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Our Brand

UCalgary is Canada’s entrepreneurial university. Entrepreneurial means embracing curiosity, innovation and a bold mindset to solve challenges and create
opportunities. It’s about taking initiative, thinking creatively and driving meaningful impact. It reflects our spirit of adaptability, forward thinking and
commitment to pushing boundaries.

We evoke that electrifying moment just before a breakthrough — the spark of an idea, the pause before taking a leap, the thrill of being on the cusp.
It’s like standing at the edge, ready to challenge the status quo and start something big.




14.1 Brand Personality

Writers and designers should interpret our brand attributes as the foundation for creating a consistent and cohesive brand experience.
These attributes guide the tone, style, visuals and messaging, ensuring the brand feels authentic and aligned with its identity. They are not
intended to be used superficially as keywords in our writing.

Brand differentiation happens through how the attributes are used together. Rather than each attribute standing alone, the combination
creates a unigue and nuanced personality. For example, our brand is unstoppable, inclusive and collaborative, meaning that we
communicate with strong, confident language, and also with empathy and a deep regard for others.

Curious We’'re all about asking big questions — why, what does it mean, how can we make this better? Curiosity is what
keeps us exploring innovative solutions and finding new ways of doing things. Taking a new path? That’s where we
uncover opportunities and make change happen.

Inclusive Learning belongs to everyone. We invite people in, creating safe and accessible spaces where all voices are
welcome. Diverse perspectives inspire fresh ideas — and, when we come together, there’s no limit to what we can
achieve.

Courageous Courage is about doing what’s right, even when it’s difficult. It’s about taking that first leap, asking the hard

questions and pushing boundaries. We take on big challenges head-on, unafraid of failure, because every setback is
a lesson that fuels our next move.

Collaborative We build strong, trusting relationships — partnerships rooted in respect, shared goals and a commitment to each
other’s success. We know that the most impactful solutions come from connections with people from different
backgrounds, communities and disciplines. When we come together, we create meaningful change.

Determined We don’t wait for change — we make it happen. Problems aren’t roadblocks; they’re launch pads. Whether you're a
student, an educator, a researcher or an entrepreneur, this is where ambition meets action. Come here with an idea
and make it your next big thing.
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14.2 Brand Voice

Our voice has four qualities that are felt in what we say and how we say it. Together, the expression of these qualities

helps make everything we write sound uniquely like UCalgary.

Clear

Clear means:

e Brief

« Concise

e Straightforward

Not:

* Blunt

* Vague
* Passive

We love to help people learn. We keep things straightforward by simplifying complex language and ideas,
making them easy to read and understand.

Brief
Remove clutter

Active
Action-oriented

Straightforward
Define or avoid jargon

v/ Learning belongs to everyone.

X We believe that access to post-secondary education is an essential right that
people should have, regardless of their sociocultural or economic background.

v/ Submit your response.

X Submission of your response is required.

v/ Students learn by doing through internships, fieldwork and hands-on projects
that enable them to apply classroom knowledge in real-world settings.

X Students actively engage in experiential learning, which provides opportunities
to apply theoretical knowledge in real-world contexts, thereby enhancing their
academic and professional development.
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Warm

Warm means:

* Conversational
* Friendly

e Supportive

e Inclusive

Not:

« Off-putting

* Distant

¢ Overly technical

Our writing is approachable, like a conversation with a bright, thoughtful and caring friend.
We try to help people succeed at every step.

Conversational
Use contractions,
ask questions

Friendly
Be welcoming and invite
people in

Supportive
Provide helpful context
and give clear feedback

Inclusive
Use plain language based
on audience needs

v/ We’re Canada’s entrepreneurial university. Have an idea? You’'ll find the launch
pad you’re looking for here.

X We are Canada’s entrepreneurial university. If you have a big idea, you will find
the launch pad you are looking for here.

/ Submit your response.

X Submission of your response is required.

v/ The email address format is incorrect. Please check and try again!

X Invalid input. Please retry submission.

v/ You'll gain a deep understanding of anthropology, including researching human
societies, analyzing ancient human remains, and examining how material artifacts
relate to social and political systems.

X The curriculum fosters a sophisticated understanding of anthropological praxis,
encompassing ethnographic methodologies, bioarchaeological analyses and the
intersection of material culture with socio-political structures.
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Genuine

Genuine means:
* Authentic
* Confident
« Distinctive

Not:

* Sarcastic

* Boastful

« Wishy-washy

We show who we are through what we do. Our writing is infused with our values and principles.
We don’t overstate our accomplishments or follow trends.

Confident

Avoid hedging words
like might, may, could.
Be specific

Distinctive
Avoid slang, clichés and
generic language

Authentic
Be real. Avoid overusing
flowery adjectives

v/ Sharpen your leadership and strategic decision-making skills to drive
measurable growth.

X Our program could help you improve your business skills and knowledge
in various ways.

v/ Pack your curiosity and your passport — the world is your classroom when
you study abroad.

X Broaden your horizons through a study-abroad program.

v/ Our faculty conducts groundbreaking research in state-of-the-art labs, mentoring
students who become leaders in their fields across the globe.

X Expert faculty conduct groundbreaking, transformative research in cutting-edge
facilities where best-in-class graduate students go on to dominate competitive
industries with their unparalleled, visionary leadership.
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Vibrant

Vibrant means:
* Dynamic
* Creative
¢ Optimistic

Not:

* Monotonous
* Bland

* Robotic

We imbue our writing with creative energy that sparks new ideas. We stay positive and excited
by possibility. We’re never naysayers; we're driven to find solutions.

Dynamic
Avoid repetitive words.
Vary sentence length

Creative
Use wit and humour
(When appropriate)

Optimistic
Acknowledge challenges
and reframe them

v/ Support groundbreaking child-health research. Your donation fuels discoveries
for a brighter future for countless kids and families. Give today.

X Please donate to child-health research. Investing in child-health research brings
hope for the future. Donate now.

v/ Rawr! I’'m Rex. Got a question? I'll help you dig up the answer.

X Hi, | am URex! If you have questions, | am here to help. Ask me a question.

v/ Our website is temporarily down. We’ll be back up shortly, and we appreciate your
patience while we work to make things even better. Thank you for understanding!

X Due to technical issues, the website is not available at this time. No estimated
resolution is available. Please attempt to access the site later. Apologies for
the inconvenience.
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14.3 Brand Tone

Tone is about mood. It requires understanding the audience’s context and writing for them in that moment of time. In other words,
tone is driven by empathy.

Our audiences experience a range of emotions — excitement, grief, anger, joy, pride — as they interact with our brand in different ways,
and it’s important to reflect those feelings in our writing. For example, a congratulatory message to a recently admitted student should be
exciting, whereas an email about a policy change should be serious. Regardless of the tone, our personality and voice remain the same.

Example: Gratