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OUR BRAND 
PERSONALITY

We are young at 
heart, ambitious and 
curious. Individuals 
and communities 
are our focus.

We believe in building a brighter future. 
Whether transforming individuals, 
educating the future workforce 
or solving challenges through 
research, we approach everything 
with optimism, a fresh set of eyes, 
a professional sensibility and a drive 
to rapidly evolve and elevate.

As the University of the nation’s capital, 
we reflect the progressive, educated 
and welcoming environment of 
Canberra and the capital region. We are 
inclusive and approachable, confident 
in our abilities, and relate to different 
audiences by putting their interests first.

We are a leader, guide, collaborator 
and friend to those who wish to change 
themselves and the world around them 
for the benefit of their communities, 
their nations and humanity itself.
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These guidelines cover all external 
and internal communication elements 
of the University of Canberra’s brand. 
The elements establish an aesthetic identity 
and ‘tone of voice’ that are unique to 
UC and work to advance the University’s 
mission, strategic direction, competitive 
positioning and values.

When applying UC’s brand elements, 
please ensure you seek final approval from 
the Marketing Design Studio as per 
the UC Brand and Marketing Policy. 
The policy and procedure establish the 
protocols for the development, authorisation, 
use and protection of the University’s brand.

BRAND  
GUIDELINES

CONTACT MARKETING
Online requests for marketing services, 

including graphic design, and web and digital, 
can be made via the marketing page  

on the UC Staff Portal. 

For brand and design guidance 
and approval, please contact the 

Marketing Design Studio at  
design.request@canberra.edu.au

mailto:design.request%40canberra.edu.au?subject=
https://www.canberra.edu.au/Policies/PolicyProcedure/Index/1587
https://www.canberra.edu.au/myuc-s/business-units/DVC-and-VPFI/marketing
mailto:design.request%40canberra.edu.au?subject=


The brand mark is UC’s unique identifier and offers a 
visual representation of our core values and who we are 
at a glance. As such, the UC brand mark should always be 
the most consistent and visually recognisable component 
in all communications.

To protect UC’s unique brand look and feel, it’s important 
that brand rules and guidelines are adhered to at all times.

BRAND MARK



BRAND MARK
INLINE

FULL COLOUR
The full colour inline brand mark is our 
primary brand mark for all applications. 

REVERSE (WHITE)
When the full colour brand mark is unable 
to be used, the reverse (white) brand mark 
should be applied. For example:

• not enough contrast between 
the full colour brand mark and 
the background;

• applied on a dark background.

MONO
When the full colour brand mark is 
unable to be used, the mono brand mark 
should be used. For example: 

• not enough contrast between 
the brand mark and the background;

• applied on a light background.

INLINE | FULL COLOUR

INLINE | REVERSE (WHITE)

INLINE | MONO
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STACKED | MONO

BRAND MARK
STACKED

The stacked brand mark is to be used 
when space may be limited, or when 
it will appear more visually prominent 
than the inline version. For example, 
on social media or signage. 

All variations of the brand mark must follow 
the inline brand mark guidelines. 

Refer to Brand Mark: Inline for details.

STACKED | FULL COLOUR

STACKED | REVERSE (WHITE)
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BRAND MARK
EXTENDED

The extended brand mark can only be 
used in rare circumstances when the 
brand mark is to be placed in a narrow 
horizontal space. For example, on pens, 
lanyards or perimeter signage. 

The extended brand mark can only be 
applied under the guidance and approval 
of the Marketing Design Studio.

All variations of the brand mark follow 
the inline brand mark guidelines.

Refer to Brand Mark: Inline for details.

EXTENDED | FULL COLOUR

EXTENDED | REVERSE (WHITE)

EXTENDED | MONO
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BRAND MARK
BACKGROUNDS

PRIMARY

Full colour
The full colour inline brand mark is our 
primary brand mark for all applications. 

Solid colour 
For legibility, our brand mark must always 
have significant contrast to the background. 

This page illustrates the correct application of 
our brand mark on solid colour backgrounds. 

SECONDARY

Solid colour
In rare circumstances, it may be necessary to 
apply our brand mark in a colour other than 
white or black. This may occur in situations 
where our stakeholder brand colours or their 
merchandise do not align with traditional 
UC brand colours.

In these instances, please seek approval 
from the Marketing Design Studio.

Contact the Marketing Design Studio 
for design guidance and final approval.

PRIMARY | FULL COLOUR

PRIMARY | SOLID COLOUR

SECONDARY | SOLID COLOUR
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BRAND MARK
BACKGROUNDS

PHOTOGRAPHIC
For legibility, the brand mark must always 
have significant contrast and space 
applied to the background. 

This page illustrates the correct 
application of the brand mark on 
photographic backgrounds. 
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BRAND MARK
CLEAR SPACE AND  
MINIMUM SIZE

CLEAR SPACE
To preserve the integrity of our brand and 
avoid diminishing its impact, clear space, 
(where no other graphic elements or logos 
can be placed), around our brand mark 
should be applied.

This space is calculated based on the height 
of the text ‘Canberra’, represented by ‘X’.

When possible, apply more clear space 
than the minimum specified. 

MINIMUM SIZE
The brand mark should never be 
reproduced at a size smaller than the 
minimum width specified. 

The minimum size ensures appropriate 
reproduction and scale of the brand mark.

MiniMuM width

Print 25mm
Digital 100px 

MiniMuM width

Print 18mm
Digital 60px
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BRAND MARK
SIZE AND LAYOUT

SIZE
The brand mark size must always be 
in proportion to the design to which 
it is applied. 

The size of the brand mark is dependent 
on the context of the collateral and design. 
The following dimensions are guidelines 
for the ideal size of the brand mark to 
be applied.

A5  40mm wide 
A4  50mm wide 
A3  70mm wide 
DL  40mm wide

POSITION
Our brand mark is to be positioned 
in the top right or left of all collateral. 
Sufficient padding is required.

Only under the guidance of the 
Marketing Design Studio can our brand 
mark be placed in any other location. 

Contact the Marketing Design Studio 
for design guidance and final approval.
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BRAND MARK
APPLICATION

Our brand mark must be applied to 
all collateral. It must not be altered, 
scaled or modified in any way and 
should always be used in accordance 
with the brand guidelines.

To ensure the ongoing integrity of 
our brand, it is important that the 
University of Canberra brand mark 
is applied correctly. 

Our brand mark must be legible and 
without obstruction at all times. It should 
never be modified or recreated in any way. 

This page highlights some common 
incorrect usages. 

Contact the Marketing Design Studio 
for design guidance and final approval.

DO NOT – 
Alter the colour to a colour not specified in these guidelines

DO NOT – 
Add effects such as an outline, drop shadow or gradient 
to the brand mark

DO NOT – 
Change the position of the brand mark elements

DO NOT –  
Rotate or crop the brand mark

DO NOT – 
Use imagery inside the brand mark

DO NOT – 
Change the typeface used in the brand mark

DO NOT – 
Use elements of the brand mark in isolation

DO NOT – 
Distort the proportions of the brand mark

DO NOT – 
Use the brand mark on a complex or low-contrast background

University of Canberra
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BRAND LOCK UP

• Research institutes and centres,  
faculties and academic areas  
of the University.

• Subset of master brand mark
• Visually aligned

SUB BRANDS

• Entities considered part of the  
University master brand

• Independent logo
• Independent brand identity,  

linked to the master brand

PARTNERSHIPS

• Co-branded logo lock up
• UC master brand applied

BRAND 
ARCHITECTURE

Our brand architecture 
establishes how we categorise 
and brand our products, 
services, sub brands and 
partnerships under the UC 
master brand. 

This alignment strengthens the UC 
master brand and creates recognition and 
consistency, ensuring our audience can 
easily navigate our services.

When applying UC’s brand at all 
levels, please ensure you seek design 
guidance, and final approval from 
the Marketing Design Studio as per 
the UC Brand and Marketing Policy. 

The following table shows the 
University of Canberra brand 
architecture at time of publication. 

MASTER BRAND

NGUNNAWAL
CENTRE
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BRAND ARCHITECTURE

STACKED | FULL COLOUR

INLINE | FULL COLOUR
BRAND LOCK UPS

Brand lock ups align areas such as 
research institutes, faculties and 
academic areas of the University to 
the UC master brand visually. 

Please contact the Marketing Design 
Studio for the development of brand 
lock ups. All brand lock ups need to be 
approved by the Director of Marketing.

Refer to Brand Architecture: Brand 
lock up application for details.
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BRAND LOCK UP GUIDELINES

BRAND LOCK UP EXAMPLES

NGUNNAWAL
CENTRE

SUB BRAND 
NAME

SUB BRAND 
NAME

BRAND ARCHITECTURE
BRAND LOCK UP APPLICATION

Brand lock ups are applied to research 
centres and institutes, faculties and 
academic areas of the University. 
Brand lock ups are to follow the 
guidelines outlined on this page.

Brand lock up application:
• area name is set in Verlag, uppercase;
• area name is dark grey, consistent with 

the master brand text;
• aim for the area name to not exceed 

the width of the master brand mark, 
stack the name if necessary;

• aim for the area name to be set on  
two lines of text, otherwise one to three lines;

• if three lines is necessary, the dividing line 
should be extended to the height of the 
three lines for the stacked version. 

The University brand mark always appears 
first on the left (inline) or above (stacked). 
With a division line, the height of the two 
lines of text, placed equally between. 

Spacing and positioning follow the University 
brand mark minimum spacing guidelines. 

Contact the Marketing Design Studio 
for design guidance and final approval.

16UNIVERSITY OF CANBERRA BRAND GUIDELINES 2022 | BRAND MARK

mailto:design.request%40canberra.edu.au?subject=


UCX

UC SPORT

UC CAPITALS

BRAND ARCHITECTURE
SUB BRANDS

Our sub brands are entities that are 
considered part of the University 
master brand. 

UC sub brands have independent 
logos, and independent brand identities, 
which have links to the master brand. 
Therefore they follow their own 
brand guidelines. 

As per the UC Brand and 
Marketing Policy further brand 
amendments are not to be made 
without the endorsement of the 
Director of Marketing. 

Authorised UC sub brands include: 

• UCX: UCLifex, UCLivex, UCFitx, 
UCShopx and UCEventsx

• UC Sport: UC Stars, UC eSport
• UC Capitals

When applying UC’s brand at all 
levels, please ensure you seek design 
guidance, and final approval from 
the Marketing Design Studio.
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PARTNERSHIP EXAMPLE

PARTNER BRAND MARK

PARTNERSHIP LOCK UPBRAND ARCHITECTURE
PARTNERSHIPS

Under partnership arrangements, 
co‑branding must abide by the 
following guidelines.

The University of Canberra brand 
look and feel is to be applied to all 
partnership collateral.

The University brand mark always appears 
first on the left, and the partnership brand 
mark appears in equal proportion on the 
right. With a division line, the height of 
the University brand mark, placed equally 
in between. 

Spacing and positioning 
follow the University brand mark 
minimum spacing guidelines. 

All partnership brand arrangements need 
approval from the Director of Marketing. 
New partnership arrangements can be 
discussed with the Director of Marketing 
to develop bespoke brand partnership 
solutions, if required.

