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INTRODUCTION

THIS GRAPHIC STANDARDS GUIDE COVERS THE BASIC GUIDELINES FOR
OCAD UNIVERSITY’S NEW GRAPHIC IDENTITY. THE GUIDE PROVIDES

A SUMMARY OF THE PRIMARY FEATURES AND APPLICATIONS OF THE
GRAPHIC IDENTITY.

The graphic identity is a system. Each year, 12 medal winning students will be invited
to submit their work to be used in OCAD UQs visual identity, resulting in approved
versions of the logo.

Departmental variations may be requested from the Marketing & Communications
department. Please do not modify the existing identity.

TEMPLATES

A number of templates for items such as digital letterhead, fax cover sheets, memos,
PowerPoint templates, email signatures and other materials are available for use in
the I:Drive, accessible to all administrative staff.

TYPEFACES AND ALTERNATIVES

A limited number of licenses for the Gotham and Malaga typefaces have been obtained
for use on campus. Users who will make use of the typefaces should be identibed for
each department, and may request the typefaces (available as Open Type only) from the
IT Services Helpdesk (x277 or ithelp@ocadu.ca).

For users not able to obtain a license for the Gotham and Malaga typefaces can use the
following alternative typefaces, which are installed standard on all PC computers:

Gotham alternative: Arial
Malaga alternative: Georgia

For further guidelines on how to apply the identity in speciPc communications
materials, or any other questions or assistance, please contact OCAD UOs Marketing &
Communications department, 416.977.6000 x4882

INTRODUCTION cont...

OCAD University, CanadaOs pre-eminent art and design University, achieved degree-
granting status in 2008 and with that, a new name reRecting that status. OCAD UOs new
visual identity was designed to rel3ect the path of a 135-year-old institution moving
quickly into the future.

The Bruce Mau Design team worked collaboratively with OCAD University staff in an
intensive research and engagement phase. The team involved students, alumni, faculty
and staff by facilitating interviews, multiple workshops, disseminating questionnaires,
leading classroom discuss-ions, connecting through social media all with the goal

of excavating the stories and spirit of OCAD U. The synthesis of this material led to

a robust set of design principles that guided the design work. The resulting visual
identity is a true re3ection of what was heard and seen an inclusive, vibrant and vital
institution built on creativity, risk and innovation.

With this in mind, the design team asked, OCan the visual identity reveal the
extraordinary creative energy that lives at OCAD U?0 Inspired by the iconic and
transformational Alsop-designed building, BMD created a base of black and white
pixel OwindowsONmodular frames to hold actual student art and design work. It

is through these OwindowsO that we see the core of OCAD U that is often hidden from
viewNconceptually strong, diverse and compelling. This is a dynamic and modular
identity where every year, graduating student medal winners will be invited to
contribute to the logo within the basic window framework, providing a set of logos

for that year.

As OCAD U grows and evolves, a living library of identities will emerge, recording
the ideas and aesthetics that have shaped our culture over time.



CORE ELEMENTS




A. THE LOGO IS A SYSTEM

A BRAND THAT GROWS Every year 12 medal winners will be
invited to create a of the logo with their own artwork. The logo

is a window looking into the school. It captures the work being
produced at OCAD University by inviting medal winners to interpret
and create new artwork to be featured in the logos for that year.
Apart from the ofpbcial medal winners logos, the greater OCAD U
community is also invited to contribute to a general collection.

The unofbcial logos are intended for digital temporal applications.

It is important to accept the logos as they are, without inBuence or
censorship of the administration. The only exception to this recom-
mendation is blatant slander of the institution, groups or individuals.
The artists and designers have been selected for their demonstrated
excellenceNplease provide them the trust theyOve earned.

Apart from artwork the frame can be used with text for the purpose
of marketing communications, didactics etc. This is particularly useful
in black and white applications since itOs never advised to reproduce
full colour student artwork to black and white.

