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Ryerson University Faculty of Arts Brand Standards Appendix

The Ryerson University Faculty of Arts Brand 
Standards Appendix has been developed as a 
resource for those who create marketing and 
communications materials related to Faculty of  
Arts departments, programs, centres, institutes  
and events. 

This document operates as an addendum to the 
Ryerson University Brand Standards Guide: a 
resource for the community that details Ryerson 
logo use and placement, fonts, colour palettes, 
photography styles and graphic devices.

Document 
Overview

Ryerson University Faculty of Arts Brand Standards Appendix

For Faculty of Arts guidelines and resources, 
visit ryerson.ca/arts/faculty-and-staff/
marketing-resources.

For full details on the Ryerson Brand  
Guidelines – including visuals, messaging and 
university templates – visit ryerson.ca/brand.

http://ryerson.ca/arts/faculty-and-staff/marketing-resources
http://ryerson.ca/arts/faculty-and-staff/marketing-resources
http://ryerson.ca/brand
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The ideas conveyed in the Faculty of Arts vision, 
mission, differentiators, themes and brand story can 
be used as a tool and reference to guide and inspire 
the creation of external messaging regarding Arts 
programs, research and initiatives.

Messaging
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Messaging
Mission & Vision

To empower Arts students, graduates and  
faculty to inspire positive change in society,  
both locally and globally.

The Faculty of Arts connects academic  
excellence with relevant outcomes through 
effective teaching, experiential learning  
and impactful research. We encourage active  
and critical minds and stimulate awareness  
for a better understanding of the past and 
present. Through collaboration and inclusion  
– of diverse ideas, people, and cultures –  
we inform and inspire positive change.

The Faculty of Arts’ mission defines why 
we exist. It is our ambition and calling – the 
reason we get out of bed every morning.

Our vision states the next big goal we are 
collectively working towards in service of 
our mission.

Brand Mission

Brand Vision
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Messaging
Differentiators

Our differentiators are the things that we 
offer our audiences that make us special 
and different. They are our enduring 
characteristics and the frame through 
which our stories are told.

Diversity connects us 
Diversity moves us towards more meaningful connections 
and a more thoughtful understanding of complex challenges. 
We thrive because of our interdisciplinary approach and 
commitment to inclusion – of diverse cultures, perspectives 
and schools of thought.

Relevance drives us 
A commitment to relevance underscores our educational 
programs and research platforms, keeping us focused on 
how the humanities and social sciences can address the 
needs of our society.

The community inspires us 
Our location in Toronto expands our partnerships and 
opportunities. Our city becomes a collaborative hub, 
strengthening our knowledge of how people function 
in societies and helping us improve our local and global 
communities.
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Messaging
Themes

Through education, research and 
community engagement, Arts is  
cultivating a better understanding and 
empowerment in areas critical to society 
and community development. The  
themes listed here highlight some of the  
key areas of focus and expertise.

Democratic engagement
We demonstrate the importance of civic responsibility  
and democratic engagement.

Indigenous culture, history and governance
We support community-focused research, provide  
critical analysis and promote Indigenous-based initiatives  
that strengthen Indigenous communities.

Migration, immigration and settlement
We address challenges of immigrant migration experiences 
and contribute to more positive outcomes.

Health and wellness
We contribute to mental, social and environmental well-being 
for a more understanding and supportive community.

Equity and social justice
We facilitate broader understanding of identities, cultures and 
histories to support more resilient and inclusive communities.
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Messaging
Brand Story

Our brand story brings all of the elements of 
the platform together into a single narrative 
that speaks to the core message of the 
Faculty of Arts.