Contact the Marketing Design Studio 
for design guidance and final approval.
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BRAND  
TOOL KIT
The UC brand is comprised of many design elements 
specifically created to establish a unique identity 
for the University. 

This toolkit can be combined in a variety of ways to 
support our core ideals and marketing objectives – 
regardless of communication platform.



COLOUR

INDIGENOUS MOTIF INDIGENOUS ELEMENTS PHOTOGRAPHY

TYPOGRAPHY SHAPESBRAND TOOLKIT
OVERVIEW

The UC brand is comprised 
of many design elements 
to provide consistency 
and flexibility. 

The following pages detail how best 
to apply these components in order to 
maintain a consistent brand.

When applying UC’s brand 
elements, please ensure you seek 
guidance and final approval from 
the Marketing Design Studio. 

Aa
Aa

Aa
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COLOUR

Colour is one of the most 
recognisable aspects of any 
brand identity and, when 
used appropriately, helps 
ensure our communication 
reflects a cohesive and 
consistent message.

The UC personality is youthful, vibrant, 
bold and reflects our distinct and proactive 
approach to education, community, 
innovation, inclusion, and culture.

The UC colour palette has been created 
to capture the energy and authenticity 
of this progressive approach.

The University colour palette exists at 
two levels: primary and secondary. 

The following graph visualises 
the preferred amount of use for 
each colour across all University 
marketing material. The UC blue 
is our key colour, with limited use 
of the secondary colour palette. 

UC BLUE

GREEN

DARK TEAL

HALE NAVY

VERMILION

YELLOW

LIGHT BLUE

WHITE

PRIMARY

SECONDARY
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COLOUR
PRIMARY COLOUR PALETTE

The key colour in our primary colour 
palette is UC blue. This colour is 
supported by light blue, dark teal, 
hale navy, and white to create the 
primary colour palette.

Only the primary palette is to be used for 
corporate collateral. These primary colours 
are supported by the secondary palette 
for marketing material. 

These colours are to be used for text 
headings or as solid colours. 

In rare cases, tints of the primary 
colours may be necessary at the 
designer's discretion. For example, 
when designing graphs aim to limit tints 
to 75%, 50% and 25%. Please contact the 
Marketing Design Studio for approval. 

UC BLUE 77, 12, 12, 0

CMYK

639C COATED
639U UNCOATED

PANTONE

0, 154, 188
#009ABC

RGB / HEXSIGNAGE VINYL

AVERY 709-01  
EURO BLUE

SIGNAGE PAINT

DULUX  
DELOS BLUE

DARK GREY 0, 0, 0, 90 COOL GRAY 11 COATED

BLACK 6 UNCOATED

65, 64, 66
#414042

AVERY 962 
STORM GREY

DULUX  
CHARCOAL 
FUSION

DARK TEAL

HALE NAVY

LIGHT BLUE

100, 17, 10, 36

76, 63, 40, 30

40, 0, 10, 0

7706C COATED
308U UNCOATED

2378C COATED
289U UNCOATED

297C COATED
297U UNCOATED

0, 108, 145
#006C91

65, 77, 97
#414D61

146, 214, 227 
#92D6E3

AVERY 733 
BLUE

ARLON 
MIDNIGHT 
BLUE 65

AVERY 732 
LIGHT BLUE

WHITE 0, 0, 0, 0 255, 255, 255
#FFFFFF

DULUX  
BLUE LEAGUE

DULUX  
BREAKAWAY 
BLUE

DULUX 
WASHED BLUE

DARK GREY
Dark grey (90% black) is applied to 
our brand mark. Otherwise, this should only 
be applied to text. This colour is not to be 
applied to our brand shapes. 

22UNIVERSITY OF CANBERRA BRAND GUIDELINES 2022 | BRAND TOOL KIT

mailto:design.request%40canberra.edu.au?subject=


COLOUR
SECONDARY COLOUR PALETTE

The secondary colour palette should 
be applied in a limited manner, 
to highlight and add a youthful feel 
to more student‑facing collateral. 

Our student-focused branding utilises the 
primary palette as well as pops of colour 
from the secondary palette. This palette 
is predominantly used for shapes.

The secondary palette complements 
the primary palette. Only one secondary 
colour should be applied with the 
primary palette. Secondary colours 
should not be used together on  
one page.

Refer to Brand Application and 
Colour Application for visual 
examples of colour use. 

YELLOW

VERMILION

GREEN

0, 20, 90, 0

0, 78, 60, 0

80, 10, 45, 0

121C COATED
114U UNCOATED

2345C COATED
1785U UNCOATED

326C COATED
325U UNCOATED

255, 204, 50
#FFCC32

241, 95, 92
#F15F5C

0, 167, 157
#00A79D

N/A

N/A

N/A

DULUX 
EXPLODING 
STAR

DULUX  
TANGO

DULUX  
MINERAL GREEN

CMYK PANTONE RGB / HEXSIGNAGE VINYL SIGNAGE PAINT
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CORPORATE | EXAMPLE 1

EXAMPLE 1 EXAMPLE 2 EXAMPLE 3

Example of a colour combination using two primary colours 
with a white background.

Example of a colour combination using one primary colour 
and one secondary colour. 

Example of a colour combination using two primary colours.

Example of a colour combination using two primary colours, 
one secondary colour, with a white background.

Example of a colour combination using three primary colours 
with a white background.

Example of a colour combination using two primary colours 
and two secondary colours. The ratio of secondary colours 
should be limited. The use of two secondary colours is rare.

CORPORATE | EXAMPLE 2 CORPORATE | EXAMPLE 3COLOUR
APPLICATION

When choosing colour combinations, 
keep in mind:

• UC blue is our key colour;
• the primary palette needs to take priority;
• the secondary palette is to be used in a 

limited manner, to add a pop of colour.

CORPORATE
Only the primary colour palette can be used 
for corporate materials. Generous amounts 
of white space are ideal.

CORE
Secondary colours can be added to 
the primary colour palette for broader 
brand application and student-focused 
communication, such as marketing 
collateral and campaigns.

The secondary colours should be applied 
in a limited manner. For example, only one 
on a page. 
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TYPOGRAPHY

Typography is a powerful 
brand tool that can be used 
to enhance ‘tone of voice’ 
while adding visual depth 
and meaning.

The UC brand utilises a variety of typefaces 
to present a consistent look across all 
our communications.

These typefaces are flexible enough to 
be used in a wide range of applications.
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DIGITAL Lato
ABCDEFGHIJKLMNOPQRSTVWXYZ

abcdefghijklmnopqrstuvwxyz 0123456789

VERLAG
ABCDEFGHIJKLMNOPQRSTVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789

PRIMARY

SECONDARY Zooja Pro Regular
ABCDEFGHIJKLMNOPQRSTVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789

SECONDARY Georgia
ABCDEFGHIJKLMNOPQRSTVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789

IN-HOUSE Calibri
ABCDEFGHIJKLMNOPQRSTVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789



TYPOGRAPHY
PRIMARY TYPEFACE

VERLAG
Verlag is our primary typeface. It is used 
for our brand mark and the majority of 
collateral. Verlag is a versatile, bold and 
highly functional sans-serif typeface which 
reflects the confident nature of our brand.

Verlag should be applied to:
• headings, primarily set in capitals;
• body copy;
• graphs and diagrams;
• styled quote marks.

Preferred weights of Verlag are:
• Verlag Black for headings, 

primarily set in capitals;
• Verlag Book and bold for headings;
• Verlag Light for body copy;
• Verlag Book for body copy when 

white text is reversed out of a block 
of colour for legibility;

• italics can be used in text when necessary.

VERLAG LICENCE
Verlag is a licensed font. UC staff or 
external providers responsible for producing 
designed communication materials may 
purchase Verlag.

Verlag Light 
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz

0123456789!@#$%^&*()_+<>?/

Verlag Book
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

Verlag Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

VERLAG BLACK
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789!@#$%^&*()_+<>?/

PRIMARY

EXAMPLE TEXT

HEADING 1
HEADING 2 
HEADING 3 
HEADING 4 

Heading 5 
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r
s
n
l

r
s
n
l

Zooja Pro Regular 
ABCDEFGHIJKLNOPQRSTVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

TYPOGRAPHY
SECONDARY TYPEFACE

ZOOJA PRO
Zooja Pro is a secondary typeface that 
adds personality and offers a more 
conversational tone. Zooja Pro is used 
predominantly for student-focused 
collateral. Zooja Pro should not be 
applied to corporate collateral.

We recommend Zooja Pro is used 
only in a limited manner in the 
following situations: 

• short headings;
• highlighting keywords.

Zooja Pro should be enlarged to enhance 
its presence and establish it as a vital 
component of the overall message.

Note: legibility issues have been 
identified with some Zooja Pro 
lowercase characters.  Please replace 'r', 
's', and characters that appear last with a 
long tail such as 'n' and 'l'. Use replacement 
characters found in glyphs.

ZOOJA PRO LICENCE
Zooja Pro is a licensed font. UC staff or 
external providers responsible for producing 
designed communication materials may 
purchase Zooja Pro or activate here, 
with an Adobe subscription. 

SECONDARY GLYPHS

EXAMPLE TEXT

Arts and
Design

REPLACE – 
For legibility reasons, please replace Zooja Pro lowercase 'r', 
's' and characters with a long tail such as 'n' and 'l'. 
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TYPOGRAPHY
SECONDARY TYPEFACE

GEORGIA
Georgia is a secondary typeface, 
adding sophistication and an elegant 
aesthetic to the University of Canberra 
brand, as a tertiary educational institute.

Georgia is only used in sentence, title and 
lowercase. It is never applied in capitals.

Georgia is to be used in a limited manner 
and should be applied to: 
• quotes;
• intro paragraphs;
• sub-headings.

GEORGIA LICENCE
Georgia is a system font and is free and 
available on all computers.

Georgia Regular 
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

Georgia Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

Georgia Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

Georgia Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

Quote. Lorem ipsum 
dolor sit amet.

‘‘Quote. Lorem ipsum 
dolor sit amet...’’

SECONDARY

EXAMPLE TEXT
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TYPOGRAPHY
IN-HOUSE TYPEFACE

CALIBRI
When Verlag is not available, 
Calibri should be used. 

Calibri is used for all internal 
template documents such as:

• letterheads;
• email signatures;
• reports;
• presentations.

Calibri is used in the same manner 
as Verlag, for:
• headings, primarily set in all caps;
• body copy.

Preferred weights of Calibri are:
• Calibri Regular for body copy;
• Calibri Bold for headings;
• italics can be used in text when necessary.

CALIBRI LICENCE
Calibri is a system font and is free and 
available on all computers.

Calibri Light 
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

Calibri Regular 
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

Calibri Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ  
abcdefghijklmnopqrstuvwxyz
0123456789!@#$%^&*()_+<>?/

IN-HOUSE
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TYPOGRAPHY
DIGITAL TYPEFACE

LATO
Lato is our primary typeface for our website 
body copy, links and buttons. It is an open 
source font with a soft appearance, making it 
highly accessible and versatile.

Lato should be applied online to:
• body copy  

(regular and bold, 16px, weight 400);
• buttons (16px, weight 700);
• quotes (24px, weight 700); and 
• forms. 

Note: Verlag is applied to headings (h1-3). 

