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Contents Introduction

Over the past 40 years, the University of Bath 
School of Management has established itself 
as one of the UK’s leading business schools. 

We have gained international recognition 
for teaching and research which is reflected 
in our consistently high rankings and 
accreditations. 

Given our strong, market-leading position  
it is important for us to maintain a consistent 
and distinctive identity among all of our 
stakeholders. We must ensure that the 
representation of our brand and the basic 
elements of our identity are always used 
coherently and correctly.

This guidelines document outlines a number 
of fundamental areas of importance to ensure 
that the look and feel of your communications 
complements the School of Management 
brand values. 

By adhering to these guidelines we will 
ensure that our identity stays strong and we 
promote a consistent image to our audiences 
across all of our communications.
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The importance  
of a strong brand

About the School  
of Management The School of Management has 

consistently achieved both top research 
and teaching ratings and is ranked as one 
of the top European Business schools with 
accreditations from the leading management 
education associations AMBA and EQUIS.

We have an excellent reputation for the 
quality of our research which covers all areas 
of management and is structured around 
issue-based, multi-disciplinary groups. 
A number of industry-funded research 
centres and projects are sited within the 
School of Management.

Each year some 70 exchange and visiting 
students join the School of Management 
for a semester or more from our partner 
business schools in mainland Europe, 
North America, Canada and Asia.

Overlooking the UNESCO-designated World 
Heritage City of Bath, the University of Bath 
School of Management has a faculty of 90 
teaching and research staff, including visiting 
academics, with a support team of around 
70 managerial and administrative staff. 
Research income has averaged £2 million 
per annum. 

There are approximately 2,100 students in 
total on certificated programmes, comprising 
some 200 MBA students, 370 taught Masters 
students, 210 full- and part-time research 
students, 450 postgraduate certificate 
students and over 1,000 undergraduates 
following BSc degrees. The School also 
runs joint programmes with departments 
in the Faculties of Engineering and Design, 
Science, and European Studies and Modern 
Languages.
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The importance  
of a strong brand
Continued

Our three  
brand values 1

Excellence 
2
Innovative 

3
Supportive

About the School  
of Management The ongoing success of the School of 

Management is, in part, dependent upon  
our brand reputation. It is therefore vital  
that our communications are clear and  
our stakeholders understand the messages 
we are trying to convey, and that these 
messages are consistent with our  
brand values.

The following three pages describe the  
values we stand for and the basis of our  
brand proposition which will ensure  
we continue to inspire and educate the  
finest business leaders of the future.

By upholding these values, we will ensure 
that our students leave with the advantage 
they need in today’s competitive job market 
– this is what we call the Bath Advantage.

We have an enviable and powerful asset 
in our name and reputation and in a highly 
competitive international market place,  
we must use this wisely in order to protect  
the good value that it adds to the University  
of Bath.

Only by protecting our brand identity and 
staying true to our brand values can we 
benefit from the advantages they give.

The brand identity works with and reinforces 
the value and recognition of the University  
of Bath brand.

Our name is important to us and whenever 
possible our full name – University of Bath 
School of Management – should be used  
but where applicable this can be shortened  
to the School of Management. Other names 
or abbreviations must not be used.
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1
Excellence

We will excel as a research-intensive and 
internationally respected school and  
our research expertise will continue  
to play an integral part of our reputation  
and success. We are currently ranked  
highly within a number of educational  
league tables and will always aim higher.
 
We will do this through academic rigour, 
attracting the right type of students and 
academics and nurturing extensive  
research communities. We are an elite 
institution. But that doesn’t mean we  
are elitist or exclusive. Instead we aim  
to bring in the best students and develop 
them further. 
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2
Innovative

Our programmes are designed to give today’s 
students the advantage they need tomorrow. 
We firmly believe that careers begin at Bath 
and not when students leave – we bring the 
career into the degree to ensure our students 
leave with a competitive advantage. 

We have a focus on practical relevance and 
placement schemes and are always looking 
for ways to offer new and innovative services 
to students. This includes maintaining and 
growing an international element – both in 
the curriculum and in the students we attract. 
We understand that in today’s globalised 
economy, a world-view is vital for students.
 
What’s more, research underpins everything 
we do – and has a direct influence on all areas 
of our teaching. As a leading international 
centre for research we will continue to be 
more than disseminators of information but 
creators of knowledge.

Antonio Wilson
BBA student on placement 
at innocent ltd
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We combine excellent teaching standards 
with first-class pastoral care to create 
a strong sense of community for staff, 
students, and alumni alike. Our situation, in 
the historic city of Bath, makes us a safe and 
enjoyable place to study.

What’s more, our programmes are structured 
to enable students to experience the 
working world, where appropriate, and 
make excellent connections with commerce, 
government and the not-for-profit sector – 
in fact all professional areas in which their 
skills are valued. In this way, we support 
our students while they are at the School of 
Management – and beyond.

3
Supportive

Ben Piercy-Hughes
MSc AMP student on 
placement at L’Oréal
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Tone of voice

Our tone of voice is the way we write and 
speak to our different audiences. From 
brochures to websites, adverts to speeches, 
a consistent tone of voice will help build 
and strengthen our brand. It is a vital part of 
our brand identity and an important way to 
communicate our values.

The words a person uses tell us a lot about 
their personality and it’s the same with 
brands. After all, brands are often described 
as ‘personalities’ and as such our tone of 
voice has been developed to help us choose 
words that bring our brand’s personality 
to life. 

When used consistently, tone of voice can 
help build trust in our brand. It can reassure 
our stakeholders and even inspire them 
through the energy, optimism and focus of 
our copy. 
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General School of Management 
information

Before
About us
The School of Management 
has a faculty of 90 teaching and 
research staff, including visiting 
academics, with a support team 
of around 70 managerial and 
administrative staff. Research 
income has averaged £2 million 
per annum. 

There are approximately 2,100 
students in total on certificated 
programmes, comprising some 
200 MBA students, 340 taught 
Masters students, 180 full- and 
part-time research students, 400 
postgraduate certificate students 
and over 1,000 undergraduates 
following BSc degrees. 

Why change?
This copy is already authoritative, 
but the most important – and 
compelling – messages are lost. 
In fact, the piece went on to more 
engaging information later, that 
would be best placed at the top of 
the page in a short paragraph of 
punchy, direct sentences – better 
suited to a website. The text 
above could then be boiled down 
into a few bullet points. 

After
Officially in a league of our own,
The School of Management 
is ranked among the top UK 
schools. What’s more, we 
have consistently achieved top 
research and teaching ratings.  

In its most recent annual surveys, 
the Financial Times ranked our 
full-time and Executive MBA 
programme as one of the best in 
the world, placing our research 
in the category ‘A League of their 
Own: Europe’. Here are more 
reasons why 2,100 students have 
already chosen our courses:

•  Faculty of 90 teachers and 
researchers 

•  £2 million average annual 
research income 

•  Variety of certified programmes, 
including MBAs, Masters, 
postgraduate certificates and 
BSc degrees.