The Faculty of Arts challenges students to  
explore complex issues in order to equip them  
as engaged citizens who will contribute to  
lasting social impact. Through education, research 
and community engagement, the Faculty of Arts 
is reconceptualizing democratic engagement; 
strengthening Indigenous communities; addressing 
challenges of the immigrant experience; contributing 
to health and wellness; and championing equity, 
justice and social inclusion. Ryerson University’s 
Faculty of Arts – inspiring change in the humanities 
and social sciences.
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Messaging
Story-based Narrative

Narratives for print and website copy 
leverage unique Ryerson Faculty of Arts 
stories – of students, programs, or faculty – 
as examples of what’s possible here.  
This approach explains how people are 
transforming their communities, societies 
and industries, and shows the impact or 
outcome of an initiative, experience or 
research project.

History professor Jean Li mixes traditional methods with 
current technologies – like robotics – in her excavation of an 
ancient urban settlement at el-Hibeh, external link, Egypt.  
Li’s research is at the cutting edge of an emerging discipline  
of digital archaeology.

Li works with a team from Ryerson’s Masters in Digital  
Media to program and compile vital data from el-Hibeh’s  
burial sites and temples. Extensive looting of the site  
resulted in potentially dangerous and unstable environments. 
In order to assess the damage, remote operated robots 
are being created to explore the archaeological site. The 
information retrieved by the team’s custom-built and modified 
robots will be used to create 3D reconstructions of the 
structures. Li and her colleagues will map out a new future  
for archaeological research which provides insight into 
mortuary practices and how ancient peoples perceived  
and preserved their personal identities.

At Ryerson University, time-tested methods in the social 
sciences and humanities are combined with innovative 
techniques to advance archaeological research and our 
understanding of the past.

Psychology professor Candice Monson is using 
evidence-based research to approach post-traumatic 
stress disorder (PTSD) – which was once considered a 
life sentence – in groundbreaking ways.

Monson, who was inspired by her clinical experiences 
with veterans and assault victims and their incredible 
resilience in the face of trauma, decided to help people 
break through to the other side of the disease. She and 
her team of graduate students have partnered with 
Toronto-based firm CBT Associates to provide PTSD 
sufferers with access to personalized therapy online. 
The innovative delivery mode improves access and 
reduces the stigma around seeking clinical treatment.

At Ryerson University, we support applied research in 
the social sciences and humanities that gives back to 
society by discovering viable ways to address mental 
health issues, dispel preconceived notions, and 
ultimately, improve lives.  

Robotics  
reshape  
archaeological  
discovery

Revolutionary  
approaches to PTSD 
treatment
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Logo lock-ups build on the university logo to 
create a signature specific to an entity within the 
institution. They help us build Ryerson University 
brand association and visual clarity by reducing the 
number of stand-alone logos.

Logos
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Logos
Faculty & Department Lock-ups

Ryerson/Arts lock-up

Department lock-ups

A logo lock-up is available for the faculty, 
and for each department. 

To download your department logo, visit 
ryerson.ca/arts/faculty-and-staff/
marketing-resources.

http://ryerson.ca/arts/faculty-and-staff/marketing-resources
http://ryerson.ca/arts/faculty-and-staff/marketing-resources
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Logos
Graduate Program Lock-ups

Logo lock-ups are also available for  
Faculty of Arts Graduate Studies and for  
graduate programs. The purpose of these 
lock-ups is to highlight the name of  
the particular MA or PhD program and  
graduate studies at Ryerson.

Ryerson/Arts/Graduate Studies lock-up

Graduate program lock-ups
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Ryerson logo lock-ups have been designed 
to be flexible and accommodate multiple 
scenarios, as outlined on this page.

For the full details on Ryerson logo 
guidelines, please visit ryerson.ca/ 
brand/visual-toolkit/university-logo.

Logos
Guidelines for Use

Each department has access to  
a departmental logo lockup for  
use on department materials and  
communications.

For joint events involving several  
departments within the Faculty of 
Arts, use the Arts logo lock-up.  
Specific departments or centres  
can be mentioned in the copy.

For a joint event with another faculty,  
use the double faculty lock-up.  
Please note: this lock-up can only include 
two faculties. For events that include  
more than two university faculties or  
departments, use the Ryerson logo.

