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1.0 Introduction

1.01 THE UNIVERSITY
The University of South Australia (UniSA) operates in a 
competitive environment where reputation, name and 
image are valuable assets. Consistent and appropriate 
branding and communications activity supports a 
strong corporate image and public recognition of 
the University’s accolades and achievements.

The University can be recognised by distinctive 
elements, or brand assets, including its logo, 
corporate colour and typeface. This guide 
provides advice for the effective reproduction 
and use of the University’s brand assets.

1.02 GOVERNANCE
Consistency is vital in maintaining the integrity 
of the University’s brand. This guide has been 
developed by the Communications and Marketing 
Unit (CMK), and the Publications and Visual 
Communications team are responsible for its delivery 
and providing additional advice to University staff. 

Key Contacts

Chief Marketing and Communications Officer
Alan Brideson 
(e) alan.brideson@ unisa.edu.au 
(p) (08) 8302 0977

Manager Publications and Visual Communications
Malcolm Hamilton 
(e) malcolm.hamilton@unisa.edu.au 
(p) (08) 8302 0742
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2.0 Logo

2.01 DISTINCTION
The University’s logo and UniSA Blue are 
distinguishable brand elements. The UniSA 
logo instantly and clearly identifies a marketing 
communication as belonging to the University.

The logo is a Registered Trademark and it is 
important that it is reproduced correctly. 

The symbol should only ever be reproduced 
as part of the logo, in combination with the 
name of the University, never on its own. 
The name of the University should always 
remain proportional to the symbol. 
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2.0 Logo

2.02 SYMBOL
The UniSA logo should be used to identify and unify 
all University publications, services and activities. The 
symbol is based on the letterform ‘U’, the ‘uplifting’ 
forms express aspiration to higher achievement, while 
the solid yet distinctive design ensures memorability. 
The internal structure can be interpreted as 
three-dimensional, further increasing visual interest.

2.03 COLOUR
The logo uses UniSA Blue, which is the official 
corporate colour of the University. 

Pantone: 7686C

CMYK: C100/M72/Y0/K6

RGB: R0/G82/B160

HEX: 0052a0UniSA Blue 

For more information about UniSA Blue and 
guidelines for its use see Section 3 – Colour.

Vertical 
The vertical version of 
the logo is the default

Horizontal 
The horizontal version offers 

greater flexibility where space 
height is at a premium, or for use 
alongside other horizontal logos.
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2.0 Logo

2.03 COLOUR VARIATIONS
The logo can be used in three colour variations. The 
colours are UniSA Blue, white (reversed) and black (mono).

Note: When producing the logo in UniSA Blue or 
mono variations, the U elements in the centre of the 
symbol must remain white and not be transparent.

UniSA Blue
for use on white 
backgrounds.

Mono
for one colour (black) 
reproduction.

Reversed
for use on dark 
backgrounds (white logo).
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2.0 Logo

2.04 PROTECTED AREA
A minimum protected area must be maintained to 
ensure clarity of the logo.

The protected area is half the width of the symbol, 
distributed as clear space around the logo’s edge.  
This applies to all logo variations.

2.05 MINIMUM SIZE
The logo must be a minimum of 6mm as measured 
across the width of the symbol for all logo variations.

Note: The logo may need to be smaller for some 
applications such as embroidery on clothing or 
digital designs for small screens/devices. In these 
situations, please seek advice from the Manager 
Publications and Visual Communications. Remember, 
that the name of the University should be legible 
and the edges of the symbol should remain sharp.

6mm

x1/2 x 1/2 x

1/2 x

1/2 x

x1/2 x 1/2 x

1/2 x

1/2 x

6mm

Example: Use of logo at minimum size
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2.0 Logo

2.06 INCORRECT USE
To maintain branding consistency and visual quality of 
the logo, care must be taken to avoid incorrect use.

Do not use any other colour 
than UniSA Blue, white or black.

Do not use the symbol separate  
 to the text or as a pattern.

Do not outline the logo.

Do not use more than one 
colour on the logo.

Do not use the logo on an angle. 

Do not add any effects to 
or animate the logo.

Do not resize out of proportion.

Do not place on a patterned or 
heavily textured background.

Do not distort the logo.
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Example: Co-brand logos – University entities

Example: Co-brand logos

2.0 Logo

2.07 CO-BRAND LOGOS
A co-brand is the combination of the UniSA logo with 
one or more distinct logos, normally separated by 
a vertical line. A co-brand should not be confused 
with name plates (see below). The order of the 
logos in a co-brand is reliant upon the relationship 
of the University and the other organisation/s.

To ensure consistent branding and prominence of 
the University brand, University entities may use an 
approved co-brand logo on selected communications.