LATO LICENCE
Lato is a free open source Google Font. 
UC staff or external providers responsible 
for digital marketing may access Lato for 
free via Google Fonts here. 

Lato is recommended as a free font 
on Canva.
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Lato Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ  

abcdefghijklmnopqrstuvwxyz

0123456789!@#$%^&*()_+<>?/

Lato Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ  

abcdefghijklmnopqrstuvwxyz

0123456789!@#$%^&*()_+<>?/

Lato Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ  

abcdefghijklmnopqrstuvwxyz

0123456789!@#$%^&*()_+<>?/

Lato Black

ABCDEFGHIJKLMNOPQRSTUVWXYZ  

abcdefghijklmnopqrstuvwxyz

0123456789!@#$%^&*()_+<>?/

DIGITAL

https://www.myfonts.com/licenses?type=sku&id=667167&cl=false


WHITE TEXT UC BLUE TEXT DARK GREY LIGHT BLUE TEXT DARK TEAL TEXT HALE NAVY TEXT

UC BLUE HEADING TEXT
Sub heading text n/a n/a n/a n/a n/a

WHITE n/a
HEADING TEXT
Sub heading text

Sub heading text 
Body copy n/a

HEADING TEXT 
Sub heading text 

Body copy

HEADING TEXT 
Sub heading text 

Body copy

DARK GREY n/a n/a n/a n/a n/a n/a

LIGHT BLUE n/a n/a
HEADING TEXT
Sub heading text

Body copy
n/a HEADING TEXT 

Sub heading text
HEADING TEXT 
Sub heading text

DARK TEAL
HEADING TEXT
Sub heading text 

Body copy
n/a n/a HEADING TEXT

Sub heading text n/a n/a

NAVY
HEADING TEXT
Sub heading text 

Body copy
n/a n/a HEADING TEXT

Sub heading text n/a n/a

GREEN

Secondary colours are not applicable for text application.YELLOW

TYPOGRAPHY
TYPE AND COLOUR – PRINT

For legibility, the text must always have 
a significant contrast to the background. 

This page illustrates correct colour 
text combinations for legibility and 
brand consistency.

HEADINGS AND SUB HEADINGS
Only the primary colour palette should be 
used for headings. 

BODY COPY
Only dark grey (90% black) or white, 
reversed from primary colours should be 
used for body copy.

When body copy is reversed from a 
coloured background, Verlag Book rather 
than Light should be applied to ensure 
text is legible.

Body copy should be set at 9pt with 
13pt leading. 

Refer to Brand Application for 
examples of typography application.
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SHAPES

Created from the positive 
and negative space within 
the UC brand mark and 
typography elements, the 
shapes create a visual 
connection between our 
brand mark and expression.

These shapes can be used in a variety 
of ways to create unique and visually 
interesting executions, while still retaining 
brand identity and consistency.

These elements should be applied 
thoughtfully to create interest 
and enhance our storytelling.

Refer to Brand Application and 
Shape Application for visual examples 
of the application of our shapes.

32UNIVERSITY OF CANBERRA BRAND GUIDELINES 2022 | BRAND TOOL KIT



SHAPES
APPLICATION

It is preferable our brand shapes are used 
large, and cropped in an abstract manner. 

It is preferable that only one or two shapes 
are used on one piece of collateral. In rare 
circumstances, three is most effective. In the 
case of a publication, all shapes may be used 
throughout, but only one to two per spread.

These shapes are most commonly applied in 
block colour using our palette, but can also 
be used to hold images. 

INCORRECT USAGE
While the graphic elements can be used in a 
variety of ways, care must be taken to avoid 
incorrect usage for a consistent brand. 

Refer to Brand Application for visual 
examples of the application of our shapes.

DO NOT – 
Apply the graphic elements so they resemble 'confetti'.

DO NOT – 
Apply the 'C' shape on any other angle.

DO NOT – 
Apply the graphic elements as a pattern or texture.

DO NOT – 
Split the shapes into separate shapes.

DO NOT – 
Use this shape vertically.

DO NOT – 
Apply the 'U' shape on any other angle.

DO NOT – 
Apply a stroke or any effects to the shapes.

DO NOT – 
Repeat and overlap many shapes.

DO NOT – 
Distort the proportions of the shapes.
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INDIGENOUS 
DESIGN

The Indigenous design is the 
very essence of the University 
of Canberra brand and a sign 
of respect for the Ngunnawal 
community on whose land 
the Bruce campus stands.

Canberra means 'meeting place' in the 
Ngunnawal language, and UC is a close 
community with a shared vision of inclusion, 
where Aboriginal and the Torres Strait 
Islander cultures are celebrated and 
people from all walks of life are welcome.

The Indigenous design is a framework for 
a University-wide approach to Closing the 
Gap between Aboriginal and Torres Strait 
Islander peoples and other Australians. 

Only the Marketing Design Studio 
has access to the Indigenous motif 
and individual elements to ensure 
the integrity of the design. 

To incorporate the Indigenous design 
into collateral, please complete 
the Design request form on the 
UC Staff Portal or contact the 
Marketing Design Studio. 

INDIGENOUS MOTIF INDIGENOUS ELEMENTS
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INDIGENOUS MOTIF
APPLICATION

The Indigenous motif is reserved for 
communication that represents the whole 
of the University, corporate collateral, 
and the Ngunnawal Centre.

Other areas of the University have the 
individual elements available to use. 

The motif should be applied:
• in the primary colour palette;
• in 90 degree increments;
• in full, or can be cropped and scaled to 

any desired area;
• most often in full opacity, but can be 

applied with an opacity down to 50% on 
the same colour background if required.

In rare cases, a different angle or subtle 
gradient may be applied at the designer's 
discretion. For example, a subtle gradient 
can be applied to the 'culture and respect' 
element for text legibility. Refer to 
Motif example 2 for a visual example. 

Refer to Brand Application for visual 
examples of the application of our 
Indigenous motif and elements.

PRIMARY COLOURS AND 90 DEGREE ROTATIONS

VARIOUS CROPS AND 50-100% OPACITY
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DIVERSITY

DIVERSITY
By building better relationships, there is an 
opportunity to form a diverse community, 
everyone bringing unique input and allowing 
for strength in diversity to support our 
foundations of trust, culture and respect.

CULTURE AND RESPECT

CULTURE AND RESPECT
Acknowledging our past and identifying 
a more inclusive future built on the 
foundations of culture and respect.

TRUST

TRUST
Trust is the turn-key for change, allowing better 
and more open relationships to form and build 
throughout the process.

INNOVATION

INNOVATION
It is through diverse collaboration that we are 
able to think innovatively and allow ourselves 
to push boundaries to re-establish what we 
consider core business.

COLLABORATION AND UNITY

COLLABORATION AND UNITY
Diversity is at the heart of collaboration, 
bringing unique perspectives and the 
opportunity to build a united future.

THINKING DIFFERENTLY AND 
EMBEDDING CULTURE

THINKING DIFFERENTLY AND 
EMBEDDING CULTURE
We differentiate the University by thinking 
innovatively, and embed culture at the heart 
of our core business.

THE FUTURE

THE FUTURE
This symbol strengthens our position as leaders 
in innovation with respect and inclusiveness 
framing every step into our future as a university, 
and as humans.

All areas of the University have the 
individual elements available to use.

The objective of the communication 
should align as closely to the 
meaning of the element as possible. 
For example, for an innovation lecture 
series, the 'innovation' or 'thinking' 
element would be most suitable, 
capturing the symbolism of the elements.

INDIGENOUS ELEMENTS
MEANING
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All areas of the University have the 
individual elements available to use. 

However, only the Marketing Design Studio 
has access to the individual elements to 
ensure the integrity of the design. 

The elements should be applied:
• cropped within a brand shape or in their 

organic form; 
• one element per page;
• primarily as white in various opacities 

on brand colours except for UC blue 
and dark teal (recommended 15–50%) 
(Refer to element example 1); 

• in primary brand colours on white (Refer to 
element example 2), or on a different 
primary brand colour. For example, 
light blue on white background, or 
UC blue on light blue background 
(Refer to element example 3). 

In rare cases, different colour combinations or 
opacities may be necessary at the designer's 
discretion. For example, a light blue element 
applied at a low opacity on UC blue so it is 
visually balanced with text.

Refer to Brand Application for visual 
examples of the application of our 
Indigenous motif and elements.

INDIGENOUS ELEMENTS
APPLICATION

WHITE ELEMENTS IN VARIOUS OPACITIES ON A PRIMARY OR SECONDARY BRAND COLOUR (RECOMMENDED 15-50%);

PRIMARY COLOUR ELEMENT ON A PRIMARY BRAND COLOUR BRAND SHAPE

ELEMENTS IN THEIR ORGANIC FORM ON WHITE

Note: It is recommended that white is not applied to UC blue and dark teal. 

Note: Elements are not to be used in secondary brand colours.
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Light Blue element applied on white background at 15% .  
Note: Do not place element behind text unless it is 15% or 
below and doesn't affect text legibility.  

ELEMENT EXAMPLE 2

STUDENT 
SUPPORT

MOTIF EXAMPLE 1 MOTIF EXAMPLE 2 ELEMENT EXAMPLE 1

ELEMENT EXAMPLE 4

Full motif placed into a brand shape. Full motif placed into background, subtle gradient on the 
'culture and respect' element for text legibility.

One white element in one brand shape at 75%.

UC Blue element applied onto photography at 75% opacity.UC Blue element applied in background  
at 50% opacity applied on Light Blue.

ELEMENT EXAMPLE 3

When applying the Indigenous motif, 
keep in mind:
• it should be applied in 90 degree 

increments;
• it can be cropped;
• text legibility is important.

When applying the Indigenous elements, 
keep in mind:
• elements should not be used in or on the 

secondary colour palette;
• various opacities can be utilised for 

legibility and balance of design;

• text legibility is important.

Refer to Brand Application for visual 
examples of the application of our 
Indigenous motif and elements.

INDIGENOUS DESIGN
APPLICATION

Ngunnawal Centre
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DO NOT – 
Use multiple elements on one page and repeat and/or 
overlap elements.

INDIGENOUS DESIGN
APPLICATION

INCORRECT USAGE
While the Indigenous design can be used in 
a variety of ways, care must be taken to avoid 
incorrect usage, for a consistent brand and the 
most effective communication. 

Refer to Brand Application for visual 
examples of the application of our 
Indigenous motif and elements.

DO NOT – 
Apply the elements in a colour that is not the primary 
colour palette.

DO NOT – 
Apply the elements in any colour other than white 
(low opacity) over a secondary colour.

DO NOT – 
Split the elements into separate shapes or colours.

DO NOT – 
Apply a stroke or any effects to the elements.

DO NOT – 
Distort the proportions of the elements.

DO NOT – 
Make new brand shapes from the elements.

DO NOT – 
Overlap the elements with text or other elements.

STUDENT 
SUPPORT

DO NOT – 
Apply the elements as a pattern or in a repetitive format.
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PHOTOGRAPHY

Our photography captures 
the essence of the University. 
It expresses who we 
are and what we value, 
in ways that words can’t.

Our photography aims to capture the true 
character of the University, through our 
people and our campus environment. 

Like all elements of our brand, 
our photography should reinforce  
our brand essence. Our colour palette should 
be considered, and often photography is 
taken from various distinctive angles. 