•  Choice of full- or part-time study

Extract from an editorial piece

Before
Student creativity in Uruguay
Daniel Spencer and Charlie 
Stephenson are third year Bath 
International Management 
with Modern Languages 
(IMML) – Spanish students 
currently studying in the Faculty 
of Business Administration at 
ORT University in Montevideo, 
Uruguay. As part of their course 
on New Company Creation, they 
were required to create their own 
profitable business within a three-
month period – whilst also finding 
their way within a new culture, 
a new university and a foreign 
language. 

In collaboration with Federico 
Mangold, a local student on the 
same course, they came up with 
the novel plan to build a bicycle-
powered liquidiser that could 
produce smoothies. They named 
their company “Smoove” – a 
Spanish interpretation of the word 
‘smoothie’.

Why change?
This piece is so wrapped 
up in names and titles that it 
completely loses momentum…
and potentially the reader. 

This sample piece is taken from a 
magazine, so a more journalistic 
style would work well. The ‘after’ 
version shows how putting the 
most important information first, 
together with a snappy headline, 
can give the copy a journalistic 
edge and get straight to the 
heart of the story. The detailed 
information about the course 
Daniel and Charlie are studying 
can be footnoted at the end of the 
article.

After
Smoove moves
Three Bath students came up 
with the novel plan to build a 
bicycle-powered liquidiser – an 
energy efficient and mobile 
way to produce smoothies in 
countries with limited resources. 
They named their product 
‘Smoove’. 

The concept was the brainchild of 
third year IMML students Daniel 
Spencer and Charlie Stephenson 
while studying in Uruguay. They 
also collaborated with local 
student Federico Mangold. As 
part of their course they had 
to create their own profitable 
business in three months – while 
also finding their way within a new 
culture, a new university, and a 
foreign language.

It’s very difficult to ‘hear’ a tone of voice from its description alone. 
It’s only when you read or hear it in action that it comes to life. So 
here are a few ‘before and after’ examples…

What does our tone of voice 
sound like?
Our tone of voice has its own 
distinct sound. One that sets us 
apart from our competitors and 
really represents who we are. 

It is vital there is a direct link 
between our brand and our tone 
– but brand values don’t describe 
how an organisation should 
‘sound’, more the way it should 
behave. So it is necessary to have 
separate tone of voice values that 
are aligned with the brand…like 
this:

Our brand is Innovative, so our 
tone of voice needs to sound 
Intelligent.

Our brand conveys Excellence, 
so our tone of voice needs to 
sound Authoritative.

Our brand is Supportive, so  
our tone of voice needs to  
sound Warm.

Tone of voice values should 
always be considered as a  
set – so no single value stands 
on its own.

Our tone of voice is…
Intelligent, Authoritative and 
Warm…we should be able to 
describe every piece of writing we 
produce broadly with these three 
words. Here’s more about what 
they mean:

Intelligent writing brings out the 
innovative nature of the school 
by not only describing forward-
thinking practices or disciplines 
but by showing the thought 
process behind them and the 
results they achieve.

Make sure copy is: considered, 
well-balanced, insightful, 
informative and erudite.

Authoritative writing is about 
exuding confidence. It is not 
arrogant or boastful but clearly 
states successes. It should also 
confidently put forward opinions 
and ideas in the areas in which it 
has a proven track record.

Make sure copy is: confident, 
self-assured, alive with opinions 
(without ever being opinionated) 
and make sure that claims are 
always backed up with solid fact.

Warm writing shows the 
human side of the School of 
Management, using personal 
language and avoiding ‘corporate’ 
or stuffy communications.  

We offer a genuinely supportive 
environment, so it is important  
to represent this in the words that 
we use. 

Make sure copy is: friendly, 
upbeat, enthusiastic, open, 
inclusive, empathetic and honest.

Our tone of voice is not…
The problem with much of 
today’s marketing literature is it all 
sounds the same. If it’s not full of 
tired clichés, it often tries too hard 
to be informal and chatty. 

These are traps we need to 
avoid – and can avoid if we apply 
our tone of voice carefully. Ours 
should be a distinct tone of voice 
that stands out from the crowd. 

With this in mind, our tone of 
voice should never be:

Bland – don’t simply report facts 
and messages, but try to find a 
way to bring them to life. Give 
them energy, make them sound 
unique. And if we need to include 
lots of details, present them in an 
easy to read way…such as bullet 
points.

Arrogant – there can be a fine 
line between confidence and 
arrogance. But if we stick to the 
facts and substantiate claims 
we will never sound arrogant. It’s 
okay to say we’re number one,  
if we can prove we really are. 

Over-friendly – we need to be 
warm, but we also need to be 
professional. Copy that tries too 
hard can sound patronising. So 
keep it punchy but appropriate.

Using the tone of voice
A golden rule of copywriting is 
‘always think about your reader’. 
So our tone of voice is not 
supposed to be a ‘one-size-
fits-all’. Instead we can use the 
different values to emphasise 
certain messages at certain times 
– depending on the audience.

So before writing anything, think 
about your reader. What do they 
think and feel? What information 
will interest them? And what will 
persuade them to think more 
about our school?

Once you have a mental image  
of your reader, decide which 
of the tone of voice values they 
would respond to best. All three 
tone of voice values should be 
evident in any piece of writing – 
but we can ‘turn up the volume’ 
on one or two of them for slightly 
different emphasis. In this way, 
the tone ‘flexes’ for different 
audiences.

So perhaps emphasising the 
authoritative tone, for example, 
might be appropriate if you 
are writing about the school’s 
credentials. Or maybe focusing 
a little more on a warm tone 
would help an overseas student 
understand the nurturing 
environment of the School  
of Management?

Tone of voice
Before and  
after examples

Tone of voice
Our tone of voice

1 2
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Extract from the BSc (Hons) 
Accounting and Finance 
prospectus

Before
We are among the leaders  
in the field
The School of Management is 
one of the oldest established 
business schools in Britain and 
has an international reputation 
for the quality of its programmes. 
The School has consistently been 
ranked among the top business 
schools in the UK and we have an 
enviable record in both teaching 
and research. Details of the 
rankings can be viewed on our 
website.

Why change?
While this is very informative, 
it could do with a boost to 
make it more competitive, 
and to really make the most of 
such exceptional credentials. 
Unfortunately this falls a little flat 
at the moment, and could be 
injected with a great deal more 
energy. What’s more, backing 
this up with hard facts will give 
your writing both intelligence and 
authority.

After
We are leaders in our field
We have an enviable reputation 
for both teaching and 
research here at the School of 
Management. The outstanding 
quality of our programmes has 
earned us international acclaim. 

And, as one of the oldest 
established business schools in 
Britain, we’re consistently ranked 
among the top business schools 
in the UK. But don’t just take our 
word for it. For more information 
about our ranking status, just visit 
our website at:

www.bath.ac.uk/management/
about/rankings.html

Extract from The Bath MBA 
prospectus

Before
Are you looking for a programme 
that will give you more than just a 
‘toolkit’ for management, one that 
will challenge the way you think 
about business and about your 
role in the world, organisations, 
project teams and individual 
relationships? 

If so, the Bath MBA, an 
advanced general management, 
postgraduate programme, is the 
answer.

Why change?
The opening sentence is quite 
long and could benefit from 
being broken up a little. This is 
an excellent course, so why not 
give it a boost with more exciting 
copy? It’ll help your reader cut to 
the real nitty-gritty of the course, 
while projecting confidence, 
warmth and authority. 