Development of any future co-brands, secondary logos 
or badging/graphic devices must only occur with the 
approval of the Chief Marketing and Communications 
Officer as per the current Marketing Code of Practice.

2.08 NAME PLATES
The University has a standardised naming convention 
for its departments and functions called a ‘name plate’. 
The correct format is the University logo separated 
by a vertical line from the name of the department 
or function, written in Frutiger. This should not be 
confused with a co-brand logo (see above).

No special approval is required to generate a name 
plate, however when there is a requirement to change 
or create a new name plate, guidance should be 
sought from the Manager Publications and Visual 
Communications.

Example: Name plates
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Future
Industries
Institute

✓

2.0 Logo

2.09 GRAPHIC DEVICES
To communicate a unique identity to some 
University brands and functions, a ‘graphic device’ 
may be permissable, with CMK approval. 

A graphic device is a visual element that helps 
to identify an externally facing entity of the 
University, such as the Future Industries Institute 
(FII), and should be used in collaboration with the 
University’s marketing collateral and branding.

It is important to remember:
•  if the graphic device is used in its entirety (i.e. it is not 

cropped), it must always appear with the approved 
University branding; and

• be at least 2.5 times larger than a UniSA co-brand  
logo or nameplate. 

This is to ensure the device is seen as a supporting  
design element, not as a logo. 

The height of the whole device MUST be at least 2.5x 
the height of the University of South Australia Logo.

Future
Industries
Institute

DON’T place the entire device next to the UniSA 
co-brand, or any other brand, in a way that could be 
interpreted as a logomark. 

DO reproduce the device at 2.5x height of 
University logo and with it's edges cropped. 

at least 2.5x  height of uni logo

Future
Industries
Institute

Future Industries Institute
Building X
Mawson Lakes Campus
Mawson Lakes Boulevard
Mawson Lakes SA 5095

Email fii@unisa.edu.au
Phone (08) 830 23404

CRICOS Provider Number: 00121B
April 2016

Future Industries 
Institute

Future
Industries
Institute

Our mission is to seed the 
creation of the industries of 
tomorrow and to support the 
transformation of the industries 
of today by partnering with them 
to deliver disruptive solutions to 
the challenges they face.

✓
x

x

2.5 x

2.5 x

Example: Future Industries Institute (FII) graphic device
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2.0 Logo

2.10 PARTNERS AND SPONSORS
The UniSA logo should be proportionate to other 
logos when used on partners’ or sponsors’ printed 
materials or websites. This applies in all instances, 
except in those where sponsors are tiered (i.e. gold, 
silver, bronze etc). In these cases, the logo should 
be proportionate to those within its class.

Note: Some organisations may require 
additional approvals for use of their logo on 
printed materials and digital assets.

Example: University logo is proportionate to other logos

NATIONAL INTERDISCIPLINARY 
EDUCATION FRAMEWORK FOR 
PROFESSIONALS WORKING IN 
THE EARLY YEARS:

Support for this project has been provided by the Australian Government Office  
for Learning and Teaching. The views in the project do not necessarily reflect 

the  views of the Australian Government Office for Learning and Teaching.

Helping future generations of professionals to 
collaboratively care for children from birth to five years

Con
fid

en
tia

l

NATIONAL INTERDISCIPLINARY 
EDUCATION FRAMEWORK FOR 
PROFESSIONALS WORKING IN 
THE EARLY YEARS:

Support for this project has been provided by the Australian Government Office  
for Learning and Teaching. The views in the project do not necessarily reflect 

the  views of the Australian Government Office for Learning and Teaching.

Helping future generations of professionals to 
collaboratively care for children from birth to five years

Con
fid

en
tia

l

National Interdisciplinary 
Education Framework for 
Professionals working in 
the Early Years
Helping future generations of professionals to 
collaboratively care for children from birth to five years.

Take our grip test and measure 
your isometric muscle strength.

HOW STRONG  
ARE YOU?

GRIP TEST
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3.0 Colour

3.01 PRIMARY (CORPORATE) COLOUR
The University’s corporate colour is UniSA Blue. 
In addition to its use as the logo colour, UniSA 
Blue should always be the dominant colour 
on brochure covers, posters, banners, colour 
advertisements and any other promotional activity.

Care must be taken to use the correct colour space for the 
application – always use the colour breakdowns specified 
here. When colours are translated from one space to 
another, or are reproduced by different applications, the 
final result can vary. Where possible, ask for a proof or 
sample to ensure a good match with existing materials.

3.02 SECONDARY COLOURS
Secondary colours are used on the shapes that appear 
in brand architecture (see Secion 4 – Graphic elements).

