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1. Overview
The way we communicate to the outside world, and to our existing students and staff, forms a large part of
how Newbold is perceived by others, and how successfully and accurately we build the “picture” of who and
what Newbold is, what it stands for, and what we value as a College.
The way what we communicate looks like (our visual identity) and sounds like (how we write or “speak” as
the College) are key components of this communication strategy. For this reason, we have guidelines that
explain how what is written – in news, print, online, or social media – on behalf of the College, or designed
– for print or digital output – on behalf of the College, should look or sound like. We also have processes in
place that guide us on what decisions we make, from a recruitment and marketing perspective.
By implementing these procedures and following these guidelines and policies, we ensure that the image
Newbold portrays is consistent and trustworthy.
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Logo
PRIMARY LOGO
The logo of Newbold College of Higher Education is a bespoke typographical
presentation of the brand name, alongside the symbol of an open book and
a flame – a heritage symbol dating back to the early days of the College. The
quadrangle hosts the Newbold identity and protects its safe space.
The logo is a powerful brand signifier and should be used with care and
restraint. When used once appropriately, it will have more impact than when
repeated without measure.
The logo is primarily used in full colour as pictured here. This version should
always be used on a solid background, preferably white or Newbold Grey.
In exceptional cases, the logo can be used without its holding shape – for
example, an square version may be approved for use by the Recruitment,
Marketing and Retention team where necessary. Some exceptions are
described next.
Two-colour versions using the Newbold Red and the Newbold Blue are used
in marketing and promotional material.
Use the logo only as shown in this manual.
(Coloured logo only, no quadrangle.)
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PRIMARY TWO-COLOUR LOGO (NEWBOLD RED)
This is the primary logo variant for Newbold College of Higher Education. It is
a white version of the primary logo encased in a quadrangle of Newbold Red
and should be used in most touchpoints and on most surfaces.
(Newbold Red background with white logo.)

SECONDARY TWO-COLOUR LOGO (NEWBOLD BLUE)
This is the secondary logo variant for Newbold College of Higher Education.
It is a white version of the primary logo encased in a quadrangle of Newbold
Blue and should be used in environments where the signature Newbold Red
is not aesthetically suitable.
(Newbold Blue background with white logo.)

USING THE LOGO WITHOUT THE QUADRANGLE
This version can be used in cases when usage of the primary or secondary
logo variants is not aesthetically suitable.
(White logo only, no quadrangle, solid background colour.)
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FORBIDDEN LOGO USE

Don’t stretch

Don’t rotate or distort

Don’t crop or re-create
the elements

Don’t add borders around the logo

Don’t add or remove elements

Don’t use on busy backgrounds. Make
sure there is enough contrast between
the logo and the background.
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Don’t create patterns

Don’t add drop shadows

Don’t violate the clear space

Don’t re-type any part of the logo

SAFE ZONES
Measure the safe zone around the Newbold College of Higher
Education logo by using the hight of the letter D from the logotype.
This clear space applies to all usages of the mark.
Do not allow typography or other elements to invade the safe zone
of the logo.

SIZE
In order to ensure legibility of the logo the minimun height for the
logo should be 27,4 mm.
The minimun height for the logotype without the quadrangle should
be 9,4 mm.
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PLACEMENT AND ALIGNMENT
The preferred placement of the identity finds the logo
aligned against the upper left corner or the lower right
corner of a layout.
The logo is best placed against the margin in advertisements,
brochures, business cards, proprietary stationary, branded
folders and other high-fidelity touchpoints.
In contrast, some lower-fidelity materials such as materials
printed in-house, will not be able to handle such alignment
due to standard printer cropping along a page’s borders. In
those cases, the identity will have to be placed away from
the margins to accommodate the printer bleeds. Whenever
this is the case, position the identity free-flowing according
to your judgement and follow the clear space rules outlined
previously.
A logo aligned to the upper or lower corner of a layout can
be accompanied by the Newbold Quadrangle shape in the
opposite corner. The paired shapes in these cases are kept
the same size. See, examples here, and in chapter Colours
and Graphics in this manual. Exceptions should be done by
Newbold approved designers.
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Colours
OFFICIAL BRAND COLOURS

NEWBOLD BLUE

NEWBOLD RED

NEWBOLD GREY

Pantone 287 C
C100 M68 Y0 K12
R0 G175 B147
Hex #004b93

PANTONE 201 C
C0 M100 Y63 K29
R178 G9 B51
Hex #b20933

C10 M7 Y7 K0
R234 G234 B236
Hex #EAEAEC

There are two primary brand colours – Newbold
Blue and Newbold Red. These colours are key
assets of the brand’s visual world. One or both
of the colours are used in all touchpoints, thus
ensuring recognisability of the institution across all
branded outputs.
To brighten up the overall feel, and to contrast the
Newbold colours, Newbold Grey, as well as White,
are used abundantly as supporting colours.
Where a tint of the Newbold Red or Blue is to be
used it should be displayed at 50%.
PROGRAMME - SPECIFIC COLOURS
English Language
Centre
C72 M8 Y91 K0
R78 G165 B70
Hex #4EA546

Theology
C90 M93 Y18 K6
R66 G49 B118
Hex #423176

Humanities
C14 M95 Y83 K4
R202 G39 B46
Hex #CA272E

Year in Mission
and Service
C11 M65 Y89 K2
R218 G112 B44
Hex #CA272E

Study Abroad at
Newbold
C29 M91 Y47 K31
R143 G41 B70
Hex #8F2946

Business Studies
C96 M62 Y28 K12
R143 G41 B70
Hex #00537E

Leadership
C86 M39 Y56 K38
R23 G89 B86
Hex #175956

C67 M57 Y54 K60
R60 G60 B60
Hex #3C3C3C
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Slogan
OFFICIAL TAGLINE
The official tagline of Newbold College of Higher Education is “Life
Changing, Faith Affirming”. In most cases, “Life Changing, Faith Affirming”
is right aligned. Alternatively, if the aesthetic of the layout requires, the
slogan can appear left aligned. Rarely, a one-line centered version is used
when the layout does not provide the option to use either of the other
two versions.
Note that unless specifically authorised, the slogan should be presented
as a graphical element. Loose application of the tagline as a title, within
running text etc. is not recommended. Do not type the slogan yourself –
always use the ready design element provided.
Any language translations of the tagline should be formatted by Newbold
approved designers. Employing the slogan as a headline is acceptable
only for approved communications.

EXCEPTIONS: ALTERNATIVE ALIGNMENTS
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SAFE ZONES
Measure the safe zone around the Newbold College of
Higher Education Slogan by using the combined width
of the letters “fe” from the slogan.
This clear space applies to all usages of the slogan. Do
not allow typography or other elements to invade the
safe zone of the logo. Do not alter the proportions of
the slogan. Do not distort or rotate it.
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Graphics
NEWBOLD QUADRANGLE
The Newbold Quadrangle is a signature element within the
brand's visuality. Primarily used as an integral element of the
main identity, it can also serve as a key graphical object.
The shape is most commonly placed on the top left corner of
the layout area or on the bottom right corner, frequently placed
opposite of the brand logo.
The quadrangle is subject to the same restrictions for its
graphical use as is the Newbold logo. When scaling the shape,
ensure that its proportions are not violated.

NEWBOLD DIAGONAL
Derived from the primary quadrangle, the Newbold Diagonal
is a secondary graphical shape. It should be used as an accent
and it should not overwhelm with frequent presence across too
many touchpoints in the same environment. When scaling the
shape, ensure that its proportions are not violated.

NEWBOLD FLAME
The Newbold Flame is an element within the Newbold
logosymbol. It should be used very rarely and only as a special
accent element – with measure and thought.
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Typography
MAIN TYPE FAMILY
The signature font family for Newbold College of Higher
Education is Open Sans. Open Sans is a versatile font with high
legibility for both running and accent texts. The font creates a
coherent, uniform look of presented brand
information.
Open Sans is suitable and suggested for use on all primary
Newbold materials, including branded products and web.
The approved alternative font for Open Sans is Arial. While Open
Sans is suitable and suggested for use on all primary Newbold
materials, Arial is a more commonly available font and should
be used in items such as branded Word documents or any other
material where the font may be chosen or substituted by the end
user. See examples of Ariel font on p19.
Please note: Using the correct hierarchy when combining font
weights is very important for maintaining the clarity of your
message.

Slogans and Headings

Open Sans Bold (tracking -55)
Sub Headings

Open Sans SemiBold (tracking -55)
Body tex t

Open Sans Regular (tracking -25)
Alternative Body tex t

Open Sans Light (tracking 60)
Highlights and Ingres

OPEN SANS REGUL AR ALL C APS ( TR ACKING 75)
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ALTERNATIVE TYPE FAMILY
Merriweather is an approved alternative serif font for use on
Newbold branded material. It is well-suited to digital formats and
works well paired with Open Sans. It is suggested for use both
online and in digital designs, and in combination with Open Sans.
Please note: Using the correct hierarchy when combining font
weights is very important for maintaining the clarity of your
message.

Slogans and Headings

Merriweather Bold (tracking -40)
Sub Headings

Merriweather Bold (tracking -55)
Body text

Merriweather Regular (tracking -25)
Alternative Body text

Merriweather Light (tracking 40)
Highlights and Ingres

MERRIWEATHER LIGHT ALL CAPS (TRACKING 75)
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WEB TYPES
The approved web font for Newbold material is Arial. Arial is an
extremely versatile family of typefaces which can be used with
equal success for text setting in reports, presentations, magazines,
and for display use in newspapers, advertising and promotions. It is
the primary font used on the Newbold website.