The composition should be spacious for 
flexible layouts in various design collateral. 
Images are well-lit, models are in natural poses. 
Where possible, the imagery tells a story.

The following pages provide more 
detail on our photography style. 
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PHOTOGRAPHY
STUDIO PORTRAITS

Our studio portrait photography 
showcases our diverse and dynamic 
community through portraiture of our 
students, alumni and staff. 

It is candid, capturing the raw personality 
of our people, and conveying a friendly 
and welcoming atmosphere.

Our models should be photogenic – 
comfortable to be themselves in front of 
the camera, confident and enthusiastic. 

Studio portraits include models on their own 
and with brand shapes. 

When deep etched, the studio portrait 
photography interacts well with our 
shapes to create bold layouts.

Images from the UC image library 
may be sought by contacting the 
Marketing Design Studio.

Refer to Brand Application for visual 
examples of how our studio portrait 
photography is applied.

Art direction:
• studio environment;
• well-lit, even lighting;
• subtle directional lighting can be used for 

hero images or for conceptual reasons;
• spacious cropping for flexibility of use in 

various design layouts;
• capture the personality of the model

 – shoot models in various natural poses
 – the model facing different angles;

• models should wear unbranded, 
plain clothes that preferably feature our 
brand colour palette. However, this 
should not hinder their natural style. 

Please ensure a University of Canberra 
release form is signed by the model for 
use in University collateral. 
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PHOTOGRAPHY
IN-SITUATION PORTRAITS

Our in‑situation (in‑situ) portrait 
photography captures our students, 
alumni and staff in the moment and 
in their natural environment. 

The imagery is candid, capturing a story in 
one frame – what the model is passionate 
about, and what makes them who they are.

This imagery is engaging, embracing the 
lifestyle of our University and conveying the 
friendly and welcoming atmosphere. 

Our models should be photogenic – 
comfortable to be themselves in front of 
the camera, confident and enthusiastic. 
They have also been chosen for 
their achievements and stories. 

Images from the UC image library 
may be sought by contacting the 
Marketing Design Studio.

Refer to Brand Application for visual 
examples of how our in situ portrait 
photography is applied.

Art direction:
• natural in-situ environment;
• well-lit, even natural lighting;
• subtle directional lighting can be used for 

hero images or for conceptual reasons;
• spacious cropping for flexibility 

of use in various design layouts 
e.g. providing space for typography;

• capture the personality of the model
 – shoot models in various natural poses
 – models facing different angles, 

engaging in activity and looking 
to camera;

 – when shooting groups, variation of 
people should be considered, and 
avoid people standing in a line;

• models should wear unbranded, 
plain clothes that preferably feature our 
brand colour palette. However, this 
should not hinder their natural style. 

Please ensure a University of Canberra 
release form is signed by the model for 
use in University collateral. 
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PHOTOGRAPHY
CAMPUS LIFE

Our campus life photography showcases 
the lifestyle, facilities and unique 
environment of the University.

Our campus life photography should 
be well-lit, showcasing the natural 
environment and the architecture 
of our campus. 

It is preferred that photography features 
people within the University architecture 
and natural bush environment. 

People should be shot following our 
portrait photography guidelines on the 
previous page. In natural poses, most 
often not looking to camera, and engaging 
in an activity. Please avoid standing 
people in a line, and promote the use 
of depth-of-field.

Images from the UC image library 
may be sought by contacting the 
Marketing Design Studio.

Refer to Brand Application for 
visual examples of how our campus 
photography is applied.

Art direction:
• natural indoor or outdoor environment 

focusing on the lifestyle and facilities 
of our University;

• well-lit, even lighting;
• spacious cropping for flexibility 

of use in various design layouts 
e.g. providing space for typography;

• models
 – shoot models in various natural poses
 – models facing different angles, 

engaging in activity and looking 
to camera

 – when shooting groups, variation of 
people should be considered, and 
avoid people standing in a line;

• models should wear unbranded, 
plain clothes that preferably feature our 
brand colour palette. However, this 
should not hinder their natural style. 

Please ensure a University of Canberra 
release form is signed by the model for 
use in University collateral. 
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PHOTOGRAPHY
PERSPECTIVES

A strong concept in the art direction of 
our photography is to consider different 
perspectives and angles. 

Different perspectives may include 
aerial views or high and low angles. 
This photography style aligns with our 
brand essence and expression. It represents 
the point-of-view of our diverse and 
dynamic community and bold and 
progressive University lifestyle. 

Images should consider our colour palette 
or can be edited in post-production to 
incorporate our brand colour palette 
in a subtle manner. For example, 
the sunset image of Canberra incorporates 
the light blue, yellow and dark teal from 
our colour palette.

Images from the UC image library 
may be sought by contacting the 
Marketing Design Studio.
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PHOTOGRAPHY
IMAGE TREATMENT

It is recommended that photography 
is applied in full colour. 

However, in some circumstances, it may 
be necessary to apply photographic 
treatments. For example, when images for 
a publication have various photographers 
and have a disparate feel, the design 
may be more effective if images have 
a consistent treatment. 

A duotone gradient mask can be applied 
in our primary colour palette to maintain a 
consistent look and feel. 

Gradient masks should be subtle. It is 
preferred that tints of the same colour 
are applied to create this effect. 

Only under the guidance and approval 
of the Marketing Design Studio can 
photography treatments be applied.

Contact the Marketing Design Studio 
for design guidance and final approval.
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To ensure all University material has consistent page layout 
and typesetting, the following guidelines should be applied.

PAGE 
ARCHITECTURE



PAGE ARCHITECTURE
TYPOGRAPHIC HIERARCHY

This framework, based on an A4 
layout, should be used as a guide 
when typesetting documents. 

HEADINGS 
Headings are most commonly set 
in uppercase Verlag. Headings should use 
the primary colour palette. Full stops should 
not be applied.

BODY COPY
The default body copy is Verlag Light. 
When body copy is reversed, Verlag Book 
should be applied.

For legibility reasons, it is recommended 
that body copy should be a minimum of 
9pt on 13pt leading. 

Body copy is set in sentence case. Emphasis can 
be applied with bold or italic formatting.

LEADING
It is recommended that leading is set at 4pts 
above the font size. Headings and quotes are 
applied with leading set at 6pts above the 
font size. 

HEADING 1
Introductory paragraph 
Georgia Bold 10/14.

Body copy set Verlag light 9/13pt. 

HEADING 2 
HEADING 3 
HEADING 4 

Heading 5 

canberra.edu.au

t 0123 456 789
e example@canberra.edu.au

University of Canberra ACT 2601 Australia

HEADING 1
Font: Verlag Black, all caps, 50pt/54pt | tracking: 20
Colour: UC blue is preferred

INTRODUCTORY PARAGRAPH
Font: Georgia Bold, 10pt/14pt | tracking: 20
Colour: UC blue and dark grey are preferred

URL
Font: Verlag Bold, lowercase | tracking: 20
Colour: UC dark teal or dark grey is preferred

BODY COPY
Font: Verlag Light, 9pt/13pt
Colour: dark grey (90% black)

HEADING 2
Font: Verlag Bold, all caps, 22pt/26pt | tracking: 20
Colour: UC blue is preferred

HEADING 3
Font: Verlag Bold, all caps, 11pt/15pt | tracking: 20
Colour: UC blue is preferred

HEADING 4
Font: Verlag Bold, all caps, 9pt/13pt | tracking: 20
Colour: UC blue and dark grey are preferred

HEADING 5
Font: Verlag Bold, 9pt/13pt | tracking: 20
Colour: dark grey is preferred
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PAGE ARCHITECTURE
TYPESETTING 

To ensure all University material has 
consistent  typesetting the following 
guidelines should be applied. 

AMPERSANDS
Ampersands should not be used in written copy. 
An exception is made for common expressions 
and company names that use an ampersand, 
such as Q&A and Ernst & Young. 

DASHES
There are two types of dashes used by the 
University of Canberra: the hyphen (-), 
and the en dash (–).

Hyphens
A hyphen indicates an association between 
two words and is used to avoid confusion 
or mispronunciation. Hyphens are not spaced.

Compounds that are made up of an adjective 
and a verb participle should be hyphenated. 
For example, ‘policy-making’. However, adverbs 
ending in ‘-ly’ shouldn’t be hyphenated, for 
example: ‘easily understood research’. 

Hyphens are also useful to clarify meaning. 
For example, the words ‘teacher’ and ‘student’ 
are linked to create a single term, with each 
word retaining its identity: Positive teacher-student 
relationships are vital to learning. 

En‑dash
The en-dash is used to indicate a range 
of values, such as a span of time or numbers 
(similar to using the words 'to' and 'from'). 
For example, 9am–4pm, Monday–Friday 
or Years 10–12. 

DATE AND TIME

Date
Dates should be written with the day as a 
numeral, followed by the month as a word, 
followed by the year in numerals. For example, 
10 January 2019. 

Don’t use the abbreviations ‘st’, ‘nd’, ‘rd’, ‘th’ or 
the word ‘of ’. Don’t numerically write the entire 
date. For example 17/8/2010.

Time
When writing time, don’t mix the 24-hour clock 
with ‘am’ and ‘pm’. A space should be inserted 
between the number and the ‘am’ or ‘pm’. 
For example, 7pm not 19.00pm. 

Use a full stop rather than a colon when 
separating hours and minutes. For example, 
10.30am not 10:30am. 

When time spans between am and pm both 
should be used, when time spans between one 
or the other, it is not necessary to include both. 
For example, 10.30am–4.30pm or 10.30–11.30am 
not 10.30am–11.30am. 

Number punctuation
Numbers up to 999 should be written without 
spaces or commas. A comma should only 
be used in figures made up of four or more 
numbers. A space should not be used in place 
of a comma. For example, 
1,000 not 1000 
10,000 not 10000 
100,000 not 100 000 or 100000

Numbers in the millions, billions or trillions 
should be written as a word. Depending on 
whether they’re below or above 10, they should 
be written as a combination of words and 
numerals. For example: 
20 million 
Five billion 

QUOTATION MARKS
Double quotation marks should be used 
in almost all instances. Single quotation 
marks should only be used to signify a quote 
within a quote, for example: “Students felt 
‘significant pressure’ to complete their course,” 
said Professor Black.

The use of double quotation marks may be 
appropriate for design reasons, such as a 
pull out quote. 

HYPERLINKS 
Links to websites should be written in 
full without the extension http://www 
unless it is a secure website and the use 
of https:// www is required. For example, 
canberra.edu.au

Long hyperlinks should be replaced with a 
vanity URL which is a shortened version that is 
easier to remember, use and share. For example, 
from: https://www.canberra.edu.au/future‑
students/life‑at‑uc/accommodation

to: canberra.edu.au/accommodation

A vanity URL request can be made to the 
Web Team via the marketing requests page 
on the UC Staff Portal. 

NUMBERS
Numbers between zero and nine should be 
written as a word. From 10 upwards, numbers 
should be written as numerals. All numbers 
starting a sentence should be written as a word 
(e.g. Ten students graduated with 10 degrees). 

Numbers in text are to remain in lowercase. 
Numbers that appear as codes should 
be formatted as uppercase. For example, 
CRICOS code, job number and room numbers. 
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BRAND 
APPLICATION
To demonstrate how UC brand elements work to create 
a consistently recognisable brand, we have included a variety 
of examples. Examples vary depending on the individual 
target audiences and marketing objectives.