These colours are used over the primary colour only, or 
white, as per examples. 

3.03 ALTERNATIVE COLOURS
Alternative colours can be used to enhance and reflect 
both images and the UniSA graphic elements. 

Colours can be sourced from, and influenced by 
imagery, and should complement and accent 
the primary corporate UniSA Blue colour.

Example: Use of alternative colours

Primary (corporate) colour

Pantone: 7686C

CMYK: 100/72/0/6

RGB: 0/82/160

HEX: 0052a0UniSA Blue 

Secondary colours 

CMYK: 100/85/0/9

CMYK: 100/80/0/6

CMYK: 90/59/0/4

CMYK: 17/12/0/0

CMYK: 10/6/0/1

CMYK: 6/3/0/0

Individual circumstances may differ and some conditions 
may apply. Please contact our Future Student Enquiries 
team to discuss your pathway on (08) 8302 2376 or visit:

unisa.edu.au/pathways

FOUNDATION STUDIES
UniSA Foundation Studies is a free* 
one-year program with no minimum entry 
qualification required.^ 

You will learn the skills needed to study 
at a tertiary level and you will also gain 
discipline-specific skills and important 
base knowledge with additional support 
from UniSA College staff. 

Upon successful completion, you can use 
your Grade Point Average (GPA) to apply 
for any UniSA degree (a competitive GPA 
is required).

As a Foundation Studies student, you will 
be taught on campus by UniSA staff and 
will have access to the University’s full 
range of support services. 

This program is offered full-time or 
part-time and may be studied externally 
depending on your course selection. 

*Foundation Studies students will be required to 
pay the Student Services and Amenities Fee as 
determined by the Australian Government.

^Applicants who have not completed SACE or a 
Certificate III must be over 18 years of age. See 
Note 8 on inside back cover.

Pathways INTO UniSA
Your ATAR is only one of the many ways to gain entry into your chosen degree at UniSA. 

 UniSA College

USE YOUR ATAR (YEAR 12) 

Complete Year 12 and apply using your ATAR.  
You may also be eligible for bonus points  

and/or guaranteed entry.
HIGH SCHOOL

Complete the one-year Foundation Studies 
program, then apply to enter first year  

of a UniSA degree.

Complete a two-year diploma, then  
enter second year of a UniSA degree.UniSA COLLEGE

Complete a two-year program then enter 
the second year of one of UniSA’s Bachelor of 

Engineering (Honours) degrees.
UniSA ASSOCIATE DEGREES

OR TAKE A UniSA PATHWAY

Complete four courses at an appropriate level 
through Open Universities Australia (OUA), then 

apply to UniSA based on your GPA.

Apply using a certificate IV, diploma or advanced 
diploma from TAFE or another RTO. You may also receive 
credit for your study or be eligible for guaranteed entry.

TAFE/RTO

Complete a diploma through SAIBT. Then enter 
second year of a related degree. A minimum  

Grade Point Average (GPA) is required.

SOUTH AUSTRALIAN INSTITUTE OF BUSINESS  
AND TECHNOLOGY (SAIBT) DIPLOMA

If you are over 18 and haven’t completed more than two 
years of full-time tertiary study in the last two years, you 

can sit the STAT for entry into UniSA programs.
SPECIAL TERTIARY ADMISSIONS TEST (STAT)

If you have completed at least half a year of full-time 
equivalent study (at either UniSA or another recognised 

institution) you can apply using your GPA.
HIGHER EDUCATION STUDY

OR TAKE AN ALTERNATIVE PATHWAY

Did you know? 

Diploma programs may 
be listed on your SATAC 

application as a back-up 
option to your preferred 

UniSA degrees.  
UniSA College provides academic programs designed 

primarily for people who do not have the qualifications 
required to get directly into a bachelor degree, providing a 

supported alternative pathway into university study. 

DIPLOMAS
UniSA College offers four, two-year 
diploma programs in arts, business, health, 
and science and technology. 

In Stage 1 (first year) you will learn the 
skills necessary to study at a tertiary 
level, such as how the University works, 
how to write and reference academic 
assignments, and how to manage your 
time effectively.

In Stage 2 (second year) you will start 
studying first-year courses from your 
linked UniSA bachelor degree. You will 
sit in the same lectures and tutorials as 
other first-year degree students, with the 
advantage of additional support through 
UniSA College.

Upon completion, you will graduate with 
a university diploma qualification and will 
seamlessly transfer into the second year 
of your UniSA bachelor degree.

The diploma programs are offered 
full-time or part-time, and may be studied 
partially-external depending on your 
program structure and course selection.