Slogans and Headings

Arial Black (tracking -25)
Sub Headings

Arial Bold (tracking -25)
Body text

Arial Regular (tracking -10)
Highlights and Ingres

ARIAL REGULAR ALL CAPS (TRACKING 75)
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Branded stationery and
document templates
BRANDED STATIONERY
Bold and professional, the corporate collateral for Newbold College of Higher
Education form a cohesive entity that ensures memorable points of interaction
between the institution and its audience.
Newbold’s primary design assets are applied carefully across the stationery
materials to create a balanced, yet strong institutional look. Each collateral is
described in detail next.
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LETTERHEAD
Paper size: A4
Office name:
Open Sans Bold 12pt, Tracking -55,
Alignment on the page: aligned at bottom
with logomark (27,46mm), aligned right
with margin (33mm), Colour 90% Black
Letter body:
Open Sans Regular 8,2 pt / 12,5 pt (leading),
Tracking +10, Left aligned
Keep the body text within the margins,
Colour 100% Black

Letter body:
Boldings, italic and underlining can be
used if needed
Flame:
Non-coloured Watermark

MARGINS
Left 33 mm
Right 33 mm
Top 64 mm
Bottom 57 mm

Newbold Red, Pantone 210
Open Sans Regular 5,5 pt / 9,5 pt,
All Caps, Tracking 50, Left Aligned,
Colour 90% Black
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BUSINESS CARD
Size: 55x85mm, text colour 90% Black
Name: Open Sans Bold 14,221pt/15,058pt, Tracking -55,
(Title: 6,4 pt, Tracking -30)
Title: Open Sans Bold 6,4 pt/8,12pt, Tracking -30
Department: Open Sans Bold 5,04pt/7pt, Tracking 75, All Caps
Information kicker: Open Sans Bold 4,987pt/8,12pt,
Tracking -25, All Caps
Information: Open Sans Semibold 6pt/8,12pt, Tracking -25
Quadrangle and Slogan: Newbold Red: Pantone 210,
clear varnish finish

Logo: Newbold Red: Pantone 210, clear varnish finish
Background: Newbold Blue: Pantone 287
Email address: Open Sans Bold 7,5pt/9,5pt, Tracking 50, All Caps
Address: Open Sans Semibold 5pt/8,22pt, Tracking 70, All Caps

Address lines: clear varnish finish
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FOLDER

Back of the folder

Front of the folder
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Background colour:
Pantone 287 (Newbold Blue)

Paper: 350g silk touch

Logo:
Clear varnish

Logo: Clear varnish finish
Background colour:
Pantone 210 (Newbold Red)
Inside the folder

Footer:
Clear varnish

Flame: Clear varnish only,
no printed colour

Inside flaps keep
the business card
in place

BR A NDED S TATIONERY A ND DOCUMENT TEMPL ATE S | 2 3

Digital communication
POWERPOINT PRESENTATION TEMPLATE
The branded power point template for Newbold College
of Higher Education has an important role in relaying
communication to diverse audiences.
Used in and outside of the classroom, the PowerPoint
template is a suitable medium for showcasing promotional
and educational information alike. As a result, it is important
that the graphic design rules embedded in the template are
followed diligently.
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TYPE HIERARCHY IN
PRESENTATIONS

Open Sans Bold, 88pt, very tight

Open Sans Bold, 72pt, very tight

Open Sans Bold, 44pt, very tight

Main Title

Section Title H1
Slide Headers H2

Open Sans Bold, 24pt, tight

Subtitles and topic introductions

Open Sans Bold, 32pt, tight

Column Headers H3

Open Sans Semibold, 28pt, normal

Running text body H4

Open Sans Semibold, 16pt, normal

Captions H5
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TEMPLATE STYLES
The power point template of the Newbold College of
Higher Education offers 11 slide styles, pre-designed
and set for displaying information. Each slide template
is meant to accommodate a specific type of information:
text only, text and image, graphics, lists and others.
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Distributing the content of a presentation using these slides ensures that various
content will be presented in a consistent manner, in line with the brand visuality. It is
always important to avoid over-cluttering the slides with text or images. White space
is one of the most vital design attributes of any presentation: it ensures that the
message on any slide is given importance and can be easily grasped by the audience.

EMAIL SIGNATURE

HTML CODED EMAIL SIGNATURE
These sizes are adjusted for 11pt email body text.
Text left aligned together with the email body text (no padding).
Font: Helvetica (…Arial, Open Sans, Sans Serif )
<b>
Person’s name (Bisser Stoykov): Helvetica Bold 12pt, Leading 12,5pt (Line Spacing),
Tracking -40 (Space between letters), colour #191919
Person’s info (, BS Head of Recruitment, Marketing & Sales
E: bstoykov@newbold.ac.uk
T: +44 (0) 1344 40 7498
M: +44 (0) 7799 691149): Helvetica Regular 9pt,
Leading 12,5 pt, Tracking -15, colour #191919
EXCEPT: Letters+colons E: T: M: Helvetica Regular 8,5pt
Web-address (www.newbold.ac.uk): Helvetica Regular 9pt,
Leading 12,5 pt, Tracking -15, colour #B30838 (Newbold
red), link to: https://www.newbold.ac.uk/
Space between text and logo image 18 px (fixed)

Signature text example this content will change for every person:
Bisser Stoykov, BS <br>
Head of Recruitment, Marketing & Sales <br>
E: bstoykov@newbold.ac.uk <br>
T: +44 (0) 1344 40 7498 <br>
M: +44 (0) 7799 691149 <br>
www.newbold.ac.uk <br>

NB Logo image height 75 px (keep proportions)
NB Logo image width: (189,516 px)
BAC logo (with transparent background):
Height 57 px
Width: 82,779 px
Align bottom + left with NB Logo image
Position from left (189,516 px) - width of the logo image
Fixed positions, make sure remains small in responsive screens
</b>
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NEWSLETTER TEMPLATE

MailChimp Template Structure:

The Newbold College of Higher Education email
Newsletter is built on MailChimp template
specifically designed to serve the institution’s
communication needs.

1+2 columns. Please, add a divider after each article.

There are two separate templates (Illustrator
files) provided which assist with preparing
images for inclusion in the newsletter: a cover
photo and a small photo template.

Main news area: Designated for the main article or
information. Use the separately provided picture template
to add an image/ text to the banner. If there is no image
material, use the default image or one of the Newbold
colours.

Secondary news area: Secondary articles are positioned
within the 2 column grid below the main article. Use the
separately provided picture template to add photo/text to
the banner. If there is no image material, use the default
image or a main brand colour. If there is no caption, remove
the caption placeholder. If you have no excerpt, use the
images only as links to your content. The images will look
good as a grid of their own. Keep the secondary news always
in pairs. Add more underneath if needed by copy-pasting.
Always add an even number of columns and keep the length
of the excerpts as even in character count as possible.

Footer area: Footer is fixed in the template, do not change
it or add information to it. It guides the receiver to Newbold’s
online platforms and provides essential brand information.
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Exhibitions
and events
ROLLUP BANNERS
Two types of rollup banner designs, available in
two different sizes, communicate the overall brand
message and specific programme offerings.
This combination of rollup banners allows that
any space is branded with the signature Newbold
visuality and that the overall brand proposition and
values of the institution are communicated clearly.
Combining programme emphasis rollup banners
and brand emphasis banners is allowed and often
recommended, particularly in spacious enough
environments.
Emphasis on brand (800x2000 mm)
This template communicates the primary brand
messaging and establishes a signature Newbold
presence in any space.
Emphasis on programme (1000x2000 mm)
This template is suitable for usage in contexts
where an emphasis on the institution’s
programme offerings is needed.

800X2000 MM

1000X2000 MM
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EXHIBITION SPACES

Example Branded Wall

A branded wall, together
with a set of rollups, can
be strategically used
to create a uniform
brand space no matter
the constraints of the
environment.

1000x2000 MM
PRESENTING NEWBOLD
The Newbold brand is visible around the world through various
promotional events. Diverse exhibition spaces present opportunities
for brand promotion and for reaching out to Newbold's network.
As spaces vary considerably, you can use the flexible set of rollup
templates and branded promo walls and combine them to create a
uniform brand presence.
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Branded table

GIVEAWAYS AND PROMOTIONAL
MERCHANDISE
Giveaways and other promotional materials increase
visibility and support brand loyalty. Successfully
branded merchandise should prioritise aesthetics and
functionality.

Newbold bag

Newbold t-shirt

All merchandise should only use the signature brand
colours and graphic elements. Limiting the available
item variants to selected few ensures stronger brand
visibility and prevents brand confusion and dilution.
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Campus signage
DOOR SIGNS
A set of templates for door signage is provided within the
Newbold's media bank. Follow the guides and assigned styles as in
the examples shown here. Do not remove, move or alter the brand
elements. Do not use colours other than the primary Newbold
brand colours as embedded in the templates.

Size: A5 landscape

Support staff or office
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Classroom or events room

Lecturer room or single person office

POSTERS

A1 Portrait
A2 Portrait

A series of poster templates provide a canvas for promoting
current and future events, communicating rules and
regulations, as well as promoting Newbold initiatives and
campaigns.
The templates use strong and clear institutional visuality,
enabling powerful, uncluttered messaging.

A3 Landscape

Follow the guides and assigned styles as in the templates. Do
not remove, move or alter the brand elements. Do not use
colours other than the primary Newbold brand colours as
embedded in the templates.
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Printed
promotional
material
PROGRAMME BROCHURES
The programme offering of Newbold College of Higher
Education is synthesised in a range of brochures, diligently
outlining the Newbold advantage.
The segmentation of Newbold's offering is reflected
through both the graphic layout and colour of the
brochures' covers. This variability in the visuality aids the
audience in navigating through the diverse possibilities
within the institution.
The viewer will recognise the advanced application of
some the primary graphic elements, such as the Newbold
Quadrangle and Diagonal, and will notice the introduction
of new elements, which are only to be used in the context
of programme offerings.
The primary brand colours are used within the inner
spreads of the brochures in combination with programme
specific colours.
Do not replicate or extend programme specific visuality,
as initially set by the programme brochures here, across
other touchpoints without consulting with a Newbold
approved designer.
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FRONT AND BACK COVERS
Additional graphic elements used only
in programme related communication
are introduced.

The brand identity is used here in its
alternative form, without its holding
shape, so that it does not compete
with other graphic elements.
The Newbold Diagonal reinforces the dynamic
visual brand world of the institution.

Each brochure cover has a signature visuality which
draws from bespoke photography of the campus
that offers an intimate look of beloved details
across the property.
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LAYOUT GUIDELINES

The following pages offer detailed guidelines for executing
coherent layout of the programme brochures.
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Layout setup in InDesign – margins, guides,
document grid and baseline grid
The page is divided into 6 columns. This design uses
text columns that are either two columns wide (narrow
column) or three columns wide (wide column). Column
gap: 4,038pt. Leading 11,4pt.
All text should run inside the margins and follow the
design styles designated for this layout. If placed on top
of an object, the text area may reach the guides but
should not extend beyond that.
All objects should be always aligned within the
document grid and the baseline grid.
Do not change, remove or alter the document grid and
the baseline grid – these form the backbone for the
brochure layout design.

Narrow column
Wide column
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Layout elements, objects and images
The layout gets its unified, branded structure and
consistency with the elements shown here. The
shapes should be always used in moderation and
following good design practice. These shapes may
be used as graphical elements structuring the
page, for arranging information, for bringing in a
specific programme colour, in infographics, and as
placeholders for photographs, patterns or texts. Use
the shapes only in large scale.

Square element

Layout elements

The layout elements can be found in the provided
InDesign design template file. Do not change the
proportions of the elements. Do not distort the
elements, do not tilt, reflect, rotate or scale them.
Besides these particular shapes, you can use a square
as a graphical element or image holder. It balances the
diagonal shapes and helps to avoid the usage of the
programme element in excess (see next page). Do not
use a rectangular other than a square.
See example spreads for using elements creatively.

Image placeholder

Image placeholder

Example full spread image fill

Full page and full spread fill
An image or a solid colour can be used to fill a page within the guides or as a full spread size
aligned with the guides.
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Programme element
A signature shape for the programme brochure is
this bespoke square shape with a tip on its top left
corner.
The reader of the brochure is introduced to this
element already on the cover. The design includes
a permanent element which incorporates this
programme-specific shape again in the inside
pages as it brings continuity and links the visual
narrative. Since the shape has a strong visuality,
it is imperative that it is not used too frequently
throughout the layout. It is advised not to use it as
a graphic element elsewhere other than what is
seen on the template.

First inner spread

Last inner spread

A comprehensive selection of programme elements with their corresponding colour can be found in the layout template. Do not distort the elements, do
not tilt, reflect, rotate or scale them. New elements or colour palettes should be created only under the supervision of Newbold approved designers.
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Programme
colour

Layout elements: colours, consistency
and variation
Use the right colour designated for each
programme both on the cover and in the
inner spreads.