This document is meant to provide guidelines for identity usageN

these are not rules, we hope you will design with thoughtfulness and
take liberties when needed only if you believe it will serve to elevate
the brand. ©c
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B. CONFIGURATIONS UNIVERSITY

The base mark can exist in three conbgurations. The two most common a.

orientations include the container for content. Option A is the preferred recommended
orientation as it is the most graphically pleasing and we would like to

build equity around it. Option B is provided in the case that there are

specibc graphic constraints that make option A undesirable. Option C

is provided for small scale usage but can be used in other applications,

especially when the full recommended mark is also present (for example:

building signage next to banners).

OCAD

UNIVERSITY

b.
alternative

C. U I
small scale alternative
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C. SCALES

We have identibPed a minimum size (right) for the logos which maintains
legibility of text and the integrity of the artwork.

When choosing a logo to bt an application please consider the detail
of the artwork and at what size those details suffer. For example a
hairline pencil drawing will look great at large scales but will likely break
up at the minimum size identibed. There will be a need for a variety
of artwork that works at different scales, from letterheads to billboards.

Please use your own discretion when creating applications with the
logo in terms of the scale of the artwork. It is not sufbcient to place the
logo Oout of the boxO on applications without considering how the
artwork interacts with the layout. For example, if the application is a
shirt, do not hesitate to scale the artwork beyond the margins outlined
in these guidelines in order to bll the shirt. S3cm | !

1.5cm |



D. CLEAR SPACE :

X .
White space is not dead or empty space, it is a part of the brand. You A reeereeieiieeiieieeeee
should not feel the need to Pll whitespace with content, larger logos,
or text. Generous negative space allows your eyes to rest and focuses
attention on the content.
We understand there will be instances where the logo will have to live X
in a crowded layout. We have identibed a minimum amount of clear- IMAGINATION
space around the logo for these instances. In overly crowded layouts, : IS EVERYTHING
itOs recommended to use a version of the logo with text instead of OC
artwork as its more conbned. In extreme cases we recommend the . AD
use of the pared down logo, option C. .
U
X
b. ........................
X :
. AD :
; ul
: X
c. ...............
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E. COLOUR PALETTE

BLACK OR WHITE The brand is stripped of colour to allow the content
in the frame and in layouts to stand out. The preferred direction is
black on white, however we offer the inverse for constraints requiring
the logo to be knocked out of a solid background or image. In these
instances we always suggest to use a text based logo andhot one with
student artwork.

Typography is always meant to be black on white. Please do not use colour
when setting type, the typefaces we chose have an extensive family of
styles to suite all needs when typesetting.

COLOUR Some artwork is conceived in one colour (see Adrian ForrowOs
one colour illustrations) and lend themselves to special colour printing.

In the cases where we need to spec a 2 colour print job, please use one
colour artwork as described above. You are welcome to use the special
colour as a duo-tone in combination with black. Most artwork will likely
require four colour process printing, we recommend the use of UV print- OCAD

ing to achieve the highest color gamut and closest reproduction to the UNIVERSITY
original work.

Be sure not to print logos with colour artwork in greyscaleNin such
cases (b&w laser prints for example) please use the text based logos.
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F. TYPOGRAPHY: GOTHAM
Gotham was selected because of itOs geometry compliments the rigidity book L H A R R I S J

of the boxes in the logo. The understated character of the typeface also
ensures that it does not detract from the artwork.

SOURCE: H&FJ | typography.com
“Gotham celebrates the attractive and unassuming lettering of the city.

Public spaces are teeming with handmade sans serifs that share the
same underlying structure, an engineerOs idea of Obasic letteringO that
transcends both the characteristics of their materials and the manner-
isms of their craftsmen. These are the cast bronze numbers outside .
. . . . medium
ofpbce buildings that speak with authority, and the engravings on
cornerstones whose neutral and equable style debes the passage of

time. TheyOre the matter-of-fact neon signs that announce liquor stores
and pharmacies, and the proprietors® names painted majestically on
the sides of trucks. These letters are straightforward and non-negotiable,

yet possessed of great personality, and always expertly made. And
although designers have lived with them for half a century, they

remarkably went unrevived until 2000, when Hoel3er & Frere-Jones
introduced Gotham.
bold

Gotham is that rarest of designs, the new typeface that somehow feels

familiar. From the lettering that inspired it, Gotham inherited an honest
tone thatOs assertive but never imposing, friendly but never folksy,
conbdent but never aloof. The inclusion of so many original ingredients

Na lowercase, italics, and a comprehensive range of weightsNenhances
these formsO plainspokenness with a welcome sophistication, and brings

a broad range of expressive voices to the Gotham family.O s o N CA R R
black




G. TYPOGRAPHY: MALAGA

To compliment and contrast the geometry and clean lines of Gotham,
Malaga was selected for itOs abundance of character.