After
40 years of excellence
The Bath MBA has a 40-year 
reputation for excellence. And 
rightly so. Our advanced general 
management, postgraduate 
programme covers all the 
essentials to give you a ‘toolkit’ 
for management. 

More than that, it challenges 
the very way you think about 
business, considering your role 
within organisations, teams – and 
even how you act in one-to-one 
relationships.

Extract from the MSc in 
Marketing prospectus

Before
Teaching & learning methods
Students will be exposed to a 
variety of teaching and learning 
methods that could include: 
standard lectures, case studies, 
seminar presentations and 
group project work. As this 
is a Masters level course, we 
place a significant emphasis on 
independent, directed, private 
study that is often conducted in 
learning sets or groups.

Why change?
This copy could be a little 
punchier and engaging which 
helps to shows a level of authority 
and intelligence on the subject 
matter, as well as a level of 
conversational warmth.

After
Our teaching and your learning
From case studies to seminar 
presentations, group project 
work to standard lectures, you’ll 
be exposed to a diverse range of 
teaching and learning techniques. 

With an emphasis on 
independent, directed and private 
study, this Masters level course 
will see you often working in sets 
and groups, as well as alone.

Set the scene
Emphasise authority and 
intelligence by setting the scene 
in your writing. If possible, tap 
into your reader’s main concerns. 
So instead of starting a piece 
with ‘the School of Management 
offers postgraduate qualifications 
that can help students accelerate 
their career’; try ‘In an ever-more 
competitive employment market, 
what will give you the edge?’

Use examples
Intelligent arguments are always 
backed up with facts. So use 
examples to support claims 
whenever you can.

Get into character
Before writing anything, try to 
get into character. Read through 
the tone of voice values and 
‘hear’ the voice of the School of 
Management in your mind. When 
you have it, start to write.

Write hot, edit cold
Once you have planned and 
structured a piece of writing – just 
go ahead and write. Don’t read 
over what you’ve written until 
you’ve finished. Then leave the 
piece for a while and come back 
with a cold, critical eye.

Short is sweet
Try to keep the number of words 
you use to a minimum. Shorter 
pieces are nearly always more 
readable. Avoid too many long 
words whenever possible, keep 
sentences short and break up 
paragraphs with subheads. It 
makes for a much better read.

Keep it simple
Avoid jargon whenever possible. 
If you have to use it, explain it. 
The same goes for acronyms.

Think about the reader
A piece of writing should say 
more about the reader than 
the writer. Think what your 
audience will want to know, 
what will interest them and what 
will persuade them to make the 
School of Management their first 
choice.

Tone of voice
Before and  
after examples
Continued
3 4 5

Handy hints
Here are a few hints  
and tips for bringing our  
tone of voice to life 
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It is important to us that we are part of the 
University of Bath and that our brand fits 
within the full guidelines of the University. 

We do however have our own individual 
personality and it is important we are able 
to express this within our communications. 
It is important that we look after this unique 
personality and present it consistently.

Brand identity
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The primary logo
Minimum size

The primary logo
Exclusion zone

A5/DL literature
A height of 11mm is used for 
A5/DL literature.

A4 literature
The most common logo size 
is a height of 15mm for A4 
literature.

A3 literature
A height of 25mm is used 
on A3 literature.

Large formats
For larger formats always use the 
master artwork EPS file, as these 
can be scaled indefinitely.

Jpegs or similar will not be 
acceptable.

The logos are available on 
request from the University 
of Bath School of 
Management marketing 
team.

Exclusion zones
The logo must always have 
a clearly defined area of space 
surrounding it to ensure that it is 
not overpowered or crowded by 
other graphic devices or text.

To achieve this, a minimum clear 
space has been created, based 
on the height of the ‘School 
of Management’ type and the 
bottom rule.

01 
Standard logo
The standard two-colour logo 
is the most common and should 
be used whenever possible.

02 
One-colour logo
On the rare occasion when it is 
not possible to use the standard 
two-colour logo, the one-colour 
version should be used.

03/04/05 
White and black logos
White and black versions of the 
logo have been created for use 
in instances when a colour logo 
cannot be used.

Colour variants

01

02

03 04 05

1x

1x1x

1x

1x

15mm

11mm

25mm

35mm
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!  Important
Care should be taken to ensure 
that the logo is used correctly 
at all times. 

03
The logo should not be stretched 
or distorted in any way.

02 
The School of Management type 
should not be used in isolation.

04
The Gorgon head should not be 
removed from the marque.

05
The Gorgon head should not be 
swapped with the University of 
Bath type.

01 
The Gorgon head should not be 
used as an element in isolation.

!  Important
The University of Bath School of 
Management logo can become 
illegible on literature covers (1). 
To avoid this a panel/tabular 
system has been created (2).

For more detailed information 
see Programme literature system 
and examples (p36).

The primary logo
Incorrect logo usage

The primary logo
Application on backgrounds

05

06

SCHOOL OF MANAGEMENT

01

02

03

04

21

06
The logo should not be altered 
in any way.
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Accent colour palette 
The accent colour palette 
is complementary to the 
programme cluster palettes and 
should never be used as the 
dominant colour.

It is best suited for call to action, 
pull-outs and copy segmentation.

!  Important
Accent colours should be  
used as highlight colours only 
in support of the primary and 
programme cluster palette.

Text colour
70% Black is used for body copy.

Colour breakdowns
All accent and text Pantone 
colours break down as CMYK, 
RGB and Hex values.

Primary colour palette
The primary colour is Pantone 
2995 and can be used alongside 
the University of Bath’s main 
colour, Pantone 280.

Programme cluster palette 
All six programmes have a 
designated colour. The colours 
replace Pantone 2995 as the 
primary colour.

For more detailed information 
see Programme literature system 
and examples (p36).

Colour breakdowns
All primary and programme 
Pantone colours break down 
as CMYK, RGB and Hex values.

University of Bath
School of Management
Pantone 2995 C  CMYK  RGB Hex
 C90/M11/Y00/K00 R0/G164/B228 #00A4E4
University of Bath
Main colour
Pantone 280 C  CMYK  RGB Hex
  C100/M72/Y00/K18 R0/G73/B144 #004990

Undergraduate
Pantone 280 C CMYK  RGB Hex
  C100/M72/Y00/K18 R0/G73/B144 #004990
Specialist
Pantone 3145 C CMYK  RGB Hex
  C100/M00/Y19/K23 R0/G141/B168 #008DA8
MBA
Pantone 526 C CMYK  RGB Hex
  C76/M100/Y07/K00 R101/G45/B137 #652D89
Masters
Pantone 194 C CMYK  RGB Hex
  C00/M100/Y64/K33 R171/G6/B52 #AB0634
Research Programmes
Pantone 376 C CMYK  RGB Hex
  C50/M00/Y100/K00 R141/G198/B63 #8DC63F
Research Centres
Pantone 123 C CMYK  RGB Hex
  C00/M24/Y94/K00 R255/G196/B37 #FFC425

Accent colours
Pantone 319 C CMYK  RGB Hex
 C52/M00/Y19/K00 R114/G204/B210 #72CCD2