Programme
colours
selection

Do not mix and match these programme
colors across brochures. Do not add any
other colours.

Newbold
Gray

The colors can be found in the design file
under the swatches: Newbold Programme
Colours. The swatches can be downloaded
from the file NB_Brochure_Programme_
Colours_UPDATE-Oct2017.ase.

Newbold
Red

Other than its programme-specific colour,
the design of a brochure also uses white,
black, 90% gray, Newbold Gray and Newbold
Red. Those can be found under the
swatches as well.

All brochures should have
the programme-coloured
element on the first spread
on the left upper corner.

Note:

Remember, the overall layout aims for a
clean and spacious look – at least half of the
spread area should be left white.
It is possible (as a tool for emphasis, not for
the entire brochure or line of brochures)
to use a colour background for the entire
spread but even in those cases, the layout
should follow a harmonious, airy and clean
visuality.

This left column side of the first spread layout is
recommended to be used consistently throughout the
brochures to ground the design in an easily understandable
and coherent way. The elements are ready in the design file.
Similarly, there is a permanent set of elements on the last
page. Use it for the contact information. Remember to change
the programme element accordingly but do not change its
position, colour or size.
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The permanent
elements
from the first
page and last
page can be
combined in
one page when
the brochure
is only one A4
sheet. In those
cases the other
side of the
sheet will be
the front cover
of the brochure.

LAYOUT ELEMENTS:
TYPOGRAPHY

Body text Style

Bold Body text Style

Pull Quote Style

The layout design has a specific
set of typographical choices that
must be followed. All styles are
already embedded in the design
file under Paragraph Styles
and Character Styles, in their
designated folder of Newbold
Brochure.
In addition, objects have styles
ready in Object Styles under
Newbold Brochure.
Take some time to familiarise
yourself with these typographical
layout choices within the
template. Take a look at the
example design and how the
styles are used. Examples can be
also found in the design file.
Do not add any variations of the
fonts that are not part of the
already existing styles.

Heading 1 Style

Heading (small) Style

Heading (large) Style
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Text body and headlines flush, all left aligned.
Note: Inside objects or on top
of shapes, headlines can be used centered if that works
better for the design. Do not center body text.
Programme description style is pull quote
Programme info listing

Headline 1 is the main headline type. There are small
and large versions for situations where the design
requires different contrast.

Use kicker for the two first words of
a paragraph.
For short lists and bullet points, use kicker for
only the first word (if needed at all).
Bullets in bullet points are done with:
Wingdings Regular, Unicode F06E
(private use area), GID 132.
This layout uses small Headline
inside elements and large Headline
as the main headline to create
contrast.

Table Styles define how tables
in this design should look. Use
tables when there is a lot of
information in need of structuring,
e.g. course listing, price tables.
Use the Character styles available –
categorise infomation in the table
with different styles if needed. Only
use already-existing Character
styles.
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Use drop cap in the beginning of new chapters and to
categorise content.

Bold body style always with negative text.
Use pull quote creatively to highlight
information. It can be also used vertically
(as in programme descriptions) but do
not use the vertical version too often: it
functions mainly as a design element and
its overuse will reduce its power. Pull quote
is always aligned left or right.
Quotes utilise the quotation mark element.
Use 2mm text wrap on the right and on
the bottom. Remember to add a regular
closing quote mark at the end of the
quoted text.
Quote body is bold. Name and title of
the person who is quoted have their own
character styles.

Creating the layout: guidelines
for good design
The example spreads show how
design elements, programme
colour, white space and typography
can be used creatively in the
brochure design, and how the
permanent elements work together
with these variable elements.
It is advised to use both diagonal
and square shapes in the overall
design of a brochure: it creates a
balance that is pleasurable to follow.
White space
Embrace the white space as part
of the design: it is an important
attribute that allows the reader to
understand the content and to get
the right feeling and mood when
engaging with the brochure.
Always leave at least 1/3 of the page
empty from text and text-like busy
objects.
Always leave at least 1/2 of a spread
white. The only exception is in cases
when a photograph / solid colour is
used in full-spread size.
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Leave space around objects and texts.
Follow the grid lines.
Leave at least two grid lines below Headline
1 and Headline Large.
Two grid lines under text frame and other
objects, one line above.
Runaround on objects minimum 3pt top,
7pt bottom; when text wrapped around
left/right/top/bottom 8pt.
Use elements creatively with the content:
highlight, arrange, group, align and title
coherently and with an aim to catch the
readers eye with relevant and interesting
content.
When layouting text: Keep an eye on rivers,
widows and orphans, and check the
hyphenation. Avoid hyphenating when
possible.
Always proofread – someone else than the
designer should do the proofreading.
Care and precision in creating text and
image content that represent Newbold
and in finalising the layout go a long way in
creating a brochure that will last in time.
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Creating content for the layout
When creating content for the
brochure, work together with the
design and the designer. This layout
template offers multiple possibilities
of highlighting and organising
content in a visually interesting way.
Use these layout elements as an
inspiration and guideline for newly
edited content.
Pay attention to the professional
quality of photography used in
the brochures. Only select/make
photographs that fit the layout: crop
photographs well in the element
shapes. If there are no contextual
relevance with the photographs
at hand and the content of the
brochure, leave the photographs out.
The layout offers graphical elements
which when used in the programme
colour together with highlights, such
as pull quotes and quotes, will deliver
a dynamic, visually engaging look.
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UNDERGR ADUATE

Example spreads: using elements and colours creatively

About the
Bachelor of Arts
in Humanities

AT NE W BOLD YOU W ILL G A IN THE UNDER S TA NDING, AWA R ENES S
A ND A BILITIES TO FACE R E A L GLOBA L IS SUES W ITHIN A
MULTICULTUR A L CHR IS TI A N CONTE X T, A ND THIS W ILL EQUIP
YOU TO SUCCEED IN THE PROFES SION A L WOR LD.

D

o what you love. Get grounded with a broad
degree and join the growing rank s of those
in leadership positions with a degree in
Humanities. Enhance your skills in creativit y,
collaboration and communication – skills in demand
from employers – as you learn to work with, and
understand the needs of, a diverse group of people.

OUR HUM A NITIES COUR SE BR INGS TOGE THER FI V E
DIS TINC T S TUDY A R E A S . IT GI V ES YOU THE OPPORTUNIT Y

DUR ATION:

Three or four years, full time*
S TUDY MODE /S:

Full time, par t time
INTAKE:

Autumn Semester (September)
Spring Semester ( Januar y)
TOTAL PROGR AMME CREDITS:

124 US credit s
CONFERRED BY:

Andrews Universit y (US)
*Depending upon your secondary
school’s equivalency to the UK
higher education system, you
may be eligible for advanced
standing, which would enable you
to complete this degree course
in three years instead of four.

Element as a
placeholder for text
content in Humanities
programme colour.

TO S TUDY COMBIN ATIONS SUCH A S CHR IS TI A NIT Y A ND

The Bachelor of Ar t s in Humanities will prepare
you to be innovative and creative in a wide range of
careers. It will teach you how to think critically and
analy tically, to communicate your ideas, become
an informed global citizen, and prepare you for a
wide range of challenging career oppor tunities.

In addition to the high quality
teaching and education
our humanities degree will
give you the chance to:

1

LE ARN out side
the classroom
as you take par t
in educational
excursions which allow you
to study and gain experience
and knowledge in the f ield.

2

LITER ATUR E , OR MUSIC A ND A RT HIS TORY. YOU W ILL G A IN

S TUDY for A ssociated
Board of the Royal
Schools of the Royal
Schools of Music
(ABRSM) examinations as
you learn an instrument
for academic credit.

INSIGHT INTO THE L A NGUAGE A ND TE X TUA L TR A DITIONS
OF THE MODER N, HIS TOR IC , A ND BIBLIC A L WOR LDS A ND

THROUGH THE ARE A S of emphasis within this course,
you will have the oppor tunit y to study English literature,
British histor y, religious studies, the per forming ar t s,
and the ancient languages of Greek and Hebrew from
highly experienced teaching staf f. Take advantage of the
unique oppor tunit y to study literature in the countr y
where it was inspired and writ ten, to see for yourself
where historical event s ac tually happened in the UK , and
even to study the Bible in the languages it was writ ten in.

Why study Humanities at Newbold?

THE ME A NING THESE A SPEC T S LEND TO HUM A NIT Y.

3

BENEFIT from

the experience
of our staf f, who
are exper t s in the
f ields of English literature,
British histor y, music
and ancient languages.

4

ADD VALUE to

your degree at
Newbold by taking
ex ternal exams in
the Per forming Ar t s area,
such as the Royal Academy
of Dramatic Ar t (R ADA)
Cer tif icate, and music
cer tif icates from the Royal
Schools of Music and the
London colleges of music.

5
6

S TUDY a programme
whose credit s
are transferable
and recognised
internationally, allowing you
control over your future.
LE ARN prac tical
skills as well as
critical thinking ,
research, creative
and analy tical writing
skills that will prepare
you for your career and/
or postgraduate study.

AT NE WBOLD you will gain the understanding ,

THE BACHELOR OF ARTS in
Humanities will give you the
f lexibilit y to choose modules and
areas of emphasis that both interest
you and aid you in your personal
and professional development.

T

his course will equip you with a variet y of analy tical and academic skills. You
will have oppor tunities to explore Christian perspec tives in relation to other
worldviews, and to cultivate your personal values. It will help you develop
impor tant skills such as critical self-awareness and imaginative problem-solving.

BUILD conf idence in
selec ted scholarly
disciplines, and cognitive
and af fec tive intellec tual
abilities, drawing upon
the critical and analy tical
techniques associated
with and derived from
the Humanities discipline.

BENEFIT from
the dif ferent
perspec tives and
methodologies
gained by
studying multiple
disciplines.

What you will study

awareness and abilities to face real global issues
within a multicultural Christian contex t, and this will
equip you to succeed in the professional world.

Course outcomes

DE VELOP

MODULES
To fulf il the requirement s of this
course you will complete:
 A Humanities major which
includes two areas of emphasis
 Elective modules taken from
within the areas of emphasis
that you don’t complete
 General education modules
(depending on your
educational background and
your entry point to the course)

transferable
skills that will
inf luence your
employment
outcomes.

Element as a placeholder
for a photograph.

When I started studying
Business at Newbold, one
of the very first things I
received was guidance in
devising a career pathway. It was a great start
and is a proactive way of
helping students think
about their options for
the future.
Along with this fantastic
preparation, I was able
to achieve what I had

I look forward to finalising
my studies at Newbold,
and I believe that the
knowledge I gained
during my internship will
only enhance my further
learning experiences and
my career opportunities.
Patrycja
BUSINESS

Grow in awareness
of, and sensitivity
to, the human
condition and
the changing
relationships of
individuals to their
historical and
cultural contexts.

Programme colour as
emphasis

Recognise and
develop your
personal views
and explore
Christian
perspectives in
relation to other
worldviews.

FOR MORE INFORMATION

on the Bachelor of Arts in Humanities,
please contact:
E: info@newbold.ac.uk
T: +44 (0)1344 407492
W: newbold.ac.uk/humanities

Permanent element in
Newbold Red.

Programme element
in Newbold Gray.