TEMPLATES
CORPORATE STATIONERY

BUSINESS CARDS
Business cards are available to all staff by 
ordering stationery and office supplies 
through the UC Staff Portal. 

Please contact the WINC team at 
customerservice@winc.com.au with any 
queries or the Marketing Design Studio 
for a bespoke design request.
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POSTAGE 
PAID  

AUSTRALIA

University of Canberra  
11 Kirinari Street, Bruce, ACT 2617 Australia 
canberra.edu.auPOSTAGE 

PAID  
AUSTRALIA

University of Canberra  
11 Kirinari Street, Bruce, ACT 2617 Australia 
canberra.edu.au

<<ADDRESSEE>>
<<ADDRESS LINE 1>>  
<<ADDRESS LINE 2>> 
<<SUBURB>> <<STATE>> <<POSTCODE>>

POSTAGE 
PAID  

AUSTRALIA

UC Foundation | University of Canberra  
11 Kirinari Street, Bruce, ACT 2617 Australia 
canberra.edu.au/foundation

DL envelope with window

Foundation DL envelope

C4 envelope

TEMPLATES
CORPORATE STATIONERY

ENVELOPES
Envelopes are available to all staff by 
ordering stationery and office supplies 
through the UC Staff Portal. 

Envelope sizes available include:  
DL, B4, C4, C5 and C6. 

Please contact the WINC team at 
customerservice@winc.com.au with any 
queries or the Marketing Design Studio 
for a bespoke design request.
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TEMPLATES
CORPORATE STATIONERY

LETTERHEAD
Templates for various in‑house 
documents, such as letterheads, 
are available to all staff.

These letterheads are available in Word. 
Please find these templates on the  
UC Staff Portal.

If you are uncertain about how to 
use this template, please contact the 
Marketing Design Studio for guidance. 

00 Month 2018 

Dear Name Surname. 

Ibus, taberunum ad nosul virmihiculis hoculiumus obus sensus. modii patios visseniquem munte nes ompere medenda 
mquis. Igilicaet patil huctore no. Mula ducondero mil vicaedo, molut vidi faciena tanducibus locchuc eperus. O tus facem 
in sedes vid alicierit. Lemurae in viussideatus re cum nimorae omnes is. Scibultorum, C. Vivesina, turnitam pertatientim 
patqua auctus consiss upienat, quost vit, num urnisse nticid forum perissuam nores et publius, isquodi, que ine tum 
audees perferiorem aus. Muliberfit; nox morum qui tastiam ompraed inato nortus cotia de omaximaximil vis veriu iam 
ununinatrit vit aus, qui pricia mus abus ocam interun termanum. Rem estiori intimmodium catursu larbisto hac medem 
potis, es et? Ates consula in diusper etiurs ditis. Temporrundia si auda voluptatem facium fuga.  

Architatem aut omnis maximus dolessim que veliquas vitioriae non commolo ribus, verum ium abore parchillit minctatem 
non nis il inctem verro bera cum dictem litiunt laboreperro et ex enti de pero iligendebit acea voloremped expel in ent, 
nectur, nos rest aut iur, eiunt verum simperro beatint doluptis natia nonsequi di to ipicia vit fuga. Molles plaboremquis 
endessi taecabo rrorum qui sus sum estrum cum ilictus ditat lamet dio inctiat uribus qui ratiat volorunt am est, tendita il 
incid miliscit utem que ducia cor simagna turitia serit eaquod qui cone sequos illesed essequatem volupti non rescillo 
velita estemqu ossequi apidest ut peditibus des sersper chicae dunti di officid elessint aut porerrum facestium id eumenih 
ilitiur? 

Atemqua tasperi voluptas que ne sum, ut facest facepud itaquatur maionseque ad mossum fugiant ratqui doloris esectae 
ptatus del min reici que landit qui remporeperio optas eaquae deliqui dicipsam sed que quia netur? Os sit que nem 
excerum quas sincill uptatet utempor atibus ius. Ficae offic tesse nobisqu aeperchit utem.  

Epe eos asitas sunt et hic totasi bla de la dolupit, omniant, non re eaque volorrovid ut lab inciis et inum raturioria et 
quidus maximeni blacidunt eaquidu cientium con cum eici inti natum culparum qui con? 

Kind regards, 

[Insert e-signature] 

Name Surname 

Name Surname 
Address Line 1 
Address Line 2 
Address Line 3 

2022
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HEADING 1 / 
DOCUMENT 
TITLE

Heading 2 /  
Intro text
• Ipsus aut faceatur

• Dant magnatiumqui resse raes

• Ma sinullabore nos est

Heading 3
Optatatus maion ere, sit velibus molorio vendi re-
cesciis nem lab inveribusant que doluptu sanihil ius

Extra details. Os repudis as autenis sundiatquiae

canberra.edu.au

HEADING 1 / 
DOCUMENT 
TITLE

Heading 2 /  
Intro text
• Ipsus aut faceatur

• Dant magnatiumqui resse raes

• Ma sinullabore nos est

Heading 3
Optatatus maion ere, sit velibus molorio vendi re-
cesciis nem lab inveribusant que doluptu sanihil ius

Extra details. Os repudis as autenis sundiatquiae

canberra.edu.au

TEMPLATES
CORPORATE STATIONERY

Templates for various in‑house 
documents, such as flyers, posters and 
reports are available to all staff.

These templates are available in 
Word. Please find these templates on 
the  UC Staff Portal.

If you are uncertain about how to use 
these templates, please contact the 
Marketing Design Studio for guidance. 

 

Document Title  |  Section Heading  3 

SECTION HEADING 

HEADING 1 

Heading 2 
Ipsus aut faceatur? Dant magnatiumqui resse raes ma sinullabore nos est, nobitas periam quam volessin 
consequ untibus ea quo inisit illuptati reptatas rendam quistia di quam soluptaqui aliatibus derum ullectem 
de preceperum estrum et di omnis di conetur? 

Heading 3  
Optatatus maion ere, sit velibus molorio vendi recesciis nem lab inveribusant que doluptu sanihil ius ipsa 
quiatem ideles simodic testrum sant magnim quiam quosam faccatio optatium sint eum labor as voloreiur? 

“Quote/Highlight Temolor ehenis de cone ni blaces mos” 

Heading 4 
Pa si di ne pelesec totaquo molorumquam, ipiet, alia volupta quist eatio dem lata derum a solut apedic te 
nis eicia nonseriam, comnissum qui sitior aboremolupis nis es millate mporerume consedi con pa que et 
laut eossed estis voluptaeriti blaborita in necatquis maion es repuda dolupti solore cum nos que excessi1. 

Heading 5 

Optatatus maion ere, sit velibus molorio vendi recesciis nem lab inveribusant que doluptu sanihil ius ipsa 
quiatem ideles simodic testrum sant magnim quiam quosam faccatio optatium sint eum labor as voloreiur? 

  

                                                             
1 Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua 

 

1 
 

Heading 1 

Heading 2 
Ipsus aut faceatur? Dant magnatiumqui resse raes ma sinullabore nos est, nobitas periam quam volessin consequ untibus ea 
quo inisit illuptati reptatas rendam quistia di quam soluptaqui aliatibus derum ullectem de preceperum estrum et di omnis di 
conetur?  

Expliquas inis quibus voluptatint ma illuptas suntias perum ea doluptae volorero dolore prem et audit lam faccum autem no-
bitatur, tem rehenimus, solor moluptat harum qui con natioratecus simin pero molupta niscidunt optaspietur autati dolupta 
delitiur simus este sint deligen imilles sequas magnim hit voluptatur asimagnita sitatusdam vit utaquo quis ipsapera de none 
pedi optae ra quam, con expereptin ea dentesti occullore laciis volento quis et ut offictur, atiandit dolorem excepedit quaer-
ferum eaquo te con cus del ilignimod que voloreic. 

Heading 3 
Optatatus maion ere, sit velibus molorio vendi recesciis nem lab inveribusant que doluptu sanihil ius ipsa quiatem ideles 
simodic testrum sant magnim quiam quosam faccatio optatium sint eum labor as voloreiur? Quiant que offictiam atqui ratur? 

“Quote/Highlight Temolor ehenis de cone ni blaces mos denempos magnam harumquia porerspiet quaerum fugia 
cum re quuntion restia nam nis et iuscipide voluptibus nobit pel iliquate repelec tasintiusdae id quam rem.”  

Temolor ehenis de cone ni blaces mos denempos magnam harumquia porerspiet quaerum fugia cum re quuntion restia nam 
nis et iuscipide voluptibus nobit pel iliquate repelec tasintiusdae id quam rem. 

Heading 4 
Pa si di ne pelesec totaquo molorumquam, ipiet, alia volupta quist eatio dem lata derum a solut apedic te nis eicia 
nonseriam, comnissum qui sitior aboremolupis nis es millate mporerume consedi con pa que et laut eossed estis voluptaeriti 
blaborita in necatquis maion es repuda dolupti solore cum nos que excessi minimet, is moleni nonsenissit, sunt ut a con 
eaque pelitius dia nati cus dipsapis modis es cus re eos natur a preptamet as num.1 

Heading 5 
Pa si di ne pelesec totaquo molorumquam, ipiet, alia volupta quist eatio dem lata derum a solut apedic te nis eicia 
nonseriam, comnissum qui sitior aboremolupis nis es millate mporerume consedi con pa que et laut eossed estis voluptaeriti 
blaborita in necatquis maion es repuda dolupti solore cum nos que excessi minimet, is moleni 

 
1 Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. 

Flyer template Poster template Poster template – various colours

Report template Report template Internal document template

 

DOCUMENT SUBTITLE 
LINE TWO   

DOCUMENT TITLE  

Document Abstract 
Type the abstract of the document here. 
The abstract is typically a short summary 
of the contents of the document. 

 

Heading 2 / Document subtitle 
Body text Ipsus aut faceatur? Dant magnatiumqui resse raes ma sinullabore 
nos est, nobitas periam quam volessin consequ untibus ea quo inisit illuptati 
reptatas rendam quistia di quam soluptaqui aliatibus derum ullectem 

“Quote/Highlight.” 

Heading 3 
Optatatus maion ere, sit velibus molorio vendi recesciis nem lab inveribusant 
que doluptu sanihil ius ipsa quiatem ideles simodic testrum sant magnim 
quiam quosam faccatio optatium sint eum labor as voloreiur? 

Heading 4 
Optatatus maion ere, sit velibus molorio vendi recesciis nem lab inveribusant 
que doluptu sanihil ius ipsa quiatem ideles simodic testrum sant magnim 
quiam quosam faccatio optatium sint eum labor as voloreiur? 

  

HEADING 1 / 
DOCUMENT TITLE 
DOCUMENT TITLE 
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Presentation title

Lecturer/Presenter

Unit/Course name

Presentation subtitle/Introduction

Example expanded 
title for presentation, 
second line example 
continues.

Section 1
Overview text breakdown

Section 2
Overview text breakdown

Section 3
Overview text breakdown

Example expanded title for 
presentation, additional text 
and third line.

Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Suspendisse et vehicula risus. Mauris aliquet lectus urna, id 
cursus urna dapibus eu. 
Nulla ante justo, ultricies sed nulla quis, facilisis consectetur
magna. Morbi pellentesque turpis vel nisl scelerisque
hendrerit ut pharetra lacus.

Example expanded 
title for presentation,
third line.
Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Suspendisse et vehicula
risus. Mauris aliquet lectus urna, id 
cursus urna dapibus eu. 

Nulla ante justo, ultricies sed nulla quis, 
facilisis consectetur magna. Morbi 
pellentesque turpis vel nisl scelerisque
hendrerit ut pharetra lacus.

Example quote / 
reference point of 

review.

Example quote / 
reference point of 

review.

TEMPLATES
PRESENTATIONS

Templates for various in‑house 
documents, such as presentations, 
are available to all staff.

These presentations are available 
in PowerPoint. Please find these templates 
on the UC Staff Portal.

If you are uncertain about how to use 
these templates, please contact the 
Marketing Design Studio for guidance. 
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SIGNAGE
CORPORATE

PULL-UP BANNERS
Pull‑up banners are available for 
staff to hire. Various corporate styles 
are available.

Please contact the UC shop to organise 
the hire of pull-up banners. The UC shop 
will consult the Marketing Design Studio for 
bespoke designs and approval. 

Note there is no charge for the hire of the 
corporate banners. However, if you incur 
damage to this corporate property, you will 
be responsible for the charge of a newly 
printed re-skins/or a replacement unit. 
The charges associated for the print 
and delivery will be provided to you 
from Marketing to pay via corporate 
credit card payment.

MERCHANDISE
Please contact the UC shop to organise 
Merchandise. The UC shop will consult 
the Marketing Design Studio for bespoke 
designs and approval. See the UC Portal 
for more information.

canberra.edu.au
CRICOS#00212K

canberra.edu.au
CRICOS#00212K
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SIGNAGE
CORPORATE/CORE

UC Staff can also organise bespoke 
signage if the previous pull-up banners 
are not suitable. 

Please complete the Design request form 
on the UC Staff Portal. 

Business and Commerce

Sports and Allied Health

Communication and Design

Education

Science

Information Technology 
and Data Science

CRICOS #00212K

canberra.edu.au

CRICOS#00212K

canberra.edu.au

CELTS
CENTRE FOR

EXCELLENCE 
IN LEARNING, 
TEACHING AND 
SCHOLARSHIP
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ANNUAL REPORT 2021

RESEARCH AND INNOVATION | 31

The University of Canberra 
research teams enjoyed a 
successful year in spite of the 
ongoing challenges of 2021, 
securing major grants and 
funding, publishing innovative 
work in respected publications, 
strengthening existing 
partnerships and developing 
new ones. 

In 2021, UC was ranked first in the 
world for its work to reduce inequalities 
in the 2021 Times Higher Education 
(THE) Impact Rankings. It was 
also ranked 16th in the world and at 
number two nationally in the Times 
Higher Education (THE) Young 
University Rankings. 

These results owe much to UC’s 
long-term research and innovation 
strategy and investment in research 
capabilities, as well as community 
impact, progressive outlook and strong 
focus on partnerships.
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ANNUAL REPORT 2021

COMMUNITY | 41

As a civic university, 
the University of Canberra 
is deeply embedded into 
the fabric of Canberra and 
its surrounds. Throughout 
2021, UC developed its 
strong community ties 
further providing services, 
research and teaching 
opportunities; the University 
also expanded relationships via 
various sponsorships.

In response to the ACT entering 
lockdown on 12 August, UC’s Bruce 
campus was closed and only the 
Medical and Counselling service 
was available to the public until 
restrictions eased. 

The UCX Food Pantry continued 
to support students impacted by 
the pandemic, and the Accelerated 
Pathways Program proved a valuable 
point of engagement for Year 11 and 
12 students. 

A number of public events, including 
the launches of UC’s Campus Master 
Plan and Sport Strategy, 
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UCX Website

Building on the successes of the DSJ, the DITM team also 
worked alongside UCX – the wholly owned subsidiary of 
the University focussed on the life of students on campus — 
to build a new website that more accurately represented its 
brand and catered to its user and business needs. 

The website brought together a fresh new design, content 
and functionality in a user-friendly manner, making it 
easier for UC students and customers to access UCX’s 
services. Leveraging knowledge and assets from the future 
student website, the project brought UCX into UC’s digital 
landscape, providing it with more digital support and control 
over its online presence. 

Student Residences Internet

A new Internet service was installed in UC and Cooper 
Lodges, available to all residents. The service is provided 
to meet the academic requirements of students, as well as 
providing them with home-like access for entertainment and 
social purposes.

High powered virtual desktops

Implementation of high powered (graphics intensive) 
virtual desktops improved the student experience by offering 
a flexible, remotely accessible teaching environment with 
enough computing resources to improve the quality of 
teaching in the areas of Artificial Intelligence and Deep 
Learning, one of the strategic goals of the Faculty of Science 
and Technology.

CYBERSECURITY 
Cybersecurity awareness training continued in 2021 with the 
publishing of monthly short training videos. A positive shift 
in our cybersecurity culture and awareness materialised with 
increased submissions of user reported phishing attempts. 
These submissions consistently resulted in earlier detection 
of phishing campaigns, while delivering faster response and 
remediation times.

As part of continuity planning in 2021, DITM re-architected 
its recovery platform to increase resilience to cyber attack. 
The new architecture will increase the probability that 
faster recovery options will be available in the event of a 
major breach.

To improve detection capability on the wider campus 
network, a Network Detection and Response capability was 
established. This solution examines live campus traffic with 
advanced data analytics, machine learning and rule-based 
detections to highlight traffic anomalies that require 
further investigation.

UNIVERSITY OF CANBERR A
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2021 CAMPUS UPGRADES
A total of 24 projects, with a combined value of $9.9 million, 
was completed in 2021. 

The focus of investment in 2021 was improving existing spaces 
to enhance the student experience, as well as replacing ageing 
infrastructure, improving comfort levels and reducing the 
energy footprint at the University of Canberra.

Other projects were undertaken, funded by the Student 
Services and Amenities Fee (SSAF), to support the 
student experience on campus. These included ongoing 
upgrades to the Library, student lounge for UCX and oval 
lighting upgrades. 

Key developments for this year:

• South East New South Wales Health Collaborative

• Informal student study spaces

• Library Refurbishment (ongoing)

• Sporting change rooms and amenities

• Building 1 courtyard redevelopment

• Significant heating, cooling and ventilation upgrades to 
existing buildings

• Hazardous Chemicals and dangerous goods facility 
upgrade

• Perimeter electronic security upgrades

KEY PROJECT HIGHLIGHTS

Campus Master Plan Implementation

With the completion of the Campus Master Plan in 2020, 
it was officially launched in March 2021. There was continued 
investment into detailing the future development and 
capital works programs undertaken in 2021. Priority areas 
included strategic asset planning, demand analysis and 
civil infrastructure staging. Activities will continue in 2022 
to further detail the implementation and staging of the 
Master Plan. 

South East New South Wales Health Collaborative

In collaboration with the Australian National University 
(ANU) and funded by a $17 million Commonwealth 
Government grant, including a UC component of $14 million, 
clinical training facilities and student accommodation facilities 
(both ANU and UC) were delivered in Bega, Cooma and 
Moruya to provide regional learning experiences for 
health students. 

The last of the nine facilities was the Clinical Training 
facilities at Moruya Hospital. This 225 square metre modular, 
demountable teaching and staff facility was substantially 
complete in November 2021 and ready for occupation 
pending the final occupation certificate.

Library upgrades

The University Library benefitted from high quality interior 
upgrades to its two main study levels. A collaborative, 
technology-enabled learning floor and bookable study rooms 
were completed on Level C in early 2021. The quiet study 
floor on Level D, which houses the main book collection, 
is being completed, to open for Semester One in 2022. 
The upgrades align with modern pedagogy and address 
compliance and safety concerns. 

In addition, new chillers and cooling towers will provide 
reliable air-conditioning to the Library for years to come.

Hazardous chemicals and dangerous goods upgrade

This project upgraded the existing Building 17 compound 
to comply with current legislative requirements and support 
the future operational needs of the HazChem team. 
This included the centralised supply, storage, distribution and 
disposal of all chemicals, dangerous goods, waste products 
and research samples at the University. Works commenced in 
June 2021 with completion scheduled in January 2022.

DIGITAL
In 2021, Digital Information and Technology Management 
(DITM) delivered multiple digital projects focused 
on improving student experience, supporting revenue 
generation, and increasing efficiency across UC. 

Digital Student Journey

As with previous years, the Digital Student Journey (DSJ) 
project continued to transform the student online experience 
with the launch of a new future students website. 

The website provides prospective students with a tailored and 
user-centric experience, as they seek information online about 
UC. Created specifically with the future student in mind, the 
functionality, content, information architecture and design all 
focus on guiding prospective student audiences through the 
journey to becoming a student. 

As part of the launch, a new digital handbook replaced 
the Courses and Units Database (CUD) with a clearer, 
easier-to-use interface and greater search functionality 
— including the ability to search based on future student, 
current student, or staff member user types. 

Future HDR Students

The future student journey for research candidates was 
further enhanced with the release of a new application 
portal. With a user-friendly interface, new functionality, 
and integrations with existing University systems, the portal 
streamlined the Higher Degree by Research application 
process, making it simpler for both research candidates 
and staff.

UNIVERSITY OF CANBERR A
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Everyone's invited

Celebrate differences and embrace similarities. Value unique contributions and promote 
accessibility and equity for all.

VALUES AND PURPOSE
In 2021, UC launched a refreshed purpose statement and set 
of values, to set the tone for the University and underpin who 
we are and where we want to get to. 

The purpose statement and values provide direction to 
achieve academic excellence, as measured by the quality of 
our education programs, the success of our students and the 
impact of our research. 

The staff-driven refresh project is the first step in UC’s 
strategy development process. It was guided by a few 

parameters, including UC’s commitment to the Ngunnawal 
people, Indigenous heritage and Reconciliation.

Permission to use the Ngunnawal words which form part 
of the values and purpose statement was granted by the 
Ngunnawal Elders.

Over 250 staff were engaged in the process. A taskforce of 17 
Values Champions was selected from volunteer participants, 
and worked closely on the project with Vice-Chancellor and 
President Paddy Nixon.

Walk together

Connect and collaborate with our community, both near and far. Embody the spirit of 
Canberra as a meeting place of ideas and creativity. Show what we have to offer.

Dare to be curious

Find purpose in learning. Step out of your comfort zone. Be brave, stir curiosity and 
share ideas and discoveries that shape our future.

Change the world

Don’t be afraid to have an impact. Do things differently. Inspire each other to be innovative.

Narragunnawali

Embrace Indigenous ways of knowing, being and doing in our work and our 
culture. Get amongst the conversation. Listen authentically and be a driver of 
meaningful reconciliation.

VALUES

ANNUAL REPORT 2021

INTRODUCTION | 9

PURPOSE STATEMENT

GALAMBANY
Together we work to empower, connect and share  

knowledge with our people, cultures and places.

PUBLICATIONS
CORPORATE

21
20
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At UC, we push the boundaries of 
standard teacher education.