Pantone 333 C  CMYK  RGB Hex
  C43/M00/Y27/K00 R144/G210/B197 #90D2C5

Pantone 5503 C CMYK  RGB Hex
  C29/M00/Y10/K14 R156/G197/B202 #9CC5CA

Pantone 658 C CMYK  RGB Hex
  C30/M15/Y00/K00 R174/G197/B231 #AEC5E7

Pantone Cool Gray 11 C CMYK RGB Hex
 C00/M02/Y00/K68 R113/G112/B115 #717073

Pantone Cool Gray 6 C  CMYK RGB Hex
 C00/M00/Y00/K31 R186/G188/B190 #BABCBE

Text colour
70% Black  CMYK RGB Hex
 C00/M00/Y00/K70 R102/G102/B102 #666666

Colour palette
Accent and text colours

Colour palette
Primary and programme colours

Pantone 2995 C
University of Bath
School of Management

Pantone 319 C

Pantone 658 C

70% Black

Pantone 5503 C

Pantone Cool Gray 6 C

Pantone 280 C
Undergraduate

Pantone 194 C
Masters

Pantone 280 C
University of Bath
Main colour

Pantone 333 C

Pantone Cool Gray 11 C

Pantone 3145 C
Specialist

Pantone 376 C
Research Programmes

Pantone 526 C
MBA

Pantone 123 C
Research Centres
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Tints of the primary and 
programme cluster palettes can 
be used to highlight information, 
graphs and charts.

The designer should be aware of 
using lighter tints in typography. 
Bright colours with a lighter tint 
can make text illegible.

!  Important
Using tints in the accent colour 
palette is not permitted.

Care should be taken when 
selecting accent colours, ensuring 
they are complementary to the 
selected programme colour.

Blue and green accent colours 
such as Pantone 319 C and 333 C 
complement the Undergraduate 
and Specialist colours.

The Cool Grays combined with 
either the Masters or Research 
clusters create a harmonious 
layout.

Pantone 658 C is best suited for 
the MBA colour.

Colour palette
Tints

Colour palette
Selecting accent colours

1 2 3

University 
of Bath
School of 
Management

University 
of Bath
Main colour

Undergraduate Specialist MBA Masters Research 
Programmes

Research 
Centres

90% 90% 90% 90% 90% 90% 90% 90%

80% 80% 80% 80% 80% 80% 80% 80%

70% 70% 70% 70% 70% 70% 70% 70%

60% 60% 60% 60% 60% 60% 60% 60%

50% 50% 50% 50% 50% 50% 50% 50%

100% 100% 100% 100% 100% 100% 100% 100%

1

1

2

3

2

3
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Undergraduate
Lower level page:
Example

Page title and standfirst
The page title and standfirst copy 
should always be in the specific 
programme colour.

Tints – pull-out text
Tints can be used to differentiate 
between body copy and pull- 
out text.

Accent colour
Use accent colours for third  
level information such as image 
pull-outs or web addresses.

Tints – large copy
Tinted text on dark backgrounds 
improves legibility.

Undergraduate
Introduction page:
Example

Contents – accent colour
The accent colour can be used 
on devices such as the contents.

Duotone background
Add depth to an introduction 
page with a coloured duotone 
background.

Colour palette
Using colour in layout

1 42 53 6

4

3

2

1

6

5
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!  Important
The on-screen equivalent of 
Helvetica Neue is Arial.

Arial should be used on all digital 
and Microsoft applications, 
including The Bath School of 
Management website, stationery 
templates and PowerPoint 
presentations.

Which weight?
Helvetica Neue
The University of Bath School 
of Management typeface is 
Helvetica Neue, using weights  
75, 65 and 55.

01
Helvetica Neue 75 is used 
throughout advertising, exhibition 
and banner stands.

02
Helvetica Neue 65 is used as 
a heading style in all literature.

03
Helvetica Neue 55 is used 
as body copy in all literature.

For more detailed information 
see Programme literature system 
and examples (p36).

Helvetica Neue is available 
at: www.linotype.com

Typefaces
Secondary typeface – 
digital media and  
Microsoft applications

Typefaces
Primary typeface – 
printed media

Helvetica
Neue 75
Helvetica
Neue 65
Helvetica
Neue 55

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

abcdefghijklm 
nopqrstuvwxyz

0123456789

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

abcdefghijklm 
nopqrstuvwxyz

0123456789

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

abcdefghijklm 
nopqrstuvwxyz

0123456789

@

Arial

Arial

Arial

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

abcdefghijklm 
nopqrstuvwxyz

0123456789

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

abcdefghijklm 
nopqrstuvwxyz

0123456789

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

abcdefghijklm 
nopqrstuvwxyz

0123456789
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Stationery examples
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DL compliment slip

1
Contact details
Helvetica Neue 65; 
9pt type on 10pt leading.

Tints
Telephone, Facsimile and Email 
headings are a 30% tint of black.
Other contact details are a 70% 
tint of black.

2
Name and title
Helvetica Neue 65; 
9pt type on 10pt leading.  
The name is Pantone 2995 C  
and the title is a 70% tint of black. 

3
With compliments
Helvetica Neue 65; 
9pt type on 10pt leading.
100% black.

Business card

1
Name and title
Helvetica Neue 65;  
8pt type on 9pt leading.
The name is Pantone 2995 C  
and the title is a 70% tint of black. 
There should be a 4.5pt space 
after the name and title, before 
the contact details.

2
Contact details
Helvetica Neue 65; 
8pt type on 9pt leading.

Tints
Telephone, Facsimile and Email 
headings are a 30% tint of black.
Other contact details are a 70% 
tint of black.

3
Address information
Helvetica Neue 65;  
7pt type on 9pt leading.

A4 Letterhead

1
Contact details
Helvetica Neue 65; 9pt type 
on 10pt leading.

Tints
Telephone, Facsimile and Email 
headings are a 30% tint of black.
Other contact details are a 70% 
tint of black.

2
Recipient’s address
Arial; 9pt type on 10pt leading.

3
Body copy
Arial; 11pt type on 13pt leading.

Stationery
DL compliment slip
Business card

Stationery
A4 letterhead

Dear Lorem,

Ipsum dolor sit amet, consectetuer adipiscing elit. Suspendisse volutpat. In vitae. 
Praesent vitae arcu. Cras luctus adipiscing est. Mauris lectus. Cras vestib libero. 
Aenean facilisis justo in velit. Vivamus pretium arcu in ligula. Sed non felis.  
Curabitur risus mi, volutpat eget, tempor eget, consectetuer eget, augue. 
Nulla aliquam. Pellentesque dolor. 

Duis porta orci et arcu. Praesent sed eros bibendum sodales. Etiam felis. 
Nulla facilisi. Nam metus ligula, sagittis vel, commodo gravida hendrerit, felis. 
Vestibulum ante ipsum primis in faucibus orci luctus et ultrices posuere cubilia; 
Vivamus cursus, pede non consectetuer mollis, ligula lorem ultricies libero, 
in tincidunt sem nisl eu sem.