Permanent element as a part
of balanced layout

deemed unachievable
for a first year student
– I am extremely grateful for the opportunity
I had to undertake a oneyear internship at Hewlett
Packard Enterprise (HPE).

Square elements in a
grid as a placeholder for
organised text content.

Prepare
yourself for
postgraduate
study.

AREAS OF EMPHASIS
 Performing Arts
 English Literature
 Ancient Languages
 British History
 Religious Studies

Element as a permanent
part of layout.

Why study Business at Newbold?

N

E WBOLD’ S Business
course will provide you
with a solid grounding in
international business
concept s, through a combination
of prac tical classroom learning
and real-world experience, in
an ethical contex t that stems
from Christian values. We will
also help prepare you for the
business world by exposing
you to professional business
environment s from your f irst year.

BECOME a competent business
person in a Christian contex t
as you learn from staf f who
have your academic and
ethical grow th at hear t.

LE ARN prac tical skills that will
prepare you for your career
and/or postgraduate study.

to develop a wide range of
competencies and skills specif ic
to business and enterprise.

VISIT key business locations
in London and Europe as you
blend theoretical and prac tical
learning and look for unique
internships that will complement
your studies and give you
an edge as a graduate.

GAIN an international perspec tive
of business from our culturally
diverse staf f and from your
fellow student s, who represent
around 60 dif ferent nationalities.

TAKE ADVANTAGE of our small
class sizes and the oppor tunit y
for more one-on-one time with
our teaching staf f. This closer
interac tion allows a healthy
exchange of ideas, teamwork
and feedback , enabling you

STUDY a business course
with credit s that are
transferable and recognised
internationally, allowing you
control over your future.

Degree outcomes
LE ARN
THE SKILL S
NECESSARY
TO BECOME A
COMPE TENT
BUSINESSPER SON
OR MANAGER
IN A CHRIS TIAN

Our Business Studies
course will prepare you
for your future by giving
you the oppor tunit y to:

 ACQUIRE a solid
knowledge of business
and f inance principles.

 S TUDY advanced core
business disciplines related
to management, marketing ,
accounting , and operations
with a global perspec tive.

Quote mark element
is always in Newbold
Red, or in negative
texts in white.

 BUILD leadership,
communication and
presentation skills through
a range of assignment s
designed to develop your
abilit y to critically evaluate
and present information.
 UNDER S TAND how to
implement business strateg y
to be able to understand how
to achieve long-term success
in your future organisations.
 PREPARE yourself to succeed
in the future job market.

CONTE X T.
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Areas of
emphasis
FOUNDATION YEAR

Full page image
placeholder or solid
colour can be other
than a square when
it is fixed to the
margins.

The Foundation Year is usually
the entr y point for student s
completing this course in
four years. This is usually
those who do not meet the
entr y requirement of t wo
A levels (or equivalent).
In this year you will take a
broad set of general education
modules that will give you
the academic knowledge and
study skills you will need to
progress onto the f irst year of
the course. You will develop
your reading , writing , research
and communication skills and
gain a broad knowledge base in
areas such as English literature
and composition, histor y,
f ine ar t s, algebra, religion,
science and health principles.

Performing Arts
Study musical and dramatic
per formance as well as
experience concer t s and
per formances in London’s worldfamous musical and theatrical
venues. This area of emphasis
will improve your music and
drama skills and enhance your
abilit y to deliver musical and
dramatic per formances.

English Literature
Develop a comprehensive
understanding of English
authors – from the work s of
William Shakespeare, Jane

Austen and Charles Dickens
through to T.S. Eliot, Virginia
Woolf, J.R.R Tolkien and C.S.
Lewis. Visit the reconstruc ted
Globe Theatre, Shakespeare’s
bir thplace in Strat ford-uponAvon, the home of Jane Austen
in Chaw ton, of Virginia Woolf
in Sussex, and the famous
eating houses and homes of
Tolkien and Lewis in Ox ford.

Ancient Languages
Learn to read the Bible in the
ancient languages of Hebrew for
the Old Testament and Greek
for the New Testament. You
will reach an intermediate level
of Greek and obtain a sound
working knowledge of Hebrew.

British History
Explore the Tudor and Stuar t
period, tracing the English
Reformation from Henr y VIII
through to the English Civil War
and the 1688 Restoration. Look ,
too, at the historical event s
from Imperial Britain and King
George I through to Elizabeth
II. You will study topics such
as the Industrial Revolution,
social reforms, the ‘crisis of
faith’, and World Wars I and II.

Religious Studies
Through this area of
emphasis, you will explore
the contex tualisation of
biblical document s and
their interpretation. You
will also examine the major
development s in western
philosophy and consider
how the Judeo- Christian
tradition confront s the moral
complexities of a highly
technical societ y. Fur ther,
you will gain insight s into the
interpretation of prophec y,
apocalyptic imager y and
s ymbols, and you will study
the Pentateuch and the book s
of the writing prophet s.

“ NE WBOLD HA S BEEN AN AMA ZING E XPERIENCE - IT HA S MADE
MY DRE AM OF S TUDYING VOC AL S AND ART HIS TORY A RE ALIT Y.”
NAOMI, HUMANITIES

Element as a placeholder
for pull out quote in
Business Studies
programme colour.

Visual media
guidelines

47

Student life
Photography and video are key elements used to represent Newbold to the world.
Widely used in print, campaigns, on websites and more, it is important that images
and visual recordings maintain consistency both from a style point-of-view as well
as in relation to technical aspects. Newbold’s visual media can be divided in two
main categories: Student Life and Scenery.
Showcasing our students is a great way to represent Newbold’s diversity and
breadth of our course offerings. This type of visual media should include people in
the different environments on and off campus in an engaging way, with a strong
emphasis on illustrating authentic (not staged) emotions and interaction. Whenever
possible, it is also important to have an accurate representation of our students in
every possible aspect: age, gender, ethnicity, race, culture etc.
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Scenery
Newbold is set in a unique location in the South of England,
and its buildings and green areas are a big attraction to
prospective students. This type of visual media emphasises
the great locations on our campus. In addition, students
often go on trips to visit cultural sites and other outdoor
locations. Again, this represents what Newbold has to offer
to students, so it’s important to capture it.
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Portraits
When taking portraits of staff, students, or other subjects, there are
a few things to keep in mind. Again, we have a strong preference
for natural light. Include multiple angles and composition options
so that a range of shots are available for each subject. For example:
a close-up headshot, a medium shot at waist height, and a full body
shot. Also, if possible, a combination of landscape and portrait of
all of the above would be better. Many of these photos are used in
print and online, and having the available space for adding text or
for cropping for different sizes is an added benefit.
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Photography
for print
Visual media is used in a variety of mediums: print materials, social
media, websites and advertisements. This means that they need
to be versatile enough to be adapted for these different uses.
Apart from making sure to have multiple angles and orientations
(landscape and portrait) as mentioned above, it’s always preferred
to use the rule of thirds whenever possible: place the subject in
one of the thirds of the frame. This makes it easier to use it for
print or advertisements, where text is placed on imagery.
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Technical considerations
Another important aspect in visual media is the correct use of the technical equipment used to
capture both still and moving images. We recommend the use of cameras with lenses that have
wide apertures, creating blurry backgrounds that emphasise the subject/s. In addition, natural light
should be used whenever possible, especially in photography and videography outdoors. Some
exceptions might include studio photography such as headshots, or videos filmed indoors. In the
latter, there should still be intentionality in creating soft and natural-looking light whenever possible.
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Colour mood
board
The colour mood board we prefer includes earthy
tones with an emphasis on warmer colours and
colour temperature. Whenever possible, use the
golden light closer to sunset and blue skies, and
avoid overcast days or shooting in winter and very
early spring. This will help bring out the colours
in the visuals, and the warm tones which set an
inviting mood.

Writing for Newbold

53
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Copywriting guidelines
and institutional
context
55

About Newbold
College of Higher
Education
Newbold College of Higher Education was founded in 1901 in Holloway,
North London, to train church workers and ministers. The College is
owned and operated by the Seventh-day Adventist Church, which makes
us a member of one of the largest Christian educational systems in the
world. We are a student-centered, inclusive and innovative learning
community that values Spirituality, Service to others, high-quality Learning
and Teaching, and the opportunity to Nurture each of our staff and
students. We are committed to developing autonomous learners who do
not merely reflect the thinking of others.
As of September 2020, we offer courses in Theology, Business, and
Humanities (comprising English Literature, British History, Media Studies,
Fine Arts, Psychology and/or Religion). Within these fields, we offer a range
of undergraduate, postgraduate, short courses and study abroad courses
and progammes. Students can choose to study full-time, part-time,
on-campus, off-campus, in intensive mode, or a combination of these,
depending on their chosen area of study. Our class sizes are small, giving
students more one-on-one-time with our respected, well-known lecturers.
Student life is a key component of the Newbold experience. Our
community is active and engaged in joint activities on a continuous basis.
While our campus spans over a magnificent property rich in history, the
College’s proximity to London - a major cultural and financial hub - allows
unparalleled opportunities for community activities both in pristine
academic and vibrant urban settings.
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The College is overseen by the Trans-European Division of
the worldwide Adventist Church, and as such our primary
recruitment efforts are focused on the geographical
region of Europe that the College serves, with secondary
efforts in wider Europe, followed by the US and South
America. We are proud of the diversity within the College
community - both culturally, through the around 60
nationalities culturally represented on campus (as
at September 2020) - and spiritually, with worship
opportunities available to meet any of our staff and
students wherever they are on their spiritual journey and
whatever their worship style.

As a College we make it a priority to:
• provide high-quality creative and challenging
learning opportunities,
• promote and mentor the spiritual growth of
students and staff,
• nurture and support students throughout their
learning experience, and
• promote opportunities for service to meet the
needs of others.
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Our brand personality
While steeped in history, our brand is modern and dynamic. If Newbold were a person, it would be a kind, welcoming and reliable
friend who is the perfect company for both fun activities and adventures, as well as for a quiet conversation and introspective
reflection.
We are inclusive, optimistic, curious and ambitious. As a person, we could be friends with anyone and are open-minded. We are also
loyal to our community and honour our roots.
We are adventurous and bold, but not arrogant. Above all, our personality is authentic and down to earth — we are honest about
who we are, and are not trying to portray ourselves as an institution that we are not. To ensure that we evoke these attributes we
use language, imagery and messaging that is honest and straight-forward. We avoid pompous words, we speak simply, clearly and
confidently.