SOURCE: EMIGRE | emigre.com

Xavier DuprZ, the designer of the Malaga typeface family believes,
like others, that within typeface design most legibility needs have
been worked out and that today we are satisfying aesthetic desires.
We design typefaces to differentiate our communications. Type
design is primarily a formal exercise ref3ecting our personal quirks,
technolo-gical obsessions, and cultural heritage. These are all achie-
ved without sacribcing legibility.

In DuprZOs work, issues of cultural heritage and personal quirks are of
particular consequence. An incessant traveler, he visited the following
countries during the development of the Malaga type family: Thailand,
Malaysia, Indonesia, Myanmar, Cambodia, Vietnam, France, Belgium,
and Pnally, Spain, where his choice for the name Malaga originates
(Malaga is a port city in southern Spain). A typeface with a truly global
inRuence.

DuprZ is new global designer who takes disparate inBuences and Ruidly
process the information into a coherent whole. Malaga is a case in
point. It is inspired by ideas ranging from blackletter to Latin fonts, and
from the QuattrocentoOs brst Venetian antiquas to brush stroke types.
This makes Malaga a richly animated font saturated with unorthodox
detail. Its black and bold weights are particularly suited for headlines
and short texts, while the subtle modulation and moderate contrast in
the regular and medium weights makes it perfectly readable in extended
text settings.

reg.

med.

bold

black

Lorem Ipsum is simply dummy text of the printing and typesetting
industry. Lorem Ipsum has been the industryOs standard dummy text
ever since the 1500s, when an unknown printer took a galley of type and
scrambled it to make a type specimen book. It has survived not only
Pve centuries, but also the leap into electronic typesetting, remaining
essentially unchanged. It was popularized in the 1960s with the release
of Letraset sheets containing Lorem Ipsum passages, and more recently
with desktop publishing software like Aldus PageMaker including versions
of Lorem Ipsum.

Contrary to popular belief, Lorem Ipsum is not simply random
text. It has roots in a piece of classical Latin literature from 45 BC,
making it over 2000 years old. Richard McClintock, a Latin professor
at Hampden-Sydney College in Virginia, looked up one of the more
obscure Latin words, consectetur, from a Lorem Ipsum passage, and
going through the cites of the word in classical literature, discovered
the undoubtable source. Lorem Ipsum comes from sections 1.10.32 and
1.10.33 of “de Finibus Bonorum et Malorum” (The Extremes of Good and
Evil) by Cicero, written in 45 BC. This book is a treatise on the theory
of ethics, very popular during the Renaissance. The first line of Lorem
Ipsum, “Lorem ipsum dolor sit amet..”, comes from a line in section 1.10.32.

The standard chunk of Lorem Ipsum used since the 1500s is reproduced
below for those interested. Sections 1.10.32 and 1.10.33 from Ode
Finibus Bonorum et Malorum” by Cicero are also reproduced in their
exact original form, accompanied by English versions from the 1914
translation by H. Rackham.

It is a long established fact that a reader will be distracted by the
readable content of a page when looking at its layout. The point of
using Lorem Ipsum is that it has a more-or-less normal distribution
of letters, as opposed to using ‘Content here, content here’, making
it look like readable English. Many desktop publishing packages
and web page editors now use Lorem Ipsum as their default model
text, and a search for Olorem ipsumO will uncover many web sites
still in their infancy. Various versions have evolved over the years,
sometimes by accident, sometimes on purpose.



H. TYPOGRAPHIC STYLE

The typographic system communicates the brand as much as the logo does.