Sed porttitor hendrerit elit. In hac habitasse platea dictumst. Donec bibendum. 
Etiam a lorem. Cras ornare risus vitae magna. Class aptent taciti sociosqu ad litora 
torquent per conubia nostra, per inceptos himenaeos. Integer pulvinar condi libero.  
Vestibulum nec mi. Ut nulla risus, tincidunt in, imperdiet a, ultricies eget, sapien. 
Quisque nunc purus, lobortis sed, aliquet quis, consectetuer non, justo suspendisse  
ullamcorper lacinia urna. Vivamus porta bibendum augue. Pellentesque ante.

Yours Sincerely

Name Surname
Title

Bath BA2 7AY
United Kingdom
Telephone +44 (0)1225 123456
Facsimile +44 (0)1225 123456
Email name@bath.ac.uk
www.bath.ac.uk/management

Date
00/00/00

Correspondence
00/00/00

Name Surname
Address line 1
Address line 2
City
Postcode

141 2100

0

8

27

33

104

25

Bath BA2 7AY
United Kingdom
Telephone +44 (0)1225 123456
Facsimile +44 (0)1225 123456
Email name@bath.ac.uk
www.bath.ac.uk/management

Name Surname
Title

141 2100

0

8

27

33

86

25

With compliments

0

85

Name Surname
Title

Telephone +44 (0)1225 123456
Facsimile +44 (0)1225 123456
Email name@bath.ac.uk
www.bath.ac.uk/management

Bath BA2 7AY    United Kingdom•

20
23

4

4

46.540

3

3

2 21 1

1

2

3
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It is important that all our literature is 
presented in a clear and consistent manner. 
A new literature system has been designed to 
display titles and supplementary information 
and clearly identify the programme cluster.

Programme
literature system
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MSc Advanced Management Practice 

Logo

Learning + managerial experience = career success

Logo Logo Logo Logo LogoLogo Logo Logo Logo Logo Logo

BSc (Hons) International Management
& Modern Languages
IMML French
IMML German
IMML Spanish

Lower panel
The lower panel is appointed the 
appropriate programme colour.

Type size
The programme title is 
Helvetica Neue 65; 21pt type 
on 22pt leading. The secondary 
information is Helvetica Neue 65; 
11pt type on 12pt leading.

Supporting panel
In certain scenarios, an additional 
third level of text information is 
required.

This is incorporated into the 
second, lower panel. It is set in 
Helvetica Neue 65; 14pt type on 
15pt leading.

A4 literature grids are 
available on request from 
the University of Bath 
School of Management 
marketing team.

Upper panel
The upper panel is used for 
the University of Bath School 
of Management logo and the 
generic blue tab.

The panel must be consistent 
on all A4 programme covers.

Its primary use is to signify 
that the literature is part of the 
University of Bath School of 
Management and its secondary 
use is to keep the logo legible 
when applying the necessary 
photographic background.

Two panels 
The A4 literature grid consists of 
two panels.

Logos
Supporting logos must be 
positioned on the bottom margin.

A4 publication
Cover grid

Logo Logo Logo Logo Logo Logo Logo Logo Logo Logo Logo Logo

31

1 2

3

4

42
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Photography is available 
on request from the 
University of Bath School 
of Management marketing 
team.

Correct photography usage
It is important to use an 
appropriate photographic image 
that reflects the programme 
content and gives the right 
impression of the University of 
Bath School of Management.

Images with a spacious, light 
and clean composition are best 
suited when designing cover 
literature.

For more information on 
photography see pages 56–67.

A4 publication
Cover photography –  
correct usage

The Bath MBA
Full-Time
Part-time Executive

MSc Advanced Management Practice 

Learning + managerial experience = career success

Placements & Projects BSc (Hons) International Management
& Modern Languages
IMML French
IMML German
IMML Spanish
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Placements & Projects The Bath MBA
Full-Time
Part-time Executive

BSc (Hons) International Management
& Modern Languages
IMML French
IMML German
IMML Spanish

MSc Advanced Management Practice 

Learning + managerial experience = career success

A4 publication
Cover photography –  
incorrect usage

Incorrect photography usage
Top-heavy images
Images can be obscured by 
the panel. It is important for the 
subject matter to sit within the 
clear space.

Incorrect photography usage
Busy imagery
The designer should be aware 
of the top panels when choosing 
imagery – extremely complex 
or dark backgrounds can cause 
‘noise’ around the panels. 

21
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A flexible system
The grid can be used in 
numerous ways for effective 
communication. The following 
examples show the flexibility 
of the grid system.

The introduction page
An introduction page is common 
throughout the literature system. 
Using the grid, title text and 
supporting body copy can be 
arranged into effective 
compositions.

The modular system also allows 
images to easily fit vertically and 
horizontally into the layout.

Consistency
Typographic compositions can 
differ, although it is important  
to note that the contents and title 
areas should stay consistent.

Duotone images
Using duotone images can add 
depth to an opening spread. This 
is a consistent design element 
within introduction pages.

8-column grid
An A4 format grid uses a 
maximum of eight horizontal 
by nine vertical columns.

10pt baseline grid
The baseline grid uses  
10pt vertical increments.  
The measurement is based  
on the 10pt leading of the  
body text.

A4 publication
Internal grid

00 BSc in Business Administration 00University of Bath School of Management

Welcome to Bath

The University of Bath School of 
Management is one of the oldest 
established business schools in Britain 
and has an international reputation for 
the quality of its programmes.

The School has consistently been 
ranked in the top fi ve Business Schools 
in the UK and we have an enviable 
record in both teaching and research. 
Details of the rankings can be viewed
on our website.

Our long standing links with many well 
renowned business schools across the 
world further establish our position as 
an internationally recognised School of 
Management.

WWWWelcomeeeeeee too BBaatthhhhhh

TThhhhhe Univvvveerrsssiittttyyyy ooooff BBaath School of 
MMMMMannaaggeeemmmeeennnntttt iiss oonee of the oldest 
eeeesssssttaabblliisshhhhhhhhedd bbuussssssssiiness schools in Britain
aaaand has aaaannn innttteeeeeeernational reputation for 
ttthe qualiiiiiiityyy of itttsssss programmes.

TTTThhhhheeee  SSSSSSSScccccccchhhhhhhhhooooooooooollllllll hhhhhhhhhaaaaaaaaaaaasssssss consistently been 
rrankkkkeeeeeddddd iiiiinnnnn ttttthhhhhhhheeeeee ttttttooooooopppppppp fifififififi vvvvve Business Schools 
iiiiinnnnn ttttthhhhheeeeee UUUUUUKKKKK aaaannnndddddd wwweeeeee hhhhhhhhaaaaaaaavvvvvvvveeeeeeee aaaaaaaaannnnnnn eeeeeennnnviable KKK
rreeccoord in bbbboooottttthhhhh  ttttttteeeeeeeeeeeeaaaaaaaaaaaaacccccccccccchhhhhhhhhhhiiiinnggggg aaaaaaaaaannnnnnnnddddddddddd rrrrrrrrrrreeeeeeeeeesssssssssseeeeeeeeeeaaaaaarrrrrrccccch. 
DDeettaails of theee rannnkkkkkiiiiinnnnngggggssss cccccaaaaaaaaaaaaannnnnnnnnnnn bbbbbbbbbbbbbeeeeeeeeeeeee vvvvvvvvvvviiiiiiiieeeeeeeeeeewwwwwwwwweeeeeeeeddddddddddd
oooonnnnn oooouuuuurrrrr wwwebsittee.