WHAT MAKES NEWBOLD DIFFERENT
What sets us apart from other European Adventist institutions is our academic focus on Business, Arts and Humanities, and English
Language, and that our language of instruction is English. Newbold is the only European Adventist institution that offers courses in
these academic areas. As a result, Newbold should be of interest to anyone from around the world who would like to specilise in
these areas, is seeking to spend time at an Adventist campus in Europe, or would like to learn in English.
In addition, the College is experience-driven and offers an immersive learning experience. In practice, this translates to our
commitment to teaching through immersion in the field. All courses include practical and/or experiential learning such as study
trips, short placements and projects, or internship opportunities, ensuring that students gain both theoretical knowledge as well as
practical experience in the field.
Finally what sets us apart from other institutions is that we offer a safe, close community experience for our students as they
work, study, live and travel together. Newbold is a place where one can easily make friends for life, where our Christian ethics are
ingrained in our teaching and classroom styles, and our staff have a personal interest in the educational and spiritual development
of each individual. For parents, this means their children are in place where their spirituality and personal development is nurtured
by staff, lecturers, and peers who care about them and their spiritual journey. In the UK, this is an experience unique to Newbold,
and not one to be gained from studying at a public university.
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WHAT NEWBOLD IS AND
WHAT NEWBOLD IS NOT
The descriptions below provide an overview
of how we stand in the world. When you
are producing communications material for
Newbold, use these thoughts to guide your
messaging.
Newbold is:
•
•
•
•
•
•
•

Community-driven
Flexible and supportive
Spiritual
Positive
Inclusive and diverse
Thought-provoking
Beautiful, new and interesting images
that show the outcome of community
and collaboration

Newbold is not:
•
•
•
•

Self-interest driven
Prescriptive
Secular or un-engaged
Sombre or negative

• Narrowly focused or one-sided
• Dogmatic
• Cliché and manufactured stock images

OUR BR A ND PER SON A LIT Y | 59

Who we are speaking to
Newbold has a broad and diverse audience that can be segmented in four groups:
•
•
•
•

Prospective students,
Current students,
Alumni, and
Key influencers and stakeholders.

Each of these groups have different engagement with the College and thus nuanced expectations from the content which Newbold provides and shares. We seek to
ensure that our communication is tailored to address each segment and that our content emphasises the topics that are relevant for each of them. Before we delve
into our audience groups, a few things are worth mention and must be kept in mind when content is created.
A faith-based point of view
A faith-based point of view means that the Bible, spirituality, purpose, calling, an ethical worldview, compassion, and worship are perceived as valid experiences
and are a part of life at Newbold. We do not impose faith or spirituality – instead, we create an environment which fosters a faith-driven mindset. Students are
encouraged to pray, think, help and support each other. This does not mean that logic, open discussions and “secular” topics are regarded as “foreign” concepts.
It is worth bearing in mind that while a faith-based vantage point informs our worldview, Newbold is a modern, vibrant brand. Our language must reflect our roots
authentically, without unnecessary over-emphasis on religious references; everything we say must have a purpose and reason.
Adventism and Adventist audiences explained
Adventists are evangelical Christians and we believe that the Bible is the foundation of the Christian faith. Adventists promote a healthy lifestyle, so do not smoke,
drink, or use drugs; the majority are also vegetarians. Adventists own networks of hospitals, sanatoriums and other health-related institutions. We are also big on
education, and believe that “true” education requires a wholistic approach: mind, body and soul. Generally speaking, an Adventist audience is mission-driven and
service-driven.
With these definitions in place, let’s delve into the various audience target groups for Newbold.
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Target market and case studies:
current students
COMMUNICATION CHANNELS:

ENGAGEMENT TARGET:

Student life guidebooks, news, social media, engagement pieces, posters

Weekly

On average, our current student cohort represents an audience of several hundred students who are attending either full-time or part-time programmes at the
College. In addition, Newbold is a temporary home to a significant number of short-term students each semester, who attend brief exchange programmes with
length of three to four months. Our visiting short-term students have very high turn-over and our communication is often focused on them. As a result, our full-time
and part-time students need to be addressed with particular care so that they feel the valued members of our community that they are.
Therefore our tone towards current students must be particularly inclusive, engaging, exciting and warm, providing reassurance that Newbold considers its fulltime and part-time students the core of its community. When addressing short-term students specifically, we need to take extra care that the academic strengths
and merit of Newbold are highlighted, so that the College is not only perceived as an adventurous and exciting destination, but as an academically serious and
rewarding choice.
Consider the following personas as typical examples of our current students.

CASE STUDY: CURRENT FULL-DEGREE STUDENT
Kristel… is 26 years old and she is from Holland. This is her fourth year at Newbold and she is soon to graduate with a degree in Business. She has been here long
enough to have made very close relationships and be an integral part of the community. However, past the initial excitement of arriving at Newbold, she has also
experienced what is typical for most institutions: administrative hurdles. Thus, she has a bitter-sweet attitude towards the College — loving the community, but also
aware of its shortcomings. She is excited to graduate and enter the workforce.
Kristel expects our communication to have a straightforward tone and honest messaging that puts her and her needs in the centre. She needs to hear from
Newbold and be assured that the College cares about the current students and that she will be supported in her transition from stdent to work life. Current
students can often feel neglected in the majority of communication from the College, so when addressing these students we need to provide reassurance that their
money and time are well spent at Newbold and that they are in safe hands.
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CASE STUDY: CURRENT SHORT-COURSE STUDENTS
Alex and Matt… Alex is from Brazil and Matt is from the US. They are both in
their early twenties. Alex is at Newbold for a semester to study English, and
Matt is attending one of our short exchange programmes. The student life
which Newbold offers for these students is very dynamic. Their schedules
are bustling with activities, travel, exploring London and visiting historical
sites. Short Course students are not particularly engaged with on-campus life
because their programmes focuses on out-of-class or off-campus activities.
Our communication to this audience thus needs to be focused on emphasising
the broader values of Newbold and to paint the bigger picture of the long-term
advantages of being at the College. Our aim is to attract these students to
return to our campus for full-time programmes, hence it is important that the
College is presented not only as an attractive destination abroad for exploration
and enjoyment, but also as a place where these students can find a home.

CASE STUDY: CURRENT MATURE STUDENT
Tremon… is in his thirties, is from the UK, and is a family man with two children
and a wife. Tremon and his family live on campus in a flat in our family housing
complex. Tremon is completing a postgraduate degree and his busy family
schedule and demanding programme do not leave him with much time to
participate in student life. Tremon can thus easily feel disconnected from
the College and the community. His journey at the College is seen more as
a task, rather than an experience. When we communicate with students like
Tremon we need to ensure that our messaging is engaging and welcoming,
with emphasis placed on Newbold as a hub not only for academic pursuits but
personal enjoyment amongst a community of like-minded peers and colleagues.
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Target market and case studies:
prospective students
COMMUNICATION CHANNELS:

ENGAGEMENT TARGET:

Flyers, presentations, videos, brochures, newsletters and personal emails,
campus visits, social media campaigns – including targeted group campaigns,
advertised posts in their language, advertisements in printed magazines

In recruitment cycles throughout the year

Our recruitment efforts encompass full-time, part-time and exchange/study abroad students.
Consider the following personas as typical examples of our prospective students.

CASE STUDY: PROSPECTIVE EXCHANGE/STUDY ABROAD STUDENT
Travis… is 21 years old and from the US. He is a student at an Adventist university in the US where he has already done the
first semester of his freshman year. Now familiar with university life he is looking for a study abroad programme where he
can experience something new without needing to take a gap year. For students like Travis the possibility to earn credits while
doing an exchange programme is a decisive factor. Importantly, for students like Travis, Newbold is an option that also allows
them to stay within the Adventist system. Thus, our communication needs to emphasise that Newbold is a viable option not
only for an exciting exchange abroad, but one where the student’s academic progress can continue seamlessly within an
Adventist community, for no added cost.
Newbold’s messaging needs to be explicit: students can earn American credits and transfer them without hassle, and that they
can attend Newbold with the same student loans they already have in place from their home institution. For these students,
Newbold needs to be presented as a vibrant, feasible option that offers high-quality academic experiences in a stimulating
environment with no administrative or financial hassle — an effortless and exciting choice.
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CASE STUDIES: PROSPECTIVE FULL-TIME STUDENTS
Troy… is 24 years old and is from the UK with Caribbean origin. He is an Adventist and would like to study theology. He is likely sponsored by the Church and this
might be his second degree. Being already part of the Adventist community, he might have some pre-conceived ideas about Newbold, which might reflect reality or
not. Troy could get excited about Newbold if he felt that the College offered a racially diverse environment where he would feel relevant. Further, Troy is looking for
well-established institutional systems in place to support him through his journey, such as student unions.
Anna… is from Germany. She is 19. She is just starting to choose a university to go to. She might have seen a Newbold representative at an event in her high school
or Church or alternatively she might have never heard of the College. It is important to her that Newbold would allow her to do a full degree in disciplines that no
other Adventist educational institution offers. For her, this decision would be based on a mixture of academic and spiritual considerations. Anna is thus interested
in solid facts, a strong academic profile and a fun community that would encourage her spiritual growth. From our communication, Anna should feel convinced that
Newbold will be a welcoming home for this next phase of her life.
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Target market and case studies:
alumni
COMMUNICATION CHANNELS:

ENGAGEMENT TARGET:

Newsletters, magazines, social media, donation campaigns

Monthly

Our alumni includes everyone who has been to Newbold for as little as one summer programme or one academic semester,
or for as much as seven or eight years. Consider the following personas as typical examples of our alumni.

CASE STUDIES: ALUMNI
John… is a 65-year-old American who attended Newbold in the 1970s. John is a successful professional, well-educated and
wealthy. Even though John attended Newbold for just one academic year, the College has left a strong mark and he cherishes
many dear memories. He actively keeps in touch with the friends he made at Newbold and would go to great lengths to attend
any relevant College student reunions. John is interested in all developments at the College and is eager to hear updates. Our
messaging to people like John must emphasise the soul and spirit of Newbold and thus remind of the time spent here and
the emotional growth one experiences when being at Newbold. John is happy to donate and promote Newbold within his
network. He thus needs to be kept up-to-date with Newbold’s journey and would be interested in lyrical, story-based narratives
that further romanticise his idea of Newbold.
Linda… is a 45-year-old graduate from the UK. Linda pursued a full degree at the College. She is a working professional with a
middle-class white collar job. While she had a good time at Newbold, she is not particularly engaged as an alumnus and would
not proactively seek a connection with Newbold. Linda might feel out of touch with Newbold and thus she might not feel pride
in how the institution has grown and changed. Linda is interested in facts and figures, hard proof that she should feel positive
towards Newbold and be inclined to recommend Newbold within her network.
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Marek… is a 40-year-old Croatian. He came to Newbold for a short
programme in English but decided to stay for a full degree. Marek is
living back home in Croatia and holds Newbold in a cherished place in
his heart. However, he might feel a little distant and disconnected from
the College. He is also interested in facts and numbers and needs to feel
that Newbold continues to be a vibrant community. Our communication
with alumni like Marek needs to offer a good balance of storytelling and
factual information.
Jenna… is a 23-year-old graduate from Germany. She completed a full
degree at Newbold and has returned back home to begin her career.
Jenna is eager to embrace new opportunities in life and is focused on
the future. She is also keeping in touch with the close friends she made
at Newbold. Our communication to people like Jenna should focus on
maintaining the spark of collegial spirit and belonging that students feel
while they are on campus.
Our tone should be emotional, dynamic and vibrant, rather than lyrical
or nostalgic.
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Target market and case studies:
key influencers and stakeholders
COMMUNICATION CHANNELS:

ENGAGEMENT TARGET:

Newsletters, magazines

Monthly

Our stakeholders and key influencers comprise a large audience base whose interest in Newbold multifaceted. Consider these two
primary groups.

