Colour name Process (CMYK)

 Gold 
(or Pantone 872)

C=0 
M=21 
Y=60 
K=30

Arial and Times New 
Roman should be 
used instead of 
Foundry Sterling 
when sending a 
Word document 
electronically
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technical information (continued)

› Colour palette

There is a palette of preferred colours that have been selected to 
complement Oxford blue. These colours are for use in graphic elements 
within designs such as backgrounds, graphic shapes and typography. 
The colours in the palette are shown opposite. For practical reasons 
the colours are shown in full colour only with stated specifi cations for 
various media.

Please note where PANTONE® Colours are provided, the appropriate 
suffi x C, U or M (depending on whether the colour is printed on coated, 
uncoated or matt coated paper stock) should be specifi ed after the 
number.

In lieu of the colours named in the left-hand column below and elsewhere 
in this toolkit, you may use the PANTONE® Colours given, the standards for 
which are as shown in the current edition of the PANTONE® formula guide.

Please note: The colours shown throughout this toolkit have not been 
evaluated by Pantone, Inc. and may not match the PANTONE Colour 
Standards. PANTONE® is the property of Pantone, Inc.

Colour name Process (CMYK) Screen (RGB)

 Pantone 279 C=69 M=35 Y=0 K=0 R=72 G=145 B=220

 Pantone 291 C=36 M=7 Y=2 K=0 R=158 G=206 B=235

 Pantone 5405 C=78 M=51 Y=37 K=13 R=68 G=104 B=125

 Pantone 549 C=65 M=27 Y=25 K=1 R=95 G=155 B=175

 Pantone 551 C=36 M=12 Y=14 K=0 R=161 G=196 B=208

 Pantone 562 C=88 M=34 Y=57 K =14 R=0 G=119 B=112

 Pantone 624 C=55 M=23 Y=43 K=1 R=123 G=162 B=150

 Pantone 559 C=27 M=7 Y=25 K=0 R=188 G=210 B=195

 Pantone 576 C=64 M=25 Y=100 K=7 R=105 G=145 B=59

 Pantone 578 C=30 M=6 Y=51 K=0 R=185 G=207 B=150

 Pantone 580 C=20 M=4 Y=37 K=0 R=206 G=219 B=175

 Pantone 583 C=39 M=17 Y=100 K=1 R=170 G=179 B=0

 Pantone 585 C=16 M=3 Y=69 K=0 R=219 G=222 B=114

 Pantone 587 C=12 M=2 Y=51 K=0 R=227 G=229 B=151

 Pantone 7412 C=16 M=59 Y=96 K=2 R=207 G=122 B=48

 Pantone 129 C=4 M=16 Y=84 K=0 R=245 G=207 B=71

 Pantone 127 C=6 M=8 Y=66 K=0 R=243 G=222 B=116

 Pantone 202 C=31 M=95 Y=672 K=31 R=135 G=36 B=52

 Pantone 200 C=18 M=100 Y=83 K=8 R=190 G=15 B=52

 Pantone 196 C=6 M=25 Y=10 K=0 R=235 G=196 B=203

 Pantone Warm Gray 6 C=36 M=35 Y=38 K=1 R=167 G=157 B=150

 Pantone Warm Gray 3 C=22 M=19 Y=23 K=0 R=199 G=194 B=188

 Pantone Warm Gray 1 C=11 M=9 Y=12 K=0 R=224 G=222 B=217

 Pantone 872 C=0 M=21 Y=60 K=30 not applicable

 Pantone 877 C=51 M =40 Y=39 K=4 not applicable

› Online branding toolkit

Please see the online branding toolkit at www.ox.ac.uk/toolkit, for 
downloads and information on producing brochures and other printed 
items, writing, style guide, photography and more.
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For further information contact:

Publications and Web Office 
Public Affairs Directorate 
University Offices 
Wellington Square 
Oxford OX1 2JD

Tel: 01865 280545 
Email: publications@admin.ox.ac.uk

www.ox.ac.uk/toolkit

Produced by the Public Affairs Directorate, July 2009