We’re as invested in your career as you are and prove this by 
building unique opportunities into our courses that give you 
everything you need to have a long and successful career 
educating the brightest new minds.

We’ll prepare you for the workforce from day one, by 
supporting you through fulfilling work placements, connecting 
you with industry and by helping you finish your degree a 
well-rounded teacher, ready to tackle the classroom and take 
on the world.

With a flourishing job market and a wealth of career paths, UC 
is the perfect place to start your career in the education sector.

 ü Courses: Study Early Childhood, Primary or 
Secondary Education, or Teaching English to 
Speakers of Other Languages. 

 ü Work Integrated Learning: WIL is central 
to all our courses. Graduate job-ready with  
80–120 days of professional teaching experience.

 ü Global Learning: Options include Exchange, 
Faculty Study Tours and Winter and 
Summer Short Term Programs.

 ü Duration: Bachelor degrees can be 
completed in four years.

 ü Placements: Education placement starts in 
Year 1, Semester 1 in most courses. Students will 
need a Working With Vulnerable People 
(WWVP) registration before starting placement.

EDUCATION

TYPICAL STUDY PATTERN
Bachelor of Primary Education: Full time student, commencing Semester 1

YEAR 1 YEAR 2 YEAR 3 YEAR 4

SEMESTER 1 SEMESTER 2 SEMESTER 1 SEMESTER 2 SEMESTER 1 SEMESTER 2 SEMESTER 1 SEMESTER 2

Core Literacy Children’s 
Literature

Core 
Mathematics

Classroom 
Climate and 
Organisation 

Philosophy of 
Education

Planning 
Assessing and 
Reporting

Issues in 
Literacy 
Development 
and Teaching

Addressing 
Challenges in 
Educational 
Environments

Human 
Development

Engaging with 
Curriculum 
Frameworks

Engaging with 
LANTITE

Designing 
Learning for 
Diversity and 
Inclusion

The Practice 
(PCK) of 
Teaching 
English

The Practice 
(PCK) of 
Teaching HPE

Mathematics 
in the 
Differentiated 
Classroom

Educational 
Investigations 

Human 
Learning

Foundations 
of Pedagogy

Foundation of 
Early Literacy 
Instruction

The Practice 
(PCK) of 
Teaching 
Mathematics

The Practice 
(PCK) of 
Teaching 
Science

The Practice 
(PCK) of 
Teaching 
the Arts

Teachers as 
Professionals 

The Practice 
(PCK) of 
Teaching 
Technologies

Ways of 
Knowing, Being 
and Doing in 
Education

Scientific 
Principles

Professional 
Educational 
Contexts

Restricted 
Choice unit

Using Design 
Principles of 
Technologies 
in Education

Using Data 
to Improve 
Learning

The Practice 
(PCK) of 
Teaching 
Humanities and 
Social Sciences
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OUR COMMUNITY

My teachers said, ‘You don’t 
have to do something just 

because people say it’s what 
you’re good at’ — that was 

really empowering.

GEORGIA CROCKER 
Bachelor of Psychology and Bachelor of Arts

Like so many students, Georgia Crocker didn’t know what she 
wanted to do after high school — in fact, she didn’t see herself 
going to university at all. 

But after a push from her mum, Georgia had a change of heart. 

A creative, ‘arty sort’, an interior design program at UC 
seemed like an obvious choice. Tertiary study was an exciting 
new challenge for her — but something still didn’t seem 
quite right. 

“The teaching staff at UC could tell I had great writing 
capability, but I wasn’t loving what I was doing.”

As a passionate advocate for mental health, Georgia had 
dreamed of becoming a psychologist, but worried it fell 
outside the realm of what she’d been told she was good at. 

With encouragement from her teachers helping her to put her 
doubts aside, Georgia realised she could have the best of both 
worlds — by using her creativity and empathy to help others. 

After making the switch to a double degree (Bachelor of 
Psychology/Bachelor of Arts), Georgia felt a spark ignite. 
So much so that she is already planning for further study, 
with the aim of completing UC’s honours program and then 
the Master of Clinical Psychology to achieve her dream. 

For Georgia, pursuing her passion was key. 

“I fell into being here at UC — now I absolutely love it.”

We are UC
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Energetic, driven and agile, Emily Coates says her success 
stems from taking chances, believing in her talent, and 
actively embracing new challenges.

Armed with a communication degree from UC, Emily’s diverse 
career journey has seen her do everything from working on 
award-winning brand campaigns for the Australian Air Force 
to buying HOORAY!, an online magazine for lovers of parties 
and good times. 

Yet, it is what started as her university side hustle that has 
perhaps been her biggest achievement to date. 

While still studying for her degree, Emily saw a business 
opportunity to help brands with their digital presence. 
She turned her love for social media into a career, 
founding her own social media agency, Ivy Social.

“I had just started my degree and I remember scrolling on 
Instagram and noticing that there were brands that really 
needed help with their social media.” 

For Emily, it was her studies at UC that gave her the confidence 
and foundation of knowledge to start making her own 
opportunities, so that she could help brands achieve their 
business goals. 

“I started reaching out to brands, not expecting any payment, 
but one thing led to another. Fast forward six years, and 
we’ve got a social media agency helping brands from all 
over Australia.”

Start making your 
own opportunities and 

— I promise — more will 
come your way.

EMILY COATES 
UC alumna and Founder of Ivy Social
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Safe, 
friendly and 
welcoming

At UC we are committed to having a safe and 
friendly campus which means you can take a deep 
breath and dive headfirst into your uni experience. 

With over 75 academic, social, cultural and sporting 
clubs on site, as well as events, prayer rooms, 

women’s rooms, a children’s creche, cafes, shops, 
24/7 security, and guaranteed on-campus 
accommodation at very affordable prices; 

UC offers a truly safe, friendly and 
welcoming campus for all.

O-WEEK
Start the year with a bang at UC’s Orientation Week  
(30 January–3 February 2023). Get ready for classes, find your 
way around campus, meet new friends and have heaps of fun. 

O-Week includes free cultural and social events, such as our 
Amazing Race Challenge, bus tour, student meet and greets, 
themed trivia nights, toga party and much more. 

Feel confident going into your first semester with enrolment 
help, study skills presentations, course advice sessions, 
and library and campus tours.

UCX
Put down your books — it’s time to party. Throughout the year, 
UCX throws events that are perfect for getting involved, 
meeting people and having fun. Keep your eyes peeled for 
live music, O-Week celebrations, competitions and giveaways, 
university sports games, Stress Less Week and free food.

CLUBS AND SOCIETIES
Connect with people who love what you love. Join one of our 
student clubs and societies to meet new people, share ideas 
and expand both your circle of friends and professional network. 
Whether you’re a bookworm, social butterfly, sporting hero or 
culture queen, there’s a club to suit you. 

SPORT AT UC
If you love sport, you’re in the right place. Whether you’re 
cheering on a team from the stands or getting sweaty playing 
for one of our many sporting clubs, there’s something for 
everyone at UC. 
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WORLD’S FASTEST 
RISING UNIVERSITY
The University of Canberra is quickly building a reputation as 
an ambitious educator and innovative game changer. UC is 
ranked in the top 1 per cent of universities in the world, in the 
top 10 in Australia and officially recognised as one of the 
fastest rising academic institutions in the world.

WE'RE HERE FOR YOU
UC consistently earns 5-star ratings for teaching quality 
and student satisfaction across our broad range of degrees. 
What’s more, our graduates enjoy an 89 per cent graduate 
employment rate. 

GET YOUR HANDS DIRTY
Get a head start with hands-on learning. Our Work Integrated 
Learning (WIL) gets you job ready with practical work-based 
projects, internships and industry networking in every course.

MAKE THAT MONEY
Want to hit the ground running? Not only is UC #1 in the 
ACT for starting salary and full-time graduate employment, 
Canberra has the nation's highest average full-time salary 
in Australia. This makes Canberra an outstanding choice for 
Australian and international students looking to get ahead 
in their careers. 

FLEX IT
Maximise your uni experience with flexible study options, 
including online, on-campus, flexible, intensive and 
self-paced learning. You choose the place, time and 
intensity of study to fit your life.

A CITY MADE FOR 
STUDENTS
Ranked as one of the top student cities in the world, 
Canberra offers the perfect student lifestyle for all tastes. 
Whether you’re passionate about food, professional 
networking, a nature lover or an avid festival goer, 
Canberra is sure to keep you entertained. 

SEE THE WORLD
Once it's safe again, you can spread your wings and study 
overseas as part of your degree. UC has a whole range of 
different opportunities to suit your interests and varied options 
for the length of time you wish to spend away.

EVERYONE'S INVITED
UC is named number one in the world for our activities aimed 
at reducing inequalities in the Times Higher Education (THE) 
Impact Rankings, 2021.

It’s all in  
   the details

WHAT SETS UC APART

SAFE CAMPUS

Medical and Counselling Centre LGBTIQ+ Allies24/7 Security Student Wellbeing
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SILVER BANKSIA  
BANKSIA MARGINATA

Uses:  Known in Ngunnawal culture as Dhulwa, this plant has 
many uses. Fresh flowers are used as paintbrishes or soaked in 
water to make an energy-boosting drink. Its curved branches are 
used for boomerangs.

Ngunnawal Plant Use Guide, page 15.

BLUEBELLS  
WAHLENBERGIA SPP.

Uses: Usually found in sunny, open spaces, these plants have 
masses of small, edible blue flowers, which appear in spring 
and summer. 

Ngunnawal Plant Use Guide, page 77.

NARROW LEAF HOP BUSH  
DODONAEA VISCOSA SUBSP. ANGUSTISSIMA

Uses: The wood of this plant is hard and durable and can be 
used to make digging sticks, throwing sticks and nulla nullas. 
The leaves can be chewed to relieve toothache.

Ngunnawal Plant Use Guide, page 29.

SPINY-HEADED MAT-RUSH  
LOMANDRA LONGIFOLIA

Uses: This plant has many uses in Ngunnawal culture. As well as 
being a weaving plant, the white leaf base can be chewed, and 
the seeds ground and mixed with honey, or used to make flour.

Ngunnawal Plant Use Guide, page 50.

THE VOICE OF UC | 51

NGALADJIMA,  
OUR NGUNNAWAL GARDEN 
ILLUSTRATIONS: AVA WANG  |  BACHELOR OF DESIGN (VISUAL COMMUNICATION)

A beautiful space of cultural connection, learning and meaning, 
the Ngunnawal Plant Use Education Space is home to a variety of vegetation 
significant to the Ngunnawal peoples, the Traditional Owners of the land on 
which the University of Canberra’s Bruce campus stands.

KANGAROO GRASS  
THEMEDA AUSTRALIS

Uses: Both the leaves and stems of this plant are used to weave 
baskets and fishing nets. In summer, when the seeds are plentiful 
and ripe, they can be ground into flour.

Ngunnawal Plant Use Guide, page 45.

SILVER WATTLE  
ACACIA DEALBATA

Uses: This important plant, known by its Ngunnawal name 
Nummerak, has a range of uses. The resinous sap can be eaten 
or used as glue; the seeds are also edible, and are ground and 
used to make bread. The timber can be used to make everyday 
articles, like digging sticks.

Ngunnawal Plant Use Guide, page 10.