CASE STUDY: STAKEHOLDERS
The governing body of Newbold… is made of a large network of stakeholders. The College is owned by the Trans-European Division
of the Adventist Church, comprising of twenty-two countries, and representatives from each of these countries sit on the College
Board. These members approve all financial transactions and investments and help bring students in. They are the main influencers
for important decisions relating to the College. We thus need to ensure that the information we provide to this governing body is
clear, honest and factual. We must continue to build positive regard, trust and passion in Newbold. Our communication should
be positive, uncontroversial and structured. This audience should be kept up-to-date with new developments, programmes,
recruitment successes — giving them confidence that the funds are well spent and they should feel positive about recommending
Newbold within their local networks.

CASE STUDY: INFLUENCERS
Parents, teachers, youth leaders, and others… comprise a large network of influencers that take interest in Newbold. Here, a
balanced communication style that uses a measured brand tone should communicate well-structured, factual information imbued
with the spirit and personality of the Newbold brand. The tone should be warm but precise; the composition structured and orderly.
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Key messages
and themes
Throughout our channels we need to tell diverse stories with varying
purposes. Nonetheless, the needs of our audiences guide some
common themes. Keep these themes in mind as you decide how to
convey your information.

Spirituality and community: Newbold is a place where spirituality
and community thrives. This is the essence of Newbold and it should
underpin the images and copy we use on our materials.
Academic excellence: No other Adventist educational institution
in Europe offers the range of courses Newbold does. We prepare
students for active, successful careers and a rewarding professional
life. We create leaders.
Impact: We are an educational institution that, through its multidimensionality, outlook and spirituality, yields a meaningful impact
on our community. We often tell stories about life-changing personal
growth and community successes.
Mission, service and outreach: The Newbold community is
committed to serving others, be it a member of the Church or College
community in need of support, those less fortunate within the Binfield
and Bracknell area, or through mission and service trips across the UK
and Europe. We prepare students to live a life of service to others.
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Editorial guidelines and style
TONE
Always seek a positive, empowering tone. We seek to inspire and motivate our audience. Present the ideas simply and clearly in approachable language.
Remember, our tone is uplifting, but not pompous.
Consider the following examples:
• Great for motivation: "Whatever direction you take, this is your starting line.”
• Great for clarity: “Exam week starts in four days! Here are the resources available to support you: Tutoring centre open six days a week from 8:00 until
21:00; Gym open 24/7; Church service on Sunday from 10:00 until 12:00”.
• Off-tone: “Heya, looking for good fun in the city? Wanna explore London? Join us this weekend for the trip of the semester!”
• Vague: “Newbold means excellence in education!”; Consider instead: “Newbold means excellence in Business, Arts and Humanities, and English
Language education!”

STYLE
Use active voice: We write in active voice. In active voice the sentence’s subject is clearly the actor. For example, “Alice won first place” is active while “first place was
won by Alice” is passive. Using personal pronouns such as “you” and “we” will help you write in active voice. For instance, “undergraduates are taught by lecturers
with exceptional qualifications” is passive while “you’ll learn from exceptionally-qualified lecturers” is active.
Inject descriptive language: Using descriptive adjectives and verbs is a simple technique for injecting richer meaning and greater energy into your writing. For
example, “Newbold has a campus near London” can be changed to “Newbold’s beautiful campus is near the vibrant city of London”.
Be positive: Always write about what things are rather than what they are not. To help, try avoiding statements that start with “don’t” or “not” and the words “just”
and “only”. For instance, writing “apply by” rather than “applications close” is shorter and more positive.
Write for each audience: The meaning of our communications should always be accessible by our audience. As your audience changes, so should your writing.
Also, write to your audience not at them. For example, rather than saying “we’ll teach you”, write “you’ll learn”.
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SOME GENERAL WRITING PRINCIPLES WE USE
• Keep sentences short (average length about twelve words or 6070 characters).
• Prefer the simple to the complex – avoid using jargon or
acronyms (unless you explain them first).
• Favour familiar words and write as you would talk, using terms
the reader can understand.
• Avoid unnecessary words, like superfluous adjectives and
adverbs.
• Avoid unnecessary religious references, like Bible quotes for the
sake of emphasising our spiritual roots.
• Use active rather than passive verbs, ie. saying ‘you, we and I’.
• Avoid puns and metaphors – these probably won’t work for our
international audiences.
• Give instructions clearly. Avoid long sentences of explanation.
• Be informal and friendly, without straying into cringey
chumminess, slang or word play. Don’t try to increase your 		
perceived authority by over-writing.
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Content examples
The following are some examples of communication that we consider to be well-executed:

RELATING TO CURRENT EVENTS:
UNIVERSITY OF READING SOCIAL MEDIA
What we like about it
Subtle, relevant, demonstrates University’s expertise,
presents an interesting fact in a way that’s relevant to
external events.
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STUDENT PROFILES AS ARTICLES: 			
UNIVERSITY OF CALIFORNIA, BERKELEY
What we like about it
Simple, relatable personal profile. Good example of a student
testimonial.

EXPLANATION OF SOMETHING THE
UNIVERSITY HAS DONE: ASSOCIATION OF
COMMON WEALTH UNIVERSITIES
What we like about it
Matter of fact, unapologetic, transparent, addresses stakeholder
questions, explains justifications and reasoning.

7 2 | CONTENT E X A MPLE S

CAMPUS LIFE: PACIFIC UNION COLLEGE
What we like about it
This is a good example of how Adventist education incorporates Christian values and
life without overdoing it or sounding like a weird cult.
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EVENTS ARTICLE: ANDREWS UNIVERSITY
What we like about it
It is a comprehensive article for an event, that provides background, the
purpose behind it and the connection it has to the university. It is a regular
annual event, but still it is very much clear to a new reader what it is about.
We shouldn’ be assuming that people know what our events are about and
how they are connected to what we do.
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Social media policy
and guidelines
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Social media policy

77

Social media
For the protection of our staff and students, as well as for the
clarity and consistency of information and communication,
Newbold has a social media policy and guidelines that govern
the use of social media for College staff and students.
This policy sets out the principles which Newbold College of
Higher Education staff and students are expected to follow
when using internet–based social networking media. This
includes websites such as Facebook, Twitter, Google Plus,
YouTube, Flickr, and also includes blog posts and personal
websites.
Newbold College of Higher Education actively uses a variety
of official social media platforms to promote the College’s
activities and to share information and engage with staff,
students, alumni, and the wider Church community.
The College actively encourages students and staff to use
social media to enhance and supplement their learning and
overall College experience. The College also recognises the
benefits and drawbacks to the added unofficial context that
social media content from staff and students can provide
around the official social media accounts.
However, when someone’s online presence identifies their
association with Newbold College of Higher Education and/or
discusses their employment and/or study, they are expected
to behave appropriately online and in ways that are consistent
with the College’s values and policies. Nothing in this policy
is intended to have the effect of limiting either freedom of
speech within the law or academic freedom.
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Main principles
Staff and students who identify themselves as part of Newbold College of Higher Education:
· Must not engage in activities on the internet which might bring Newbold College of Higher Education into disrepute.
· Must not use the internet in any way to attack or abuse students, colleagues, teachers or tutors.
· Must not post derogatory or offensive comments on the internet.

Reputation
Maintaining the reputation of the College is vital. Our online audiences must be confident in our brand and the integrity of the
College as a whole; and therefore it is crucial that contributions to social media from staff and students do not undermine the
College’s reputation and ethos. If a staff member wishes to set up a social media platform for his or her area of activity within
the College then he or she should consult the Recruitment, Marketing and Retention team in the first instance to get advice on
branding, tone etc, and to enable the College to keep track of its sanctioned social media platforms.
Similarly, if a student wishes to set up a social media platform for his or her College activities then in the first instance the student
should approach his or her tutor, who will in turn contact the Recruitment, Marketing and Retention team. Information from
within the College should be posted on official channels before individual staff or students make announcements on personal
channels. If staff/students have been asked not to share specific information online, doing this could be considered a disciplinary
offence.
No staff or students should claim to speak for or represent the views of the College unless they have been specifically designated
to act in this role. If staff or students wish to spread the official view of the College they should share official social media posts
instead of creating their own.
Under no circumstances should offensive comments be made about Newbold College of Higher Education staff or students on
the Internet. This may be deemed a disciplinary offence and dealt with officially.
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Keeping students safe
Staff and students should at all times take effective precautions when using social media to ensure their own personal safety. The College’s
Recruitment, Marketing and Retention team can provide or recommend an expert opinion if advice is needed in this respect.
Staff and students should always exercise caution when interacting with and responding to posts on social media sites that could be deemed as
contentious and should always seek advice if they are officially representing part of the College.
Staff and students who use social media on the College campus must ensure that this usage complies with the College policies on the acceptable use of
IT. The College reserves the right to monitor the use of social media if there is cause for concern or to prevent crime or to protect the institution.
Personal use of social media should be regulated in College time and on College premises – for instance, at lunchtimes or breaks only.
Social networking websites allow photographs, videos, personal details and comments to be shared with thousands of other users. However, it may
not be appropriate to share College-related information in this way. For example, there may be an expectation that photographs of someone taken in
class will not appear publicly on the internet.
Staff and students should be considerate to their colleagues/peers and should not post information when they have been asked not to. They should
also remove information about a colleague/peer if that colleague/peer asks them to do so.
It is not recommended that staff be friends with, communicate with, follow, or be followed by, current students on social media, in order to maintain
professional distance between staff and students and avoid any potential for real or perceived conflicts of
interest and accusations of favouritism or unfair advantage with access to academic support, as well as protecting the privacy of both parties. The
College maintains official social media channels for recruitment and conversion and all potential student enquiries should be managed through these
channels.
It is also important for staff and students to be aware of the risk of misunderstandings and miscommunication on social media. To protect both parties
from difficulties arising from communicating through social media, the College advises that all communication between staff and students is kept to
traditional platforms like phone and email.
If staff use social media as a teaching tool or to complement traditional teaching, it must be discussed and approved by their Head of School/
Department and the Academic Registrar. All efforts must be taken to ensure no student is disadvantaged by teaching which uses social media as an
element, and that copyrighted, sensitive, or internal College material, is not shared on social media networks.
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Blogs and personal websites
When staff and students use their personal blogs to discuss their activities at Newbold College of Higher
Education, they must ensure that confidential information is not revealed. This might include aspects of Newbold
College of Higher Education policy or details of internal College discussions. If in doubt about what might be
confidential, staff members and students should consult their line manager/tutor.
If a blog makes it clear that the author works for or attends Newbold College of Higher Education, it should
include a simple and visible disclaimer such as “these are my personal views and not those of Newbold College of
Higher Education”.
Staff members who wish to say that they work for the College should discuss any potential conflicts of interest
with the Recruitment, Marketing and Retention team or Academic Registrar. Personal accounts, blogs, and
websites should not be used to attack or abuse peers or colleagues, or the College and its policies. Complaints
should be raised through College mechanisms like staff briefings or line managers.
Staff and students should respect the privacy and the feelings of others. It should be noted also that if staff
and students break the law online (for example by posting something defamatory), they will be held personally
responsible.
If a staff member or student thinks something on their blog or website gives rise to concerns about a conflict of
interest, and in particular concerns about impartiality or confidentiality, this must be discussed with their tutor/
line manager and the Recruitment, Marketing and Retention team.
If a staff member or student is contacted by the press about public posts that relate to the College, the
Recruitment, Marketing and Retention team must be consulted.
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Disciplinary action
If a member of staff or student is found to be engaging in any form of online activity that is deemed as cyber bullying, bringing the
reputation of Newbold College of Higher Education into disrepute, and/or uses the internet in any way to attack or abuse students, staff
members, teachers or tutors then that person could face disciplinary action.