HOW TO APPLY
Applications for the diploma programs 
and Foundation Studies are made through 
SATAC as one of your six preferences. 

unisa.edu.au/college

22 23 

U
niversity of South Australia  

BRAN
D

 GU
ID

ELIN
ES | 20

19: version 0
3: April | 10



4.0 Graphic elements

4.01  BRAND ARCHITECTURE
The University’s ‘Brand Architecture’ provides a foundation 
for our graphic design and visual style. The graphic 
elements within ‘Brand Architecture’ are replications of 
the University’s striking, modern buildings – including  
the M2 Building at Mawson Lakes campus (element 1)  
and the Hawke Building at City West campus (element 2).

Sections of the graphic elements can be used across both 
print and digital materials as a background to add depth 
to the design.

Minimal angular treatments can also be applied to reflect 
the shapes. Not every design needs to incorporate the full 
angular treatments, using clean and simple angles just as 
a feature where appropriate is advisable and preferred.

Graphic element 1

Graphic element 2

COMMONWEALTH SCHOLARSHIPS
A range of Commonwealth scholarships are available to assist 
Indigenous students, particularly from remote and regional areas. 
Examples include:

Indigenous Commonwealth Accommodation Scholarship 
Value: A$5,456 p.a.

Indigenous Commonwealth Education Costs Scholarship 
Value: A$2,727 p.a.

INTERNATIONAL SCHOLARSHIPS
We offer a number of scholarships to international students to 
support their study and achievements. Examples include:

Vice Chancellor’s International Excellence Scholarship 
Recipients receive a 50% reduction in their student 
contributions (tuition fees) p.a., for up to four years  
of full-time study.

International Merit Scholarship 
Recipients receive a 25% reduction in their student 
contributions (tuition fees) for the first year of study  
in their chosen program, up to a maximum of two  
semesters or eight courses.

unisa.edu.au/international-scholarships

UNIVERSITY FUNDED GRANTS
The University also funds various other grants to help lessen  
the cost of study:

UniSA Placement Grant Value: A$2,500 one-off payment

UniSA Study Grant Value: A$2,000 p.a.

unisa.edu.au/grants

OUR SCHOLARSHIP FUND
Many of our scholarships are made possible thanks to the 
support of generous individuals and organisations. 
Find out more about supporting the University of South Australia 
Scholarship Fund at:

unisa.edu.au/giving

“I will encourage 
females to embrace 
the sciences.”
Rosheen Blumson
Bachelor of Science

“I wish to honour  
my family.” 
Eddy Au
Bachelor of Aviation

“My goal is to inspire 
Aboriginal and Torres 
Strait Islander people to 
reach their potential.” 
Michelle Parmiter
Bachelor of Social Work 

Find your scholarship
View a complete list of all scholarships and find out how to apply at:

unisa.edu.au/scholarships

Tip: Don’t forget to keep checking the website  
for new scholarships available. 

The information provided in this publication is for general 
information only, and the University of South Australia makes 
no representation about the content, suitability, accuracy or 
completeness of this information for any purpose. It is provided 
“as is” without express or implied warranty. 
Information correct at time of printing (May 2019)
CRICOS provider number 00121B

unisa.edu.au
Telephone: (08) 8302 2376
Make an enquiry: unisa.edu.au/enquire

SCHOLARSHIPS  
AND GRANTS

Acknowledgement of Country
UniSA respects the Kaurna, Boandik and Barngarla 
peoples’ spiritual relationship with their country.  
We also acknowledge the diversity of Aboriginal 
peoples, past and present.
Find out more about the University’s commitment 
to reconciliation at unisa.edu.au/RAP

Artist: 
Rikurani

Suliana Shahrin
Scholarship recipient

Example: Graphic 
elements on flyer

U
niversity of South Australia  

BRAN
D

 GU
ID

ELIN
ES | 20

19: version 0
3: April | 11



5.0 Typeface

5.01 UniSA ALTIS
The University’s corporate typeface is a customised 
version of Altis. It should be used on all corporate 
advertising, publications and promotional materials.

For a licensed copy of the UniSA Altis typeface 
please contact the Manager Publications 
and Visual Communications.

5.02 PREFERRED UniSA ALTIS WEIGHTS
The preferred UniSA Altis weights are as follows:

UniSA Altis Light

UniSA Altis Light Italic

UniSA Altis Book 

UniSA Altis Book Italic

UniSA Altis Medium

UniSA Altis Bold

UniSA Altis Extra Bold

UniSA Altis Heavy

UniSA Altis Hairline, UniSA Altis Thin and 
UniSA Altis Black are not recommended.