Gotham is reserved for headlines, titles, pull quotes and the like. Malaga
is reserved for body text. In the absence of Malaga, we recommend
OGeorgiad to match the original intent. To the right is an example of a
layout that exemplibes the use of the paired typefaces.

Contrast is an important graphic element in the development of typogra-
phic layouts: large titles contrasting with dense text, heavy sans serifs
contrasting light serifs, loose tracking in titles contrasting with the tight
tracking of body copy, the starkness of black against white. The use of
contrast helps give layouts a sense of dynamism. This system is intended
to function similarly to the logo in the sense that it is meant to show
strength without overpowering the content it serves to communicate.
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LYNN MILGRAM

How does any city government
create an informed policy that
can work for residents and
maintain a livable city?

Lorem Ipsum is simply dummy text of the printing and
typesetting industry. Lorem Ipsum has been the indus-
try's standard dummy text ever since the 1500s, when an
unknown printer took a galley of type and scrambled it
to make a type specimen book. It has survived not only
five centuries, but also the leap into electronic typeset-
ting, remaining essentially unchanged. It was popular-
ised in the 1960s with the release of Letraset sheets
containing Lorem Ipsum passages, and more recently
with desktop publishing software like Aldus PageMaker
including versions of Lorem Ipsum.

Contrary to popular belief, Lorem Ipsum is not simply
random text. It has roots in a piece of classical Latin
literature from 45 BC, making it over 2000 years old.
Richard McClintock, a Latin professor at Hampden-
Sydney College in Virginia, looked up one of the more
obscure Latin words, consectetur, from a Lorem Ipsum
passage, and going through the cites of the word in
classical literature, discovered the undoubtable source.

Lorem Ipsum comes from sections 1.10.32 and 1.10.33 of
"de Finibus Bonorum et Malorum" (The Extremes of
Good and Evil) by Cicero, written in 45 BC. This book is
a treatise on the theory of ethics, very popular during
the Renaissance. The first line of Lorem Ipsum, "Lorem
ipsum dolor sit amet..", comes from a line in section
110.32.

The standard chunk of Lorem Ipsum used since the
1500s is reproduced below for those interested. Sections
1.10.32 and 1.10.33 from "de Finibus Bonorum et Malo-
rum" by Cicero are also reproduced in their exact
original form, accompanied by English versions from
the 1914 translation by H. Rackham.

It is a long established fact that a reader will be
distracted by the readable content of a page when
looking at its layout. The point of using Lorem Ipsum is
that it has a more-or-less normal distribution of letters,
as opposed to using 'Content here, content here', making
it look like readable English. Many desktop publishing
packages and web page editors now use Lorem Ipsum as
their default model text, and a search for lorem ipsum'
will uncover many web sites still in their infancy.
Various versions have evolved over the years, sometimes
by accident, sometimes on purpose (injected humour
and the like).

There are many variations of passages of Lorem Ipsum
available, but the majority have suffered alteration in
some form, by injected humour, or randomised words
which don't look even slightly believable. If you are
going to use a passage of Lorem Ipsum, you need to be
sure there isn't anything embarrassing hidden in the
middle of text. All the Lorem Ipsum generators on the
Internet tend to repeat predefined chunks as necessary,
making this the first true generator on the Internet. It
uses a dictionary of over 200 Latin words, combined
with a handful of model sentence structures, to generate
Lorem Ipsum which looks reasonable. The generated
Lorem Ipsum is therefore always free from repetition,
injected humour, or non-characteristic words etc.



I. PLEASE DON’T

In developing the brand we have tried many things that do not work. [r—
While we donOt want to impose too many restrictions on the implemen- o C o C
tation of the brand, the examples provided are what we think work A D A D
against the brand intent.

C. d.
J ]
Please refer to the artwork submission form for details on the prepara-
tion of artwork for the basemark.

a. Don’t change the weight of the base mark
b. Don’t change the colour of the base mark

*There is one exception to changing the colour of the logo
and it applies when printing in one colour other than black.

ocC

c. Do not distort the base mark AD

d. Do not crop the base mark e U I

e. Do not change the scale or proportions of the boxes within
the base mark

f. Don’t print colour art on B&W printers

g. Don’t place image logos on other images