OOOOOOuurr lloonngg ssstttaaaannndddddinggggg linkkss wwwiittttttthhhhhhhhh mmmmmaaaany wwwwwwwwwwwwell 
rrreeennnooowwwnnneeeddd bbbuuuussssiiiinnnneeeesssssssss ssssccccchhhhhooooooolllssss accrrrooossssssssssssss the 
wwoorldd furrtthheerr eessttaabblishh ouuuur ppposssiiitttiiiooonnnnnnnnn aass
aaaaannnnnn  iiiiiinnnnnnttteerrnnaattttiioonnaally rreecoggniisssseeeeeddd Sccchhhhoooooooooooooooooooll ooff 
MMaannaagggeeeemmmeenntt..

02   Why study business
administration at Bath?

04  Aims of the degree

05  Course structure

06  Placements

10  Team Projects

12  Academic Exchange

14   Where do our
Graduates go?

18  The School of Management

19  The University

20  Accommodation

21  What is the city of
 Bath like?

22  Student Life

23  Admissions

24  Open Days

www.bath.ac.uk/management

Contents The University of  Bath School of 
Management is one of Europe’s leading 
business schools. We have gained 
international recognition for teaching 
and research with “excellent” and 5A 
HEFCE ratings.

We have developed strong business 
connections through research, 
programmes, consultancy and student 
placement and project schemes.

 Are you looking for a programme that will give 
you more than just a ‘toolkit’ for management, one 
that will challenge the way you think about 
business and about your role in the world, 
organisations, project teams and individual 
relationships? If so, the Bath MBA, an advanced 
general management, postgraduate programme, 
is the answer.

Over its 40 year history, the Bath MBA has earned a 
reputation for excellence, it is consistently ranked 
among the world’s leading MBAs by, amongst 
others, the Financial Times and the Economist 
Intelligence Unit. Our reputation stems from a 
world-class teaching faculty and through listening to 
our students, alumni and relevant stakeholders.

The programme offers a comprehensive introduction 
to the key functional skills that are essential to any
organisation. In addition, innovation and integration 
are key themes developed throughout the 
programme. You will learn not only from leading 
academics but also from practitioners at the forefront 
of their fi elds.

The programme is designed to encourage 
self-awareness, intuition, cross-cultural sensitivity, 
entrepreneurship skills as well as a socially 
responsible and ethical approach to business and 
management. Critical thinking, actionlearning, 
teamwork, creativity, as well as individual and 
organisational development, are key differentiators. 
This, combined with being part of one of Britain’s 
leading universities with modern facilities in one of 
England’s most beautiful cities, makes the Bath MBA 
hard to match.

Professor Andrew Pettigrew
Dean of the School of Management

3 Duis autem vel eum iriure  
 dolor feugiat nulla

4 Lorem ipsum dolor sit  
 amet, consectetuer

5 Lorem ipsum dolor sit 

1 Quis nostrud exercition  
 ullamcorper suscipit  
 lobortis nisl ut aliquip ex

 2 Duis autem vel eum iriure  
 dolor feugiat nulla

2

1

5

3
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Text- or image-heavy pages
Using different image sizes and 
compositions within the grid can 
create a break in large quantities 
of body copy.

Type consistency
The page title and standfirst copy 
should be consistent within the 
modular grid on each page. 

Type size
The page title is set in Helvetica 
Neue 65; 24pt type on 26pt 
leading.

The standfirst is set in Helvetica 
Neue 65; 18pt type on 19pt 
leading.

The body copy is set in Helvetica 
Neue 55; 9pt type on 10pt 
leading.

The pull-out title is set in Helvetica 
Neue 65; 14pt type on 15pt 
leading.

!  Important
A similar approach to grid 
compositions should be taken 
in smaller formats:

A5 format: see page 48. 
DL format: see page 50.

Lower-level pages
When designing lower-
level pages, the A4 grid can 
accommodate several levels  
of information.

Case studies
Full-bleed images are used 
generously throughout the 
literature system. They are 
generally used for case study 
information.

Opaque panels are applied  
over the full-bleed image (in the  
relevant programme colour) to 
accommodate the case study 
copy. They should be flush to the 
edge of the page and fit within  
the grid.

A4 publication
Internal grid
Continued

Case study name
Subheading

 Introduction text. lobortis nisl 
ut aliquip ex ea commodo 
consequat. Duis autem vel eum 
iriure dolor in hendrerit in 
vulputate velit esse molestie 
consequat, vel illum.
 
Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 
tincidunt ut laoreet dolore 
magna aliquam erat volutpat. Ut 
wisi enim ad minim veniam, quis 
nostrud exercition ullamcorper 
suscipit lobortis nisl ut aliquip ex 
ea commodo consequat. 

“Quote text. Duis 
autem vel eum iriure 
dolor in hendrerit 
in vulputate velit 
hendrerit.”
Praesent luptatum zzril delenit 
augue duis dolore te feugait nulla 
facilisi. Lorem ipsum dolor sit 
amet, consectetuer adipiscing 
elit, sed diam nonummy nibh 
euismod tincidunt ut laoreet 
dolore magna aliquam erat 
volutpat. 

Page title. Laoreet dolore magna 
aliquam erat volutpat.

 Stand fi rst copy here Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit.

Heading level 2
Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim 
ad minim veniam, quis nostrud 
exercition ullamcorper suscipit 
lobortis nisl ut aliquip ex ea 
commodo consequat. 

Heading level 2
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse 
molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at 
vero eros et accumsan et iusto 
odio dignissim qui blandit 
praesent luptatum zzril delenit 
augue duis dolore te feugait nulla 
facilisi.

Heading level 2
Ut wisi enim ad minim veniam, 
quis nostrud exerci tation ullamc 
orper suscipit lobortis nisl ut 
aliquip ex ea commodo 
consequat. Duis autem vel eum 
iriure dolor in hendrerit in vulputate 
velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis 
at vero eros et acc umsan et iusto 
odio dignissim qui blandit 
praesent luptatum ril delenit augue 
duis dolore te feugait nulla facilisi. 

Heading level 2
Sit amet, consectetuer adipiscing 
elit, seddiam nonummy nibh 
euismod tincidunt ut laoreet dolore 
magna aliqam erat volutpat. Ut 
wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper 
suscipit lobortis nisl ut aliquip ex 
ea commodo consequat. 
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit eros et 
accumsan et iusto odio dignissim 
qui blandit praesent lupt tum zzril 
delenit augue duis dolore te 
feugait nulla facilisi. Lorem ipsum 
dolor sit amet, consectetuer 
adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet 
dolore magna aliquam erat 
volutpat. 