UniSA Altis Light

a b c d e f g h i j k l m n o p q r s t u v w x y z 
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
1 2 3 4 5 6 7 8 9 0 ! @ # $ % ^ & * ( ) [ ] ; : ’ ” < > , . ? /

UniSA Altis Light Italic

a b c d e f g h i j k l m n o p q r s t u v w x y z 
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
1 2 3 4 5 6 7 8 9 0 ! @ # $ % ^ & * ( ) [ ] ; : ’ ” < > , . ? /

UniSA Altis Book

a b c d e f g h i j k l m n o p q r s t u v w x y z 
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
1 2 3 4 5 6 7 8 9 0 ! @ # $ % ^ & * ( ) [ ] ; : ’ ” < > , . ? / 

UniSA Altis Book Italic

a b c d e f g h i j k l m n o p q r s t u v w x y z 
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
1 2 3 4 5 6 7 8 9 0 ! @ # $ % ^ & * ( ) [ ] ; : ’ ” < > , . ? / 

UniSA Altis Medium

a b c d e f g h i j k l m n o p q r s t u v w x y z 
A B C D E FG H I J K L M N O P Q R S T U V W X Y Z
1234567890!@#$%^&*() [ ] ; : ’ ”<> , .?/

UniSA Altis Bold

a b c d e f g h i j k l m n o p q r s t u v w x y z 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()[]; : ’”<>,.?/

UniSA Altis Extra Bold

a b c d e f g h i j k l m n o p q r s t u v w x y z 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()[];:’”<>,.?/ 

UniSA Altis Heavy

a b c d e f g h i j k l m n o p q r s t u v w x y z 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()[];:’”<>,.?/ 
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6.0 Photography

6.01 STYLE
The photography used in UniSA’s marketing materials 
should be engaging, authentic and visually appealing. 
Images of people should be actual UniSA students, staff 
and alumni where possible. Stock photography should 
be avoided unless it relates to a specialised area or the 
imagery required is not available on UniSA’s Asset Bank. 

For additional advice on photography style and briefings 
please contact the Manager Publications and Visual 
Communications.

6.02 ASSET BANK
Asset Bank is the central repository for the University’s 
images and photography. UniSA staff can access a wide 
range of images including students, campus facilities, 
research and more.

assetbank.unisa.edu.au
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7.0 Message Architecture

7.01 WRITING STYLE
All communication materials should reflect the 
University’s youthful confidence and enterprising 
spirit. Content should be relevant and engaging. 
Our position as a ‘challenger brand’ should be 
clear – an innovative university grounded in the 
community, industry-connected and helping 
to solve the challenges of tomorrow through 
career-ready graduates and research excellence.

We ARE: adventurous, innovative, global, distinctive, 
creative, transformational, engaged, engaging, 
enterprising, resourceful, pioneering, ground-breaking, 
trail-blazing, professional, international, adaptable, 
connected, inquiring and accessible.

We are NOT: traditional, local, vocational, prestigious, 
pretentious, generic, stagnant or conventional.

UniSA is a ‘disruptor’ – a hub of innovation and new 
thinking. Our tone of voice should reflect a unique 
blend of insight and originality, and be conversational 
and vibrant. Our communications should be:

• Authentic
• Fresh

• Dynamic
• Relatable

• Visionary
• Relevant

7.02 TEXT STYLE
The University has agreed guidelines for text including 
style, punctuation, shortened forms, capitalisations etc. 

Enterprising

research We have a proud history of 
furthering education and research 
in the fields of science, information 
technology, engineering and 
mathematics to promote innovation 
and productivity on a local, national 
and international scale.

We have a diverse and multicultural 
environment with more than  
300 academic researchers and 
more than 320 PhD students. 
Key research disciplines include 
defence, wireless and satellite 
communications, natural resources 
and carbon living, environmental 
remediation, and new technologies 
in information technology, 
engineering, mathematics, and the 
natural and built environments.

 

Information technology,  
engineering and the environment

The Future Industries 
Institute (FII) 

FII brings business, academia and the 
community together to address real-world 
issues and build economic growth through 
innovation and genuine partnerships.

While many projects will align with FII’s 
four primary research strands (biomaterials 
engineering and nanomedicine; 
energy and advanced manufacturing; 
environmental science and engineering; 
and minerals and resources) this is 
not a prerequisite for partnership. 

With deep-seated cross-disciplinary 
connections across the University, FII offers 
a solution-driven approach developing 
mutually beneficial partnerships with 
industry to help translate research 
into commercial outcomes.

Innovation and ingenuity 

UniSA has formed several significant 
partnerships, which have led to breakthrough 
research and innovation, including:

•  Teaming up with SMR Automotive, 
researchers have produced the world’s 
first lightweight plastic automotive 
mirrors. The same innovative thin-film 
technology is also being used with 
Adelaide-SA start-up Heliostat to make 
solar power generation more efficient, 
recently delivering $1 million worth of 
product to Mitsubishi Hitachi in Japan.