Security
All accounts must use two-factor authentication where possible, with verification codes sent to College mobile phones.
Where access to accounts is done through individual social media profiles (e.g. Facebook or LinkedIn) the top level administrator of
each account must be from the Recruitment, Marketing and Retention team. Other page administrators will be from within the relevant
departments and functions, with access granted and managed by the top level administrators. All staff who have access to official College
accounts must take steps to secure their personal accounts, including two-factor authentication, regularly changing passwords, not
signing in on public networks, and temporarily having access removed in case of long absences.
Where accounts use shared logins (eg Twitter or Instagram), the login email must be accessible by multiple users, and not an individual’s
email address. The password should be created using best practice for security, with a mixture of upper and lower case letters, numerals,
and special characters. This password should be recorded somewhere secure, like a password-protected spreadsheet. Passwords should
be changed regularly. Login and password information must be shared with the Recruitment, Marketing and Retention staff, including
when passwords are updated.
Daily management of accounts will be performed by department/function staff and Recruitment, Marketing and Retention staff will not
take part in running the accounts unless they decide it’s necessary.
Handing over access to official accounts in the event of leave, changing duties, or leaving the College is the responsibility of department/
function staff and their relevant line manager. The ability to manage and protect official social media accounts will be taken into account
when the Recruitment, Marketing and Retention team are evaluating requests for new accounts.
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Social media
style guide
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Active accounts
/newboldcollege

/school/newbold-college-of-higher-education

Social media voice
WHO WE ARE
The Christian values of our Newbold community guide us to be welcome, inclusive, supportive, and helpful, while still challenging others and ourselves to seek,
grow, and develop. We are open-minded and friendly but remain strong in our faith and stay consistent with the message of our Church.

OUR TONE
We are enthusiastic, friendly, helpful, and joyous in our faith. We share in the successes of our community and love to support our Newbold family. We encourage
debate and discussion but stand firm on key tenets of the Seventh-day Adventist Church.

OWNERSHIP OF POSTS
We do not include names or initials to sign off posts. All messages on central social media platforms are written as though they come from one person. This can be
achieved through consistent style and tone of voice.

POSITIVITY AND TRANSPARENCY
We share our messages with a positive attitude, but are honest and transparent in the way we share information and don’t gloss over difficult issues or avoid tricky
questions.
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General guidelines
The tone used when posting on social media should be approachable and responsive. Some examples are included below.
·
·
·
·
·
·
·

Use inclusive language (us, we, you).
Talk like a human, not a machine or a press release.
Be honest and sincere.
Write in active voice - “we did this”, not “this was done by us”.
Be expressive when appropriate - “Great news!” “We’re so excited to hear from you.”.
Use emoji sparingly - they can be misunderstood and appear differently across operating systems.
We always do our best to reference another account (when appropriate or available) in any message we share.

DATES AND TIMES
· For times, use 24-hour time format: 09:00, 12:30, 17:45.
· Use “to” between times (09:00 to 16:00) unless space is needed. Then use a dash. (09:00-16:00).
· To avoid ambiguity and confusion among our international audience, use day/month/year date format consistently, with context.
For example, Monday 5th August 2019, or 05/08/2019.
· Write out full words for days of the week (Monday, Tuesday) and use dates (19/6) to save space or reference dates in advance.
Months can also be abbreviated (Jan., Feb.) for space.

WORDS WE DO NOT USE
·
·
·
·

Dorms (instead, use “Halls”).
Newbold College (instead, use Newbold College of Higher Education, or informally, Newbold, or the College).
School of English (instead, use English Language Centre).
Business School, Department of Business, Business Department (instead, use School of Business).
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NOTES ON PUNCTUATION
· Use a colon and a space before a link. Merry Christmas! Thoughts on why we celebrate the pagan elements of our religious festival: newbold.ac.uk/xxxx
· An exclamation point or question mark (followed by a single space) can also introduce a link:
○ What they didn’t tell you when you came to learn English: You’ll find your faith, and a partner too! newbold.ac.uk/xxxx
○ Which Newbold lecturer used to work in a bar (and isn’t embarrassed to talk about finding God in a pub)? newbold.ac.uk/xxxx
· Use a single exclamation point to signal excitement.
· In VERY RARE instances (major celebrity appearances, top awards, international recognition, etc.) multiple exclamation points may be used
(but think judiciously about whether the situation warrants more than one).
· Use an ellipsis (three periods, no spaces) to show where something has been omitted (as in a quote that’s been shortened)
OR (in rare instances) to signal suspense: Scottish dancing, naval ships, classic castles...It must be the Summer School of English: newbold.ac.uk/xxxx

NETWORK SPECIFIC GUIDELINES
Twitter
·
·
·
·
·

Shorten all links using Bitly.
Replace “and” with ampersand (&), NOT plus (+) to save characters when necessary
Include any relevant mentions, as long as the account is active.
Avoid using more than three mentions in a single post.
When quoting tweets always add something new before the retweet or mention.

○ Thanks—trying these now! RT @SDA_BUC Happy Monday! Our new prayer guides for teams and groups are online
now: sec.sda/xxxx
· Try for one to two native RTs (not quoting) per day.
· Try to include at least one hashtag per post. Avoid using three or more hashtags in a single post.
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Facebook
· Shorten all links using Bitly.
· Use paragraphs to separate long posts into readable chunks. @ mention any relevant accounts, as long as the account is active
and the names of the mentioned accounts aren’t awkwardly long.
· Delete the text URL from your post if displaying the link preview.
YouTube
· Give descriptive names to video and use relevant tags to support SEO.
· Include relevant hyperlinks after description.
· Make sure YouTube biography is up to date.
Instagram
· Images should be artistic but not unnatural. Effects shouldn’t compromise the image quality, such as overdone effects which hide detail in dark shadow
or make faces unrecognisably white.
· Don’t use similar effects or color palettes consecutively, although the appearance of the main Instagram profile should have a consistent aesthetic,
created by selecting from the same five or six filters.
· Phone photos are fine as long as the quality is sufficient when viewed on a desktop instead of a phone. Look at the image on a desktop before
publishing to make sure resolution is acceptable.

Ideal posting schedule
· Instagram: three to four posts per week
· Facebook: one to two posts daily
· Twitter: three to four posts daily

· Vimeo: Varies - as required
· Flickr: Varies - as required
· LinkedIn: one to two posts per week
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Imagery
· All profile and cover images should be visually similar across platforms.
· The same image can be posted on multiple channels with channel-appropriate wording for captions.

Regularly used hashtags
Twitter and Instagram
·
·
·
·

#NewboldCollege
#Newbold2018 (or incoming year)
#NewboldGrad2018 (or graduating year); #experiencenewbold
Keep a list of other hashtags to stay consistent, and circulate with all parties in advance of event

Managing negativity
·
·
·
·

Posts should not contain defamatory, obscene, proprietary, or libelous content.
Posts should not contain questionable language of any kind.
Posts should be “neutral” in nature and not engage in political issues.
Seek clarification about theological issues before sharing - what are the College’s positions on how Easter is celebrated, what
is acceptable on Sabbath, relationships between students, etc?
· Be cautious around engaging with contentious Church issues, and be aware of the diversity of opinions within your audience.
· Exercise caution with regards to copyrighted materials, legal conclusions, and derogatory remarks or characterizations.

8 8 | SOCI A L MEDI A S T Y LE GUIDE

Responding to complaints
· Don’t hide or delete negative comments.
· Respond quickly to all complaints during business hours, preferably within one hour. Manage expectations by including active hours in account
biographies (“This account is monitored 09:00-17:00 GMT Monday-Friday”).
· Acknowledge the issue and use their name if possible.
· Move the conversation to direct message or email.
· Personalise your response to them:
○ Reply with a conversational tone without being flippant or dismissive of a serious complaint
○ Include their name
○ Acknowledge their situation and frustration or difficulty
○ Explain what you’re going to do to work on a solution
○ Take ownership if needed
· Don’t take it personally and don’t get angry or upset.
· Be prepared for it to escalate - what if others come forward? Think of what the worst outcome could be.
Brief your senior staff if you feel it could become a bigger issue.
· Own the problem and go the extra mile to find a solution. Don’t just forward an email and expect the situation to resolve itself.
Chase and chase until you get a resolution.
· Notify the user publicly or privately of their resolution.
· Follow up later. Contact the user and make sure they received what they needed, for example.
· If you feel this is the start of a pattern, use social listening to monitor for future complaints.
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Example conversation
INITIAL MESSAGE:

INITIAL REPLY:

@NewboldCollege I sent my application form two
months ago and haven’t even had an acknowledgement,
what’s happening with my enrolment? Why haven’t you
replied to me?

@GunnarHardy Hi Gunnar, so sorry you haven’t heard back from us! We usually try to
reply within two weeks of receiving applications but it must have been frustrating to not
get a response. We’ll check up on this and get back to you today. Can you please send a
DM with the date you sent it and your full name?

Your immediate steps will be to check with Admissions that the form was received and if not, what they can do about locating it. Be aware that public complaints on
social media can often spark similar complaints from other users in the same situation, so this is when you start thinking about worst-case scenarios. What happens
if an entire box of applications has been lost? What happens if a group of students start a petition to complain about poor administrative service from Newbold?
What will the administrative response be?
Continue to follow up with the Admissions team to monitor their progress and update the student. When the problem is resolved, send a message apologising
again, acknowledging their patience, and announcing the good news.
Continue to follow up with the student in a positive way to try and rebuild your relationship with them.

Censorship
When a questionable post is discovered, you should contact the Head of Recruitment, Marketing and Retention. The Head of Recruitment, Marketing and Retention
will then decide whether or not the post is acceptable.
Unacceptable comments on Facebook, Instagram, and LinkedIn can be hidden or deleted. Comments from Twitter users cannot be removed but can be reported to
Twitter if they violate the site’s terms of use, such as obscene or threatening language.
Users who make unacceptable posts will be warned with a private message which will include an explanation of why their post has been removed. Individuals who
continue to make unacceptable posts after being warned may be blocked from the network.

9 0 | SOCI A L MEDI A S T Y LE GUIDE

Social media
event planning

91

Pre-event phase
INFORMATION GATHERING
As soon as you are aware of an event taking place, whether you are alerted through regular meetings with an Event Manager, email notification, or casual
conversation, you must begin to gather as much information as possible to answer the following questions:
Name of event:
Who owns this event? Is the College’s Event Manager in charge? Who is responsible for making arrangements and making decisions? Who is directing us in advance and on
the day?
Date: staffing availability
Location: Can we showcase our facilities; do we need to work off site?
Duration:
Audience: not just the physical audience in attendance. Who do we want to see this event? For example, graduation is about the students and families in attendance. The
social media for this event is targeting potential students with a recruitment/completion/inspiration message and alumni with a nostalgia/support us message.
Channels: what is the right mix of channels for this event? What will fit best with the style of event? Where will we find our audience?
See also Appendix X, Social Media Event Planner Template.