Heading level 2
Ut wisi enim ad minim veniam, 
quis nostrud exerci tation ullam 
corper suscipit lobortis nisl ut 
aliquip ex ea commodo 
consequat. Duis autem vel eum 
iriure dolor in hendrerit in vulputate 
velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis

Pull out title
 Veniam, quis nostrud exerci 

tation ullamc orper suscipit 
lobortis nisl ut aliquip ex ea 
commodo consequat. Duis autem 
vel eum iriure dolor in hendrerit in 
vulputate velit esse molestie 
consequat, vel illum dolore eu 
feugiat nulla facilisis at vero

 Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, 
seddiam nonummy nibh euismod 
tincidunt ut laoreet dolore magna 
aliqu amrat volutpat. Ut wisi enim 
ad minim veniam, quis nostrud 
exerci tation ull amcorper suscipit 
lobortis nisl ut aliquip ex ea 
commodo consequat.

 Dolor in hendrerit in vulputate 
velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis 
atero eros et accumsan et iusto 
odio dignissim qui blandit 
praesent luptatum zzril delenit 
augue duis dolore te feugait nulla 
facilisi. Lorem ipsum dolor sit 
amet, consectetuer adipiscing elit, 
sed diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna 
aliquam erat volutpat.

 Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim 
ad minim veniam, quis nostrud 
exercition ullamcorper suscipit 
lobortis nisl ut aliquip ex ea 
commodo consequat.

Quis nostrud 
exercition 
ullamcorper 
suscipit  lobortis 
nisl ut aliquip ex

00 BSc in Business Administration 00University of Bath School of Management

Heading level 2
Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim 
ad minim veniam, quis nostrud 
exercition ullamcorper suscipit 
lobortis nisl ut aliquip ex ea 
commodo consequat. 

Heading level 2
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse 
molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at 
vero eros et accumsan et iusto 
odio dignissim qui blandit 
praesent luptatum zzril delenit 
augue duis dolore te feugait nulla 
facilisi.

Heading level 2
Ut wisi enim ad minim veniam, 
quis nostrud exerci tation ullamc 
orper suscipit lobortis nisl ut 
aliquip ex ea commodo 
consequat. Duis autem vel eum 
iriure dolor in hendrerit in vulputate 
velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis 
at vero eros et acc umsan et iusto 
odio dignissim qui blandit 
praesent luptatum ril delenit augue 
duis dolore te feugait nulla facilisi. 

Heading level 2
Sit amet, consectetuer adipiscing 
elit, seddiam nonummy nibh 
euismod tincidunt ut laoreet dolore 
magna aliqam erat volutpat. Ut 
wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper 
suscipit lobortis nisl ut aliquip ex 
ea commodo consequat. 
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit eros et 
accumsan et iusto odio dignissim 
qui blandit praesent lupt tum zzril 
delenit augue duis dolore te 
feugait nulla facilisi. Lorem ipsum 
dolor sit amet, consectetuer 
adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet 
dolore magna aliquam erat 
volutpat. 

Heading level 2
Ut wisi enim ad minim veniam, 
quis nostrud exerci tation ullam 
corper suscipit lobortis nisl ut 
aliquip ex ea commodo 
consequat. Duis autem vel eum 
iriure dolor in hendrerit in vulputate 
velit esse molestie consequat, vel 
illum dolore eu feugiat nulla facilisis

Heading level 2
Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim 
ad minim veniam, quis nostrud 
exercition ullamcorper suscipit 
lobortis nisl ut aliquip ex ea 
commodo consequat. 

Heading level 2
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse 
molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at 
vero eros et accumsan et iusto 
odio dignissim qui blandit 
praesent luptatum zzril delenit 
augue duis dolore te feugait nulla 
facilisi.

Heading level 2
Ut wisi enim ad minim veniam, 
quis nostrud exerci tation ullamc 
orper suscipit lobortis nisl ut 
aliquip ex ea commodo 
consequat. Duis autem vel eum 
iriure dolor in hendrerit in vulputate 
velit esse molestie consequat, vel 
illum dolore eu feugiat nulla.

Heading level 2
Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit, sed 
diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna 
aliquam erat volutpat. Ut wisi enim 
ad minim veniam, quis nostrud 
exercition ullamcorper suscipit 
lobortis nisl ut aliquip ex ea 
commodo consequat. 

Heading level 2
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse 
molestie consequat, vel illum 
dolore eu feugiat nulla facilisis at 
vero eros et accumsan et iusto 
odio dignissim qui blandit 
praesent luptatum zzril delenit 
augue duis dolore te feugait nulla 
facilisi.

Heading level 2
Sit amet, consectetuer adipiscing 
elit, seddiam nonummy nibh 
euismod tincidunt ut laoreet dolore 
magna aliqam erat volutpat. Ut 
wisi enim ad minim veniam, quis 
nostrud exerci tation ullamcorper 
suscipit lobortis nisl ut aliquip ex 
ea commodo consequat. 
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit eros et 
accumsan et iusto odio dignissim 
qui blandit praesent lupt tum zzril 
delenit augue duis dolore te 
feugait nulla facilisi. Lorem ipsum 
dolor sit amet, consectetuer 
adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet 
dolore magna aliquam erat 
volutpat. 

Pull out title
 Students with disabilities are 

well catered for in the University 
including wheelchair access to all 
facilities and other special 
provisions and some purpose built
accommodation.

 Further details are available from 
the University’s Accommodation 
Offi ce:

www.bath.ac.uk/accommodation

1  Nulla facilisis at vero eros et 
accumsan et iusto odio 
dignissim ed diam nonummy.

2  Nulla facilisis at vero eros et 
accumsan et iusto odio.

3  Nulla facilisis at vero eros et 
accumsan et iusto odio 
dignissim ed diam nonummy.

4  Nulla facilisis at vero eros et 
accumsan et iusto odio.

2

3

4 5

1

Page title. Laoreet dolore magna 
aliquam erat volutpat.

 Stand fi rst copy here Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit.

00 BSc in Business Administration 00University of Bath School of Management
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6-column grid
An A5 format grid uses a 
maximum of six horizontal 
by seven vertical columns.

Two panels 
The A5 cover grid consists 
of two panels.

Logos
Supporting logos must be 
positioned on the bottom margin.

Type size
The programme title is set in 
Helvetica Neue 65; 15pt type 
on 16pt leading. The secondary 
information is set in Helvetica 
Neue 65; 8.5pt type on 9.5pt 
leading.

A5 publication
Internal grid

A5 publication
Cover grid

01
02
03
04
05
06
07
08xx
09
10
11
12
13
14
15
16xx
17
18
19
20
21
22
23
24xx
25
26
27
28
29
30
31
32xx
33
34
35
36
37
38
39
40xx
41
42
43
44
45
46
47
48xx
49
50
51
52
53
52
53

Supporting panel
Set in Helvetica Neue 65; 
10pt type on 11pt leading.

10pt baseline grid
The baseline grid uses  
10pt vertical increments.  
The measurement is based  
on the 10pt leading of the  
body text.

A5 grids are available on 
request from the University 
of Bath School of 
Management marketing 
team.

BSc (Hons) International Management
& Modern Languages
IMML French
IMML German
IMML Spanish

Logo Logo Logo Logo LogoLogo Logo Logo Logo Logo

Logo Logo Logo Logo Logo

MSc Advanced Management Practice 

Learning + managerial experience = career success
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10pt baseline grid
The baseline grid uses  
10pt vertical increments.  
The measurement is based  
on the 10pt leading of the  
body text.