Launched in 2019, the garden’s 
Ngunnawal name is Ngaladjima 
(pronounced “narlad-jeema”), 
referring to plants of different sizes.

"The Ngunnawal Plant Education Space 
recognises the cultural history of this 

land and values the ongoing rich cultural 
legacy of the Ngunnawal people," 
says Professor Peter Radoll, UC’s Dean 
of Aboriginal and Torres Strait Islander 
Leadership and Strategy.

Here are just some of the varieties found 
in Ngaladjima. 

All plant information is from 
the Ngunnawal Plant Use Guide 
(ISBN: 9781921117152).

50 | 

“A global citizens' assembly is a key 
democratic innovation, given that 
global elections are hard to envisage 
any time soon.”

To this end, Professor Dryzek and 
24 leading researchers from around 
the planet recently published 
Global Citizen Deliberation on Genome 
Editing in the journal Science, to call for 
everyday people to come together in 
conversation around gene editing. 

Professor Simon Niemeyer, from UC’s 
Centre for Deliberative Democracy 
and Global Governance, explains why 
it is critical for people to get involved 
in democratic issues.

“If the public isn’t engaged and involved, 
you might not get good decisions, and 
you don’t have accountability for those 
decisions. If you have that disconnect 
between the public and policy decisions, 
this can spark trust issues, so there are 
all sorts of knock-on effects.” 

The active involvement of the public in 
processes of governance is important to 
build public confidence. As Simon says, 
if there is a disconnect between public 
and governance at the national level, 
then it is even worse at the global level.

“The global citizens’ assembly is very 
much front and centre in this space. 
It exemplifies the sort of innovations that 
we need to improve trust in governance 
and in government. 

“The current lack of engagement is not 
because the public is inherently incapable 
of understanding issues — it’s because 
the way we approach engagement with 
the public partly treats them that way — 
that’s part of the assumption.

“It’s a matter of finding mechanisms to 
bridge the gap with the public, engage 
them at their best and connect them to 
decisions on issues that are important 
to them.” 

Dr Nicole Curato, an Associate Professor 
at the Centre for Deliberative Democracy 
and Global Governance, says that 
people are looking for different ways to 
participate in democracy and the decline 
in trust in democracy points at more 
traditional institutions. 

“I think we have to recognise that there 
is a generational shift here,” she says. 
“What worked for the previous generation 
— joining a party, campaigning for 
politicians — might no longer work for 
a generation which is all about having a 
voice and being directly involved. 

“There is a lot of enthusiasm for 
consultative deliberative processes such 
as global citizens’ assemblies — we are 
only just starting to witness the explosion 
of these kinds of forums around the world. 
I think there is something trailblazing 
about this process, and it can restore trust 
in democracy — but a different kind of 
democracy than what we’re used to.”

One strength of a global citizens’ 
assembly, and a factor that may play a 
key part in rebuilding trust in governance 
processes, is the lack of bias or 
pre-conceived outcomes.

The Global Citizens’ Assembly 
on Genome Editing is led by two 
Australian academic institutions 
(the University of Canberra and the 
University of Tasmania), partly funded 
by the Australian Research Council, 
and organised in collaboration with 
practitioners like Missions Publiques who 
run citizens’ assemblies and dozens of 
other organisations around the world. 

“One of the criticisms against deliberative 
processes is that they can be easily 
hijacked. For example, if you are a 
politician and you want to convene a 
citizens’ assembly on climate change, but 
you’re already known to have a position on 
the issue, then it will be seen as suspicious 
— like are you just using this process 
as a deodoriser for whatever stinky 
policy you’re already thinking about?” 
says Nicole. 

“With such a high-level, high-profile 
citizens’ assembly, whoever convenes it 
should not have a clear position on the 
topic prior. There has to be sincerity on 
their part to find out what the people 
actually think,” says Nicole. 

“The citizens’ assembly outcomes 
genuinely reflect what citizens are 
interested in, their aspirations, ideas for 

Helping citizens 
to understand 
their thoughts 

on a topic is 
particularly 
valuable for 

future issues, 
or problems. 

 Gene editing could alter what it means to be human — and we need to talk about that.

THE VOICE OF UC | 15

Some issues are worthy of worldwide deliberation. Gene editing has 
the capacity to improve health and wellbeing, to alter the way we live 
— however, it also raises ethical dilemmas and carries potential but 
significant risks.

Technology has advanced to a point 
where we can now edit genes in almost 
every living thing, including humans, 
with great precision. While there are 
considerable potential benefits, these are 
matched by potential risks and the rapid 
rise of gene editing technology has led 
to great public scrutiny. 

There is currently no global governance 
or regulation for these technologies, 
even though the implications are 
worldwide. For technology that could alter 
what it means to be human, we should 
seek to reach an international consensus 
on how we apply this technology in 
the future.

So how do countries navigate these 
issues in a consistent way? It begins 
with a global conversation.

A team from the University of Canberra 
will be bringing together people from 

around the world to discuss gene editing 
technology with experts, with the view to 
form a global public perspective that is 
unbiased and informed. 

Officially known as a ‘global citizens’ 
assembly’, it is an opportunity for a range 
of ‘ordinary’ people from different cultures 
and backgrounds to hear from experts in 
the topic, engage with the information 
and then discuss and reflect on the issue 
(via translators) — placing the public at the 
centre of the conversation. 

The notion of a global assembly originated 
with UC’s Professor John Dryzek. 

“The original idea for a global citizens’ 
assembly was set out in an article by 
myself, André Bächtiger and Karolina 
Milewicz in 2011,” he says. “We saw no 
reason why citizens' assemblies that 
operated at the national level could 
not also be applied globally.”

 Professor John Dryzek, Professor Simon Niemeyer 
and Associate Professor Nicole Curato.

14 | 

Hello and welcome to the latest 
edition of UnCover magazine.

Hello and welcome to the latest edition of 
UnCover magazine.

This is a very special edition of the magazine, as the 
University of Canberra commemorates its 30th anniversary 
as a university, and — in what has been a very challenging 
year — we still have much to celebrate.

At only 30 years young, UC is one of the fastest-
rising universities in the world — ranked in the World’s 
Top 20 Young Universities (Times Higher Education 
Young Universities Rankings 2020) and in the top one 
per cent of universities worldwide (THE, 2021). For 
the third year running, UC remains #1 in the ACT for 
full-time graduate employment and starting salaries 
(Good Universities Guide 2021). These are, quite simply, 
amazing achievements. 

This is also the first issue I am presenting to you as 
Vice-Chancellor of the University of Canberra, and so 
I would like to begin with a quick introduction. 

I am delighted to be here in Canberra, having moved 
from Ulster University, Northern Ireland, to take up the 
post. However, this is not my first foray in Australia. I lived 
in Hobart for many years while working at the University 
of Tasmania and I am an Australian citizen. I love the 
Australian ‘can do’ attitude and sense of community, 
and look forward to immersing myself in Canberra and 
the region over the coming years. 

Over the past few months, I have spoken a lot about the 
challenges of 2020 and the uniqueness of my first few weeks 
here. However, this issue of UnCover is about honouring 
what we have achieved, and looking forward. And I am both 
proud and excited to do just that. 

Before we go leaping into the future though, I want to take 
a moment to acknowledge the people of UC. This group 

of people — this team, this community … this family — 
has shown great adaptability and innovation as they have 
responded and adjusted to the trials of the past year. I have 
not known the team for long, but I feel immensely proud to 
be a part of this group. A group of people that is dedicated 
to providing the best education for our students and that 
continues to make a real impact in the world around them 
through their innovative research. 

I look forward to working with staff, students, alumni and 
our broader community to create opportunities and to look 
positively towards 2021 and beyond. 

The first feature article in this issue epitomises opportunity 
and growth. The Australian Geospatial Health Lab 
is combining medical geography with a public health 
perspective to shape healthier communities. This article 
examines how their research and technology works, and 
how it can lead to better policy outcomes for services within 
the community. 

We also chat with the team behind the first Global Citizen’s 
Assembly on Genome Editing, about their plans for 
bringing a diverse group of people together, from around 
the world, to discuss the ethical and legal challenges of 
gene editing. 

The latest Digital News Report is a fascinating insight 
into Australians’ news consumption throughout national 
and global disasters — and it is encouraging to hear that 
younger people are careful not to fall for fake news and are 
checking their sources. 

As we consider the challenges throughout the pandemic 
and look to the future, our multi-disciplinary team of 
experts ponders food resources and how we can eat our 
way to a healthier and more sustainable future. 

While families spend more time at home, it is timely to chat 
to an expert in parenting in the digital age and how we can 
all navigate this ever-evolving issue. 

It was wonderful to read the profiles of our alumni in 
this issue; learning about their story since graduating to 
celebrate what they have achieved. 

We can all agree that we are living in difficult times and 
we will need to adapt. I believe UC has both the resilience 
and the innovative thinkers to change and grow with the 
world around it, and I look forward to playing my part in 
that journey.

Happy 30th anniversary, UC.

Professor Paddy Nixon FRSA FBCS 
Vice-Chancellor and President

THE VOICE OF UC | 0302 | 

Welcome to UnCover, the magazine for all 
members of the University of Canberra and 
our wider Canberra community. 

We’d love to hear your story ideas, 
feedback and thoughts. Contact us via 
stories@canberra.edu.au
For a digital version of this magazine visit
www.canberra.edu.au/uncover/magazine

Publisher 
University of Canberra

Editors 
Tara Corcoran and Suzanne Lazaroo

Contributors 
Tim Gavel, Elly Mackay, Katarina Slavich and Ava Wang 

Photography 
Lightbulb Studio, Rohan Thomson, Madeleine Wood  
and supplied

Design 
Nicola Bottomley 

CRICOS #00212K

The University of Canberra acknowledges the 
Ngunnawal people, traditional custodians of the 
lands where Bruce Campus is situated. We wish to 
acknowledge and respect their continuing culture 
and the contribution they make to the life of Canberra 
and the region. We also acknowledge all other 
First Nations Peoples on whose lands we gather.
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The University of Canberra celebrates its 
30th anniversary in 2020.

We hope you enjoy the stories of our amazing UC community, 
and join us as we celebrate being 30 years young.
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WEBSITE COURSE PAGES
CORE

canberra.edu.au/technology canberra.edu.au/education
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SOCIAL MEDIA

For social media assets and templates, 
please contact the Social Media team at 
socialmedia@canberra.edu.au for further 
assistance and guidance.

Any enquires specific to the brand 
(including use of social media templates) 
will be handled in consultation with the 
Marketing Design Studio.

PROFILE IMAGES
Please contact the Social Media team for 
social media asset enquires and guidance. 

UC official account

UC faculty

UC division/service

UC research institutes and centres
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SOCIAL MEDIA

STORIES AND POSTS
Primarily produced by the Social 
Media team. Please contact the 
Social Media team for social media 
asset enquiries and guidance. 

Any enquiries specific to the brand 
will be handled in consultation with 
the Marketing Design Studio.
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canberra.edu.au

For more information regarding the University of Canberra brand guidelines, please contact our  
Marketing Design Studio at Design.Request@canberra.edu.au to discuss your requirements.

University of Canberra, Canberra ACT 2601 Australia. CRICOS #00212K UOC0727

https://www.canberra.edu.au
mailto:design.request%40canberra.edu.au?subject=
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