For events with multiple partners, or  
partners of different levels, use the  
Ryerson logo. Specific departments or  
centres can be mentioned in the copy.

This event is brought to you by the  
Faculty of Arts, the SocialVentures  
Zone and the Office of the Vice-President, 
Research and Innovation.

This event is brought to you by the  
Department of Sociology, the Department  
of Criminology and the Faculty of Arts.

Do not place Ryerson logo lock-ups  
side by side. Use one logo, as per the  
guidelines above.

http://ryerson.ca/brand/visual-toolkit/university-logo
http://ryerson.ca/brand/visual-toolkit/university-logo
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The Faculty of Arts visual toolkit is a set of unique 
graphic elements. Used consistently, the toolkit 
unifies our communications and distinguishes our 
messages from the landscape. These elements 
include typography, photography style, an Arts 
colour palette and a unifying graphic device.

Visual  
Toolkit

For details on the Faculty of Arts brand and to 
download Arts templates, visit ryerson.ca/arts/
faculty-and-staff/marketing-resources.

http://ryerson.ca/arts/faculty-and-staff/marketing-resources
http://ryerson.ca/arts/faculty-and-staff/marketing-resources
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Visual Toolkit
Design

Ryerson’s Faculty of Arts falls into the  
SRC/academic category of Ryerson’s brand 
architecture. This category includes the 
parts of the university, such as faculties 
and departments, that are most closely 
associated with its mission of learning and 
scholarly, research and creative activity. 

Academic/SRC brands like the Faculty 
of Arts have flexibility to differentiate 
their brand. The following elements are 
consistently used.

Lock-up System 
University Brand Lock-up  

1.  Typography & Type Style 
Primary Typeface   
Secondary Typeface 

2.  Photography 
Photography Style  

3.  Colour 
Primary Palette   
Secondary Palette   
Tertiary Palette 

4.  Graphic Device 
Use of Ryerson Graphic Device  �
(boxes)�
�Use of Arts Graphic Device  �
(abstract lines)   

Example of Arts creative

ryerson.ca/arts

Inspiring 
change in the 
humanities 
and social  
sciences
Lorem ipsum dolor sit amet, consectetur adipiscing 
elit, sed do eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim veniam, 
quis nostrud exercitation ullamco laboris nisi ut 
dolor in reprehenderit in voluptate velit esse cillum 
dolore eu fugiat nulla pariatur. Excepteur sint non 
proident, sunt in culpa qui deserunt mollit anim id 
est dolor set amis laborum.

Consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim 
ad minim veniam, quis nostrud exercitation ullamco 
laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate 
velit esse cillum dolore eu fugiat nulla pariatur.

Academic/SRC brands maintain  
consistent use of the university  
typefaces and type style.

The primary, secondary and tertiary 
colour palette, and/or the Ryerson 
graphic device is used in academic/
SRC brands.

Academic/SRC brands always use the 
university brand lock-up system.



13 CONTENTSRyerson University Faculty of Arts Brand Standards Appendix

Photography is the most effective tool  
to showcase the diverse, dynamic and 
transformative university we have become. 

Ryerson’s photography style has been 
developed with our brand mission in mind.  
It portrays confidence for the university 
with an honest and authentic documentary-
style approach.

Principles of the Photography Style

- Capture candid and real moments. 
-  Focus on action and context to tell  

a story. 
- Use straight-on angles.
-  Capture portraits, city scenes and 

campus locations.
-  Use close-up or detail shots to highlight 

projects.
-  Use unfiltered, authentic colour and 

natural contrast.