Two panels 
The DL cover grid consists of 
two panels.

Logos
Supporting logos must be 
positioned on the bottom margin.

Type size
The programme title is set in 
Helvetica Neue 65; 15pt type  
on 16pt leading. The secondary 
information is set in Helvetica 
Neue 65; 8.5pt type on 9.5pt 
leading.

DL publication
Internal grid

DL publication
Cover grid

01
02
03
04
05
06
07
08xx
09
10
11
12
13
14
15
16xx
17
18
19
20
21
22
23
24xx
25
26
27
28
29
30
31
32xx
33
34
35
36
37
38
39
40xx
41
42
43
44
45
46
47
48xx
49
50
51
52
53
52
53

Supporting panel
Set in Helvetica Neue 65;  
10pt type on 11pt leading.

4-column grid
A DL format grid uses a 
maximum of four horizontal 
by seven vertical columns.

DL grids are available on 
request from the University 
of Bath School of 
Management marketing 
team.

BSc (Hons) International Management
& Modern Languages
IMML French
IMML German
IMML Spanish

Logo Logo Logo LogoLogo Logo Logo Logo

Logo Logo Logo Logo

MSc Advanced Management
Practice 

Learning + managerial experience = career success
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Title text
Title text can be positioned from 
top to bottom and flush left in 
accordance with the full-bleed 
image. In this case the text has 
been placed next to the image 
subject.

Primary information
Course descriptions and other 
relevant information can be 
inserted here.

Secondary information
Second tier information such 
as course titles are used in the 
secondary information column.

Type size
The title text is set in Helvetica 
Neue 65; 27pt type on 27pt 
leading. The body copy heading 
is set in Helvetica Neue 65; 9pt 
type on 11pt leading.

The body copy is set in Helvetica 
Neue 55; 9pt type on 11pt 
leading.

The website copy is set in 
Helvetica Neue 75; 12pt type 
on 12pt leading.

Panels 
The A4 Advert grid consists 
of two panels.

Logo panel
The logo panel works slightly 
differently to other literature. It is 
shorter and flush to the right of 
the page.

Logos
Supporting logos must be 
positioned on the bottom margin.

A4 advert
Example

A4 advert
Grid

A4 advert grids are 
available on request from 
the University of Bath 
School of Management 
marketing team.

1 2 3

To become a future 
business leader,
start with one
inspired decision.
The Bath Advantage.

Research intensive and practice driven, we are consistently rated as one of the best performing 
business schools in the UK. 

We succeed because our teaching is directly informed by relevant, applicable research into 
today’s key business and management issues. 

You’ll succeed because our career-focussed programmes are every bit as inspirational as the 
vibrant, safe, fascinating city in which you’ll be living and learning. This is the Bath advantage. 

Find out for yourself. Visit www.bath.ac.uk/management for more information.

www.bath.ac.uk/management 

Programmes available:
– MBA
– MSc
– BSc
– PhD

James Godsave
on placement at ConocoPhilips

Heading
Body copy. volenia metueri lisissequat, sed et wis ex eu feuisi blamet prat. Il ipsum ipis nullamc 
onsequatie tatisl ero consequat. Duipsustin eraesecte magna feuis dunt pra esed euguera 
estionsecte tissi bla ad esequisit exerosto con henim iril ulla feum volore min veliquat nonsequa-
tum numsan dre Em eu faci elesseq uissectet, cor alit, suscil inisl esequ Volorpe rcili quat vel dit 
ad dunt at. Utat wis erosto dolummy nissequis eriurem et lut adit exer alis. 

Courses available:

– MBA
– MSc
– UG
– PhD

Title text. Dolor sit amet, 
consectetuer adipiscing elit, 
sed diam nonummy nibh 
euismod tincidunt ut laoreet
Highlight title text.

www.bath.ac.uk/management

LogoLogoLogo

1

2 3
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Panels
Banner stands have a more open 
panel system to accommodate 
larger typographic titles and 
punchy information.

Type size
The main title is set in Helvetica 
Neue 55; 48pt type on 48pt 
leading. The secondary (website) 
information is set in Helvetica 
Neue 75; 33pt type on 33pt 
leading.

Title page template
The PowerPoint title page is used 
for the project title and additional 
information.

Lower-level page template
Lower-level pages use bullet 
points as well as main body copy.

Banner standPowerPoint PowerPoint templates 
are available on request 
from the University of Bath 
School of Management 
marketing team.

Banner grids are available 
on request from the 
University of Bath School 
of Management marketing 
team.

University of Bath
School of Management 

Click to edit Master title style
Click to edit Master subtitle style

University of Bath
School of Management 

Click to edit Master text styles

• Bullet style. Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam  
 nonummy nibh euis mod tincidunt ut laoreet

• Bullet style. Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam  
 nonummy nibh euis mod tincidunt ut laoreet

• Bullet style. Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam  
 nonummy nibh euis mod tincidunt ut laoreet

• Bullet style. Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam  
 nonummy nibh euis mod tincidunt ut laoreet

www.bath.ac.uk/management

Lorem ipsum dolor
sit amet.

www.bathmba.com

One of the UK’s top 
business schools.

www.bath.ac.uk/management

One of the UK’s top 
business schools.
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We have identified five key areas that 
capture what it feels like to be part 
of the University of Bath School of 
Management. The imagery should 
tell a story and so should not be 
posed but be a captured moment.

Photography
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Photography
Learning at Bath

Photography of the learning 
experience should be relaxed 
and inclusive. Where possible 
natural light should be used and 
the images should be taken from  
a student’s point of view.

Photography is available on 
request from the University 
of Bath School of Management 
marketing team.
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Photography of life on campus 
should be relaxed and inclusive. 
Where possible natural light 
should be used and the images 
should be observed or captured 
and not posed or contrived.

Photography
Life on campus



62 Brand identity & style guide University of Bath School of Management 63

Photography
Campus architecture

Some of our architecture can be 
challenging to photograph but it is 
important that we are able to give 
a feel of what our campus is like. 
Images should be imaginative  
and utilise dynamic angles to 
create interest.

Where possible photographs of 
buildings should include people 
interacting within the physical 
environment, locating them within 
everyday student life.
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These images should feel 
dynamic and should illustrate life 
in the historic city. They should be 
engaging and emotive and allow 
the viewer to feel like they are 
already there.

Photography
Life in Bath
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Generic photography of students 
on placement should follow 
the same style as the learning 
experience. The image should 
be natural and of a captured 
moment. 

When the photograph is to 
accompany a case study the 
style of image should change to 
a more conventional portrait. The 
subject is having a conversation 
with the reader so their portrait 
should be posed, where possible, 
within their working environment 
to indicate where they work and 
should be face-to-camera.

Photography
Alumni and student profiles
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For more information on any 
aspect of the University of Bath 
School of Management brand 
and identity please contact:

Angela Webley
Marketing Manager
Telephone: +44 (0)1225 383526
Facsimile: +44 (0)1225 383902
Email: a.f.webley@bath.ac.uk

Liz Alvey
Marketing Officer
Telephone: +44 (0)1225 386856
Facsimile: +44 (0)1225 383902
Email: e.l.alvey@bath.ac.uk

Contact