• UniSA has been awarded a significant 
software grant from Siemens worth 
A$450 million in commercial value. 
This is the largest software grant 
of its kind in Australia and gives 
students the opportunity to access 
the same software used to design 
and develop products by Space X, 
Maserati and the Mars Curiosity Rover. 

IMAGES OF RESEARCH 2017, BEAUTIFUL 
DELAMINATION, DR THOMAS MICHL, 

RESEARCH ASSOCIATE, FUTURE 
INDUSTRIES INSTITUTE.

PROFESSOR ANDY KORONIOS,  
CEO DESIGNATE SmartSat CRC.

Transformative partnerships 

SAAB – providing students and researchers 
in STEM related fields with placement and 
collaboration opportunities to build additional 
strength in the Australian defence sector, 
through the establishment of the Saab 
Australia-UniSA Defence Technologies Institute.

Defence Science and Technology – engaging 
with Australia’s Department of Defence on 
projects worth more than $4 million in the areas 
of aerospace, joint and operations analysis, 
maritime, national security and intelligence.

DXC Technology – partnering with the world’s 
leading independent, end-to-end IT services 
company to support the next wave of IT 
innovators and entrepreneurs who can succeed 
on a global scale, integrating world-class 
education with internship opportunities through 
an IT honours program.

University College London (UCL) – a global 
partnership with UCL Engineering focusing 
on research inspired by real-world issues. 

WELL ABOVE WORLD-CLASS 
RESEARCH IN ENGINEERING 

2018 EXCELLENCE IN RESEARCH FOR 
AUSTRALIA (ERA)

WELL ABOVE WORLD-CLASS 
RESEARCH IN 

ENVIRONMENTAL SCIENCES 
AND MANAGEMENT 

2018 EXCELLENCE IN RESEARCH FOR 
AUSTRALIA (ERA)

Smart satellites 

UniSA is proud to lead Australia’s biggest investment in space industry R&D. Headquartered 
in South Australia, but with a network of national and global partners, the new Cooperative 
Research Centre for Smart Satellite Technologies and Analytics (SmartSat CRC) aims to 
lift Australia’s space industry to $12 billion and generate an extra 20,000 jobs by 2030.

Changing reality 

The Australian Research Centre for Interactive and Virtual Environments (IVE) is a world 
leader in augmented and virtual reality technologies, bringing together a unique alignment 
of computer science, art and design, to transform industry and solve large-scale challenges.

IVE is focused on interdisciplinary AR and VR research and works with industry partners 
such as Google, Saab, Amazon and Siemens.

Our globally-recognised researchers are leaders in user interactions with technologies such as 
wearable computing, human-computer interactions, 3D visualisations and telepresence. They 
also have vast experience in manufacturing, the Internet-of-Things, interactive art, and design.

12 | Enterprising Research   | 13

DEGREES IN 2020
Choose your future. Get career ready.

Example: UniSA brand applied to student recruitment material

Example: UniSA brand applied to corporate material

“Travel is one of my biggest 
influences. It’s about the 

unexpected encounters 
and the stories that inspire. 

Success to me is breaking 
the rules. I once read an article about 20 
things not to do when starting your own 
architecture practice. We did all 20 of them.”    

Dave Bickmore / Director / studio-gram
Master of Architecture

Studio-gram is an award-winning design practice that has 
been the creative force behind the some of Adelaide’s best 
eateries and bars including Abbotts & Kinney, Mr Goodbar, 
Shobosho, Osteria Oggi and Sunny’s.

CAREER SERVICES 

Our Career Services team 
will help you get career 
ready. Access our online 
Career Hub for exclusive 
job listings, tips on resume 
writing and to practise your 
interview skills through 
simulation software. You 
can also connect with 
a career adviser, attend 
industry events, and walk 
in to one of our drop-in 
centres on campus. 

unisa.edu.au/careers

UniSA+

UniSA+ is a unique 
program open to all UniSA 
students. Starting in first 
year, you will develop the 
practical skills needed for 
the modern workplace 
including leadership, 
entrepreneurship, cultural 
understanding and 
self-development. 

unisa.edu.au/unisaplus 

ENVIRONMENTAL SCIENTIST

ARCHITECT

PILOT

ENVIRONMENTAL SCIENTIST

ENGINEER

ENGINEER

GRAPHIC DESIGNER

MATHEMATICIAN

SOCIAL MEDIA EXPERT

JOURNALIST

SOFTWARE DEVELOPER

SOCIAL MEDIA EXPERT

PODIATRIST

PODIATRIST

PSYCHOLOGIST

TV PRODUCER

TEACHER

GAME DEVELOPER

MATHEMATICIAN

VISUAL EFFECTS ARTIST

LAWYER

NURSE

ARCHITECT

Get ready for your future career. Be prepared to take 

on challenges. Learn to be adaptable. Take risks. 