DURING THE EVENT
The lead staff member and all marketing team members should be in contact by mobile phone and messaging. WhatsApp groups are useful for managing the
sharing of content and passing messages quickly and quietly during an event.
Actively monitor social media and social listening tools during the event to reply to questions and engage with attendees.
Brief staff who are running the event to push social media engagement - e.g. mentioning hashtags, including social media handles in opening sessions, directing
users to ask questions via Twitter etc. This will be key to building engagement during your live events.
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Post-event phase
As soon as possible following an event, possibly the next working day, as many relevant staff as possible should meet to debrief and discuss successes and
learning opportunities. The lead staff member should note these down and collate them in to a post-event report.

WRAP-UP MEETING QUESTIONS
·
·
·
·

What learnings can be taken away from this event?
What worked well?
What do we need to improve for next time?
Notes to help develop post-event reporting

POST-EVENT REPORTING
Prepare and circulate a social media wrap-up report within one week of the event ending. This report should include key statistics in an executive summary, including:
·
·
·
·

Total numbers and types of posts made related to the event
Total reach/impressions of posts related to the event
Follower increase, if relevant
Leads generated, if relevant

Reporting should also make note of:
· How you will leverage this activity for future events - e.g. collating images and video together to circulate by email to Youth Directors
· Stand-out positives and successes from the event - e.g. being retweeted by an influential account, or a particular lead generated through a Facebook comment
This report should be prepared by relevant marketing staff and be approved by the Head of Recruitment, Marketing and Retention before circulating to relevant staff
including SLT, Heads of Departments, Recruitment committee, and others as appropriate including Board members, BUC/TED staff, and other Newbold colleagues.
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STANDARD POST-EVENT REPORTING FORMAT
Event
Bible Conference 2019

Summary
On Saturday 2 February Newbold hosted the 5th annual Bible Conference. Our team supported this event from conception to delivery through social media,
including live-tweeting the presentations, creating and managing a Facebook event to drive registration traffic, and making the videos available on YouTube to
continue discussion online after the event.

Key outcomes
·
·
·
·

Pre-event promotion reached nearly 20,000 people and resulted in 52 registrations.
Live-tweeting the presentations reached over 3,500 people.
Attendee engaged with us on Twitter to learn more about Newbold’s Business degree and has signed up to visit us.
Presentation videos have had over 1,000 combined views and sparked discussion on YouTube BUC have asked about
borrowing our Facebook live streams for next year to show in churches.

Pre-event promotion
We created a Facebook event and promoted this organically to our combined social media audience of 10,000 users across Facebook, Twitter, and Instagram. The
Facebook event included a link to the ticket booking site and we tracked 52 clicks on this link, demonstrating how much interest in this event was driven by social
media.
Between the launch on 1 December and the event on 2 February, we promoted this event 21 times across our social media channels. Pre-event tweets had a
combined reach of 19,501 users and link tracking showed 200 click-throughs to the event information on Facebook.
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RMR task rational template
TASK:
What do you want done?
EXAMPLE 1
Write a series of paid social media posts promoting the upcoming
closing date for the TED scholarship applications.

EXAMPLE 2
Write a series of paid social media posts promoting
the Year in Mission and Service programme.

PROJECT BACKGROUND, OVERVIEW AND CONTEXT:
How does this task fit into a larger project, or a larger RMR objective? Why does it need to be done? Is there any pertinent background information that
may help with this task?
EXAMPLE 1
Applications for TED scholarships
(closing deadline 31 March) to
commence study in September
2020 are low.

EXAMPLE 2
Awareness of the Year in Mission and Service (YIMS) course is low. It has recently been renamed (previously Gap Year) and
the content of the course has been revamped – as such the course is being relaunched. This social media campaign is part of
a larger recruitment campaign which is focused on the YIMS, and includes printed material, an email campaign, an organic
social media campaign, articles and testimonials in key Adventist publications, and person-to-person recruitment at events.

TARGET AUDIENCE:
Who are you aiming to reach – age, study area of interest, geographical regions etc? How should this audience be communicated with?
EXAMPLE 1
Prospective students and potential scholarship applicants primarily 1725 years of age with a general interest in studying Adventist education.
Scholarship also available to mature age students as well as schoolleavers. Concentrated on the UK and Eastern Europe.
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EXAMPLE 2
Prospective students, school-leavers and recent high school graduates,
around 17-22, with a specific interest in mission and service. Concentrated
on Europe. Avoid US market as applicants need a visa to study.

TONE OF VOICE:
How should this audience be spoken to? What feelings or emotions do you want to inspire?
EXAMPLE 1
Inspirational, convey sense of urgency and not wanting to miss out,
serious yet light and fun. Focus on “grasping this opportunity”.

EXAMPLE 2
Light and easy going, emotive, slow-build in terms of decisionmaking. Focus on “community, service, giving back”.

MESSAGE:
What are the key points to be communicated, the main things you would like your audience to know? Include any relevant key words and also
any words or themes to avoid.
EXAMPLE 1
• The scholarships cover up to 75% of fees (tuition, room and board)
• They are funded by the Trans-European Division
• Scholarships close 31 March 2020
• Applications are for study commencing September 2020

EXAMPLE 2
• Applications are open for study from September 2020
• Preparation in the first semester for a mission project in the second semester
• Focus on personal development and mission rather than academia
• Encourage applications from those interested in taking a year to complete a
mission and service project and spend on an Adventist education campus

OBJECTIVE/S:
What do you hope to achieve?
EXAMPLE 1
Increase awareness of and applications for this intake of TED
scholarship applications, by the closing deadline of 31 March 2020. A
series of posts, as many as possible, in the two weeks until the closing
deadline.

EXAMPLE 2
Increase awareness of and applications for Newbold’s newly revitalised Year in
Mission and Service programme ahead of the new academic year commencing
September 2020. A series of posts spread across the peak application months of
March to July.
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DEADLINE/URGENCY:
When does this task need to be completed? Is there a degree of urgency about it?
EXAMPLE 1
This is urgent as applications close on 31 March.
Ads should be live as soon as possible, but no
later than Friday 15 March.

EXAMPLE 2
Ads should be live by Monday 18 March, one week before a large youth event that Newbold will be attending
on Saturday 23 March in Birmingham where the College will have a stand promoting its courses, and will have
a speaking spot in which we will heavily feature the Year in Mission and Service.

ATTACHMENTS/APPENDICES:
Is there any other relevant or background information that can be found in separate documents, relevant to this task?
EXAMPLE 1
TED Scholarship application form.
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EXAMPLE 2
YIMS Promotional campaign – calendar of dates, events, and opportunities.

Copywriting briefing
template

10 3

Copywriting Briefing Template
DESCRIPTION OF THE PIECE: What is it we’re doing here.
For example:
• Share news
• Share knowledge
• Inspire
• Provoke call to action
The main goal of this piece of writing is to encourage readers to follow the call to action and to get them to engage with
and to respond to the campaign by showing their interest, or to understand where they stand at this moment in the
decision-making process.
Therefore, the tone of voice needs to be clear, active and engaging so that it is clear to people that they need to do
something. It is an active piece.

SCOPE AND INCLUSIONS: Make sure these are not missed.
Describe the groups, themes for each group, and the content (main focus) for each group. How should the content be
explained?
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OBJECTIVES: What we need this piece to achieve.
For example:
• Encourage attendance at an event
• Create awareness of an initiative or update
• Build community
• Engage with a new audience
• Build the brand’s profile
• Tell an engaging story
• Present facts and figures
We want people to clearly understand the advantages of what we are offering, we therefore tailor how we present these advantages in what
we believe these target audiences are interested it. We want to achieve a clear communication and to provoke a response. We want to get
leads to move from “lukewarm” to “hot”, or to “cold” if they are not interested anymore.

TARGET AUDIENCE: Who we are focusing on for this piece.
For example:
• Current students: full-time
• Current students: part-time
• Current students: mature
• Prospective students: full-time
• Prospective students: exchange
• Alumni
• Stakeholders
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CALL TO ACTION: What we want our audience to do as a result.
For example: There will be a button at the end of the newsletter acting as a call to action. Something like “Yes, please connect me to an Admissions advisor”, “Yes
connect me to a lecturer who can provide me with more information”, “Send me an information pack” , “No, I am not interested at this stage, but please keep me
updated”, “No, I don’t think I am interested anymore”.
Make sure to define the call to action in this brief.

TONE AND STYLE: The vibe we want this piece
to have.
For example:
• Lyrical and story-led
• Factual and to the point
• Action-led and engaging
• Spiritual and inspiring

DEADLINE: When we need the final draft done by.
Insert specific date here. Consider any deadlines for early drafts.

CONSTRAINTS: Things to keep in mind.
Additional things for any of the different groups or content-related things to
keep in mind.

KEYWORDS: Must haves in the piece.

		
For
•
•
•
•

example:
Effortless transfer
Vibrant community
Generals abroad without wasting time
Hashtags or SEOs from our website
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Social Media Event Planner Template
Event Name:
Event Date and Time:
Marketing staff assigned to event:
Lead staff member for this event and emergency contact:
Event goals for social and mission statement:
Event hashtag:

PRE-EVENT SOCIAL MEDIA
(1-2 weeks before event)

□ Create timeline for event promotions and announcements
□ Create visual elements to support your event across all channels
□ Create event on Facebook
□ Submit to relevant news sites
□ Designate social media team members to monitor and engage with your social channels
□ Assign or hire a photographer
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Facebook

□ X posts per day
□ X pieces of visual content per week
□ X paid promotion posts per week
□ Share across other relevant Facebook pages and groups
□ Participate in or create event Facebook group

Twitter

□ X tweets per day
□ X partner tweets per day
□ X promoted tweets per week
□ Build event list including all keynotes, partners, and customers who will be attending

LinkedIn

□ X posts per day
□ Participate in relevant LinkedIn conversations around event

Instagram

□ X posts per day
□ X pieces of visual content per week
□ X paid promotion posts per week
□ Monitor and engage with relevant hashtags
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DURING-EVENT SOCIAL
Interview attendees, customers, speakers, influencers for blog and social content.
Facebook

□ X posts per day
□ X photos posted per day

Twitter

□ X tweets per day
□ Tweet out presentations at the start of each session (if you have a session)
□ X influencer and partner tweets per day
□ Monitor event hashtag and mentions
□ Retweet and reply back to interesting points and questions from attendees
□ Encourage employees who are attending the event to engage by posting updates, photos, and retweeting as well

LinkedIn

□ X posts per day
□ Monitor LinkedIn groups for event-relevant content
□ Monitor and engage with relevant hashtags

Instagram

□ X posts per day
□ X pieces of visual content per week
□ X paid promotion posts per week
□ Monitor and engage with relevant hashtags
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POST-EVENT SOCIAL

□ Post-event content assessment: videos uploaded to YouTube; photos posted to Flickr
□ Download the relevant insights and analytics from social media platforms
□ Sum up the best social media content with a summary blog tool like Wakelet
□ Prepare and circulate your post-event reporting
Blog

□ Wrap up blog post or news story about event, hosted by Newbold and shared with other outlets e.g. BUC News

Social Networks

□ Connect with and thank influencers
□ Promote follow-up materials and sign-ups for newsletters
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