Visual Toolkit
Photography

Consent Form 
For all subjects that appear in-focus  
in your photos, you must obtain  
written permission for promotional 
usage. The consent form may be 
downloaded from the brand website  
at ryerson.ca/brand/visual-toolkit/
photography.

http://ryerson.ca/brand/visual-toolkit/photography
http://ryerson.ca/brand/visual-toolkit/photography
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As an SRC brand, the Faculty of Arts has 
access to Ryerson’s primary, secondary  
and tertiary colour palettes. The colours 
listed on this page are recommended for 
use in Arts creative and collateral to ensure 
a consistent look.

Pantone Values 
Some colours have two Pantone values 
associated with them; C (coated) and U 
(uncoated). For print applications on a 
coated paper stock, refer to the C value  
and for an uncoated paper stock, refer  
to the U value.

For the full Ryerson colour palette, including 
the primary, secondary and tertiary 
palettes, please visit ryerson.ca/brand/
visual-toolkit/colours.

Visual Toolkit
Colours

Primary Palette

Secondary Palette

PMS 2603U/C 
C70 M100 Y0 K0 
R121 G32 B130 
Hex #792082

PMS 226U/C 
C0 M100 Y0 K0 
R235 G0 B114 
Hex #EB0072

PMS Yellow U 
C0 M0 Y100 K0 
R255 G238 B0 
Hex #FFEE00

PMS 2995 U/C 
C90 M0 Y0 K0 
R0 G169 B239 
Hex #00A9EF

Dark Grey 
C0 M0 Y0 K40 
R153 G153 B153 
Hex #999999

Black 
C0 M0 Y0 K100 
R0 G0 B0 
Hex #000000

White 
C0 M0 Y0 K0 
R255 G255 B255 
Hex #FFFFFF

http://ryerson.ca/brand/visual-toolkit/colours
http://ryerson.ca/brand/visual-toolkit/colours
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Visual Toolkit
Graphic Device

The Faculty of Arts graphic device consists 
of an assortment of abstract lines, loosely 
representing Arts as a faculty that is fluid 
and changing, diverse and collaborative.

The university’s primary graphic device 
is a combination of overlapping boxes 
containing photography, text and brand 
colours. This unites our toolkit elements  
and creates a modular visual language  
that makes up our distinct style.

Samples
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Visual Toolkit
Creative Examples

In order to differentiate the faculty from 
others at the university, a creative look and 
feel has been developed for Arts marketing 
and communications materials.

Sample banners Vinyl window

Department of
Criminology

ryerson.ca/criminology
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DepartmentBanners_MasterFile_31.5x95.85.ai   1   10/31/2018   4:33:42 PM

Geographic
Analysis

ryerson.ca/geography

12” TAIL

Department of Geography &
Environmental Studies
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DepartmentBanners_MasterFile_31.5x95.85.ai   1   10/31/2018   4:28:40 PM

Department of
History

ryerson.ca/history
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DepartmentBanners_MasterFile_31.5x95.85.ai   1   10/31/2018   4:32:27 PM

Wall graphic

Visionary  
Gifts 
$100,000+

CAW-Canada

Donner Canadian  
Foundation

Hydro One Inc.

Karen Mulhallen

Nuclear Waste  
Management Organization

Harry Rosen

Steven J. Sandoz

The St. George’s Society  
of Toronto

Vale Canada Limited

Lou Wise

Transformative  
Gifts 
$25,000– 
$100,000

Bell Canada

Michael J. Bardecki

Debbie Diamond

Environics Analytics  
Group Ltd.

Terry and Ruth Grier

Khatija Patel

Pope & Company

Joseph Pope

Pitney Bowes Software Inc.  
(Mapinfo Canada)