Show initiative. Build good communication skills. Move 

up-ways and side-ways. Be dynamic not static. Embrace 

technology. Travel. Volunteer. Innovate and disrupt.  

Join Australia’s University of Enterprise. 

unisa.edu.au/study 

SA’s #1  
UNIVERSITY FOR 

GRADUATE CAREERS 
QILT: Graduate Outcomes Survey 
2016-18 – Full-time Employment 
Indicator (Undergraduate). Public 

SA-founded universities only.

No.1 IN SA FOR 
EMPLOYER 

SATISFACTION 
QILT: 2018 Employer Satisfaction 

Survey, Overall Satisfaction  
Indicator – National Report

#1 IN SA FOR 
STUDENT 

SATISFACTION 
QILT: Course Experience Questionnaire 

2016-18 – Overall Satisfaction 
Indicator (Undergraduate). Public  

SA-founded universities only.

GET CAREER 
READY
STUDY AT UniSA

By 2022, 1.87 billion people will 
be mobile employees, using 

emerging technologies to work 
from anywhere, at any time. 

Strategy Analytics: Global Mobile Workforce  
Forecast Update 2016-2022

1.87B

ENTREPRENEUR GAME DEVELOPER

NURSE

TEACHER

PODIATRIST

ARCHITECT

GRAPHIC DESIGNER

GRAPHIC DESIGNER

LAWYER

LAWYER

PSYCHOLOGIST ACCOUNTANT

MATHEMATICIAN

SOCIAL MEDIA EXPERT

SOCIAL MEDIA EXPERT

PILOT

PILOT

VISUAL EFFECTS ARTIST

TV PRODUCER SOFTWARE DEVELOPER

JOURNALISTPHYSIOTHERAPIST

ENVIRONMENTAL SCIENTIST

SOFTWARE DEVELOPER

SOCIAL MEDIA EXPERT

PODIATRIST

PSYCHOLOGIST

TV PRODUCER

TV PRODUCERVISUAL EFFECTS ARTIST

GRAPHIC DESIGNER

MATHEMATICIAN

ENGINEER

GAME DEVELOPER

JOURNALIST

ENGINEER

ARCHITECTENTREPRENEUR

 What are the  
 possibilities for 
your future career? 

Complete a 
MyCareerMatch Profile 

with UniSA at  
unisa.edu.au/mycareerprofile
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8.0 Legal and policy 

All marketing and branding activity at the University 
is subject to legal and policy needs. These include 
the provisions set out in the Code of Practice, as 
well as trademark and disclaimer requirements.

8.01 MARKETING CODE OF PRACTICE
As a major public institution the University is subject to 
legislative requirements regarding the proper conduct 
of its operations. Management of the marketing of 
its services and intent to the broader community 
is a significant organisational requirement. 

8.02 REGISTERED TRADEMARKS
The University’s logo and ‘Australia’s University 
of Enterprise’ tagline are Registered Trademarks 
and their use is subject to approval.

8.03 CRICOS CODE
UniSA’s CRICOS (Commonwealth Register of Institutions 
and Courses for Overseas Students) Provider Code 
authorises the University to provide education 
and training services to international students.

The following mandatory statement must appear on all 
communications intended for international students: 
CRICOS provider number 00121B

8.04 ACKNOWLEDGEMENT OF COUNTRY
The University has an on-going commitment 
to Aboriginal engagement and reconciliation. 
The Acknowledgement of Country is placed on 
appropriate communications and platforms as a 
visual representation of the University’s position. 

unisa.edu.au
Telephone: (08) 8302 2376
Make an enquiry: unisa.edu.au/enquiry

The information provided in this publication is for general 
information only, and the University of South Australia makes 
no representation about the content, suitability, accuracy or 
completeness of this information for any purpose. It is provided  
“as is” without express or implied warranty. 
Information correct at time of printing (May 2017)
CRICOS provider number 00121B
For information specific to international students, please visit 
unisa.edu.au/international

youtube.com/unisouthaustralia 
facebook.com/UniSA 
twitter.com/UniversitySA 
instagram.com/universitysa

Australia’s University of Enterprise

Australia’s University of Enterprise Altis UniSA Bold Italic

Example: Back cover of publication

Typesetting for registered trademark

Acknowledgement of Country
UniSA respects the Kaurna, Boandik and Barngarla 
peoples’ spiritual relationship with their country.  
We also acknowledge the diversity of Aboriginal 
peoples, past and present.
Find out more about the University’s commitment 
to reconciliation at unisa.edu.au/RAP