RBC

The Second Chance  
Scholarship Foundation

TD Insurance  
Meloche Monnex

TD Canada Trust

Zonta Club of Toronto

Lorem ipsum  
$100–1,000

Nina Rios

Fernando Goodman

Arielle Tate

Reed Palmer

Luke Park

David Gibbs

Cheyenne Neal

Sterling Cole

Toni Hawkins

Alyson Francis

Stacy Griffin

Candace King

Kyler Pope

Morgan Curtis

Devan Hayes

Alec Scott

Santiago Bell

Roberto Grant

Lucas Francis

Cierra Dia
Matthew Marquez

Lindsay Horton

Taylor Leonard

Samantha Manning

Jordan Gibbs

Trisha Alexander

Sydney King

Jasmin Klein

Macy Russell

Chelsie Waters

Natasha Warren

Stacy Bradley

April Cunningham

Yvonne Bowers

Victor Sanders

Brendan Watkins

Kailey Reed

Alyson Francis

Stacy GriffinR
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Criminology
Economics
English
Geography  
 & Environmental Studies
History
Languages, Literatures  
 & Cultures
Philosophy
Politics  
 & Public Administration
Psychology
Sociology

24” 36” 

Vinyl Banners
Round 2: Option B

Inspiring change  
in the humanities and  
social sciences

Existing facing wall design
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Visual Toolkit
Creative Examples

Continued

Sample brochure

Real-world 
learning
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In Ryerson’s Faculty of Arts, education 
and experience go hand in hand. What 
you learn in the classroom can be applied 
in field placements, internships, projects 
with community partners, and independent 
research papers.

Gain valuable industry experience

A politics and public administration field experience 
course gives students the chance to see the inner 
workings of the government and make valuable  
connections by shadowing a Member of Parliament.

Apply your skills in an internship

For example, history students have put their  
knowledge of heritage management theory into  
practice with placements at Heritage Toronto,  
the Hockey Hall of Fame, the Ontario Historical  
Society and the Toronto Railway Museum.  
International economics and finance students  
have secured internships with the United Nations,  
the World Trade Organization, consulates,  
and major banks.

Share your research

Students can showcase their ideas and work  
at ARTeries – an annual undergraduate public  
research conference for Ryerson students.

Allyson completed a six-month internship  
as a junior crime data analyst at CANATICS 
– a not-for-profit organization focused on 
using state-of-the-art analytical tools to 
identify suspicious insurance claims.  
She used skills honed in her program to 
manipulate large masses of data, analyze 
reports, and identify outlier behaviour.  
The internship gave Allyson a wider  
understanding of how she could apply her 
degree in areas other than banking.

Joseph Ariwi and Gabby Lee 
Spatial Analysis MSA

Joseph and Gabby, along with two other  
Spatial Analysis students, worked with the 
Toronto Police Service in a course where 
students consult with external clients on real 
problems. They drew on their skills in data 
handling, spatial analytics, web GIS, statistical 
modeling and critical social analysis to design 
and build an app that will help police officers 
connect to valuable mental health resources  
in the field.
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 My internship  
helped me apply  
what I learned in  
class to the real  
world – and I  
discovered my  
ideal career focus.”
–  Allyson Baclayon 

International Economics & Finance

Where inspiration 
meets impact
Humanities &  
Social Sciences

Promotional materials Website
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Visual Toolkit
Templates

Several templates have been created for 
the Faculty of Arts and its departments. 
Templates for posters and flyers can be 
customized with different colours and 
images to reflect the details of a particular 
event, program or initiative. 

Templates can be downloaded at  
ryerson.ca/arts/faculty-and-staff/
marketing-resources.

Additional templates, including electronic 
letterhead, reports, and PowerPoint 
presentations, can be downloaded at 
ryerson.ca/branding/downloads.

PowerPoint Template

Click to add title
Click to add subtitle

October 10, 2018

Insert Body Copy here … Lorem ipsum 
dolor sit amet, consectetur adipiscing elit. 
Duis interdum, libero a lacinia sagittis, nunc
tellus sollicitudin ipsum, et interdum massa
ante at lorem. In vestibulum mollis
vehicula.

Morbi sollicitudin vehicula imperdiet. In non 
sapien urna. Mauris et dui risus. Aliquam
dolor sapien, pretium vel imperdiet sit 
amet, varius et tortor. Proin euismod erat
ex, eget finibus metus luctus tincidunt. 
Suspendisse dictum eleifend congue.

6

Brochure Template

Program Name
BA (Hons)

“A student or faculty quote 
can be added here to explain 
more about the program and 
provide a personal touch.”
– First Name Surname, Program Student

Contact us
Email: XXXXXXX@ryerson.ca
Phone: 416.979.5000, ext. XXXX
ryerson.ca/XXXXXXXXXXXXXX

Why Ryerson?
How does the Ryerson program differ from other BA programs at other 
universities? What elements does the Ryerson program have that our 
unique? Opportunities outside the classroom - field experience? clubs? 
speaker series?
Proin metus mi, tempus id nulla quis, varius ultrices nisl. Proin ultrices
elementum dapibus. Cras vestibulum ullamcorper elit sit amet pretium. 
Etiam lacus leo, feugiat vitae sapien ac, dapibus lobortis urna. Integer 
facilisis bibendum bibendum.
Aliquam aliquet eros eu enim malesuada porta non vel felis. Mauris sit 
amet lorem egestas, viverra nulla nec, pellentesque tellus. Donec
fermentum, nunc nec semper blandit.

XXXXX BA
Include information about the program structure; courses/curriculum; 
minors or areas of specialization.
Aenean elementum euismod vestibulum. Sed sagittis enim nibh, sit amet
convallis enim eleifend eget. Etiam scelerisque erat lorem, a pellentesque 
elit. Lorem ipsum dolor sit amet, consectetur adipiscing elit. Maecenas 
placerat eros eget mauris accumsan, vitae gravida mi tincidunt. Vivamus 
ac scelerisque ante, sed imperdiet nulla. Quisque sollicitudin gravida 
ullamcorper. Maecenas non scelerisque ex, sit amet facilisis magna. Duis 
non lorem eu lacus eleifend maximus. Ut vitae turpis euismod nulla mollis 
lacinia in sit amet lacus.

What can I do with a XXXXX BA?
• Include career and graduate school/professional designation

opportunities
• Proin metus mi, tempus id nulla quis, varius ultrices nisl. Proin ultrices

elementum dapibus.
• Cras vestibulum ullamcorper elit sit amet pretium. Etiam lacus leo, 

feugiat vitae sapien ac, dapibus lobortis urna. Integer facilisis bibendum 
bibendum. Pellentesque a nisl libero. Aliquam aliquet eros eu enim 
malesuada porta non vel felis.

• Mauris sit amet lorem egestas, viverra nulla nec, pellentesque tellus. 
Donec fermentum, nunc nec semper blandit, est diam vehicula mauris, 
eu volutpat enim leo eget orci. 

Include information on, and an explanation of, 
the subject area(s). Explain what philosophy, 
history, sociology, XXXXX, etc., is and why you 
would study this particular subject. Elit
maecenas placerat eros eget mauris accun, 
vitae gravida mi tincidunt. Vivamus ac the 
scelerisque ante, nulla. Quisque sollicitudin a 
gravida ullamcorper. Maecenas non the 
scelerisque ex, sit amet facilisis magna. Duis 
non lorem eu lacus eleifend maximus.

http://ryerson.ca/arts/faculty-and-staff/marketing-resources
http://ryerson.ca/arts/faculty-and-staff/marketing-resources
http://ryerson.ca/branding/downloads
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Please contact us if you have any  
questions regarding these guidelines  
or marketing and communications  
materials for the Faculty of Arts:

Contact

Janet Jardine 
Marketing Officer
University Relations 
416-979-5000, ext. 6098 
jjardine@ryerson.ca

Julia Davydova 
Creative and Digital Communications 
Coordinator
Faculty of Arts
416-979-5000, ext. 3323
jdavydova@arts.ryerson.ca

mailto:jjardine%40ryerson.ca?subject=
mailto:jdavydova%40arts.ryerson.ca?subject=