Artist: 
Rikurani

Altis UniSA Bold Italic
Altis UniSA Book Italic

Altis UniSA Medium Italic

Typesetting for Acknowledgement of Country
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9.0 UniSA Name Plate and Co-Branding Framework

9.01 UniSA NAME PLATE FRAMEWORK

GENERAL GUIDELINES: 
• Name plates are only used for UniSA entities and 

services, e.g. applying to all students or a wide group;

• The UniSA logo should always lead the name 
plate and be separated by a vertical line;

• A name plate should be created and used in 
accordance with University marketing policies and 
principles, as well as with brand style guidelines; 

• Changes to an existing name plate or creation 
of a new name plate must be approved by the 
Chief Marketing and Communications Officer.

UniSA entities
e.g. those providing core business 
(teaching, learning, research) 

Including but not limited to 
divisions, schools, research 
centres, groups and units

UniSA strategic initiatives
e.g. special entities not involved 
in academic programs or research, 
but those that are externally 
focused and aid access or 
engagement with the University  

Including but not limited 
to The Hawke Centre, 
Samstag Museum, MOD.  

Examples: 

Examples: 

UniSA services
e.g. with a formal name and 
linked to core functions such as 
teaching or student services 

Including but not limited to 
Campus Central, Alumni chapters, 
community health clinics

Examples: 

Please note that 
any new strategic 
initiative requires 
approval from the 

Vice Chancellor 
before a name plate 

can be created. 

If you are not sure or have any questions relating to the 
use of name plates and co-brands, please contact the 

Manager Publications and Visual Communications. 
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9.0 UniSA Name Plate and Co-Branding Framework

9.02 UniSA CO-BRANDING FRAMEWORK

GENERAL GUIDELINES: 
• Co-brand logos occur where UniSA has a share 

of the profile or is a prominent partner;

• The logo order / placement depends on 
the nature of the relationship, but should 
still be separated by a vertical line;

• Co-branded logos must always be approved 
for use, both initially and in any materials. 

SPECIFIC BRANDING/USAGE GUIDELINES: 

• Equal presentation of 
University/institution logos is 
required, e.g. side by side

• Design may reflect partner’s style or 
branding, or may be custom built to 
independently reflect each institution

• Joint approval of materials is required.

SPECIFIC BRANDING/USAGE GUIDELINES: 

• UniSA logo is required 

• Use of wording, “authorised 
representative of” is required 

• UniSA design style can 
be used if relevant 

• The partner may have their own 
brand identity to incorporate

• Joint approval of materials is required.

SPECIFIC BRANDING/USAGE GUIDELINES: 

• UniSA logo is required 

• UniSA design style on all 
materials is required

• Joint approval of materials is required.

University-to-University 
partnerships
e.g. with other University or 
tertiary education provider

Examples include joint program 
delivery, institution-based MOUs

University and private 
partner relationships
e.g. where UniSA has a share of 
the profile but may also be one 
of many being represented

Examples include 
international agents, other 
contractual relationships 

Licence arrangement of a 
UniSA product or service
e.g. the intellectual property (IP) 
is owned by UniSA and licenced 

Examples include a profit or royalty 
arrangement, a provider trading 
under the UniSA name e.g. CELUSA 

Example: 

Example: 

Example: 
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SPECIFIC BRANDING/USAGE GUIDELINES: 

• Use of wording, “in association 
with” is required 

• UniSA logo is required 

• Design should reflect the private 
provider’s style and branding

• Joint approval of materials is required.

SPECIFIC BRANDING/USAGE GUIDELINES: 

• Use of wording, “sponsored/
supported by” is required 

• UniSA logo is required 

• Joint approval of materials is required

• Other benefits resulting from the 
venture may be negotiated.

Commercial or joint venture
e.g. with a private provider 
or non-University level 
body where the UniSA name 
contributes to the branding 

Examples include a profit or 
royalty arrangement, MOUs with 
shared intellectual property or a 
legal agreement, e.g. SAIBT, APMI 

Collaborative venture and 
sponsorship
e.g. a short-term, project-specific 
agreement where UniSA’s support 
must be acknowledged 

Examples include MOUs, naming 
rights sponsorships, and other 
sponsor arrangements for one-off 
or recurring events/services 

Example: 

Example: 

9.0 UniSA Name Plate and Co-Branding Framework

If you are not sure or have any questions relating to the 
use of name plates and co-brands, please contact the 

Manager Publications and Visual Communications. 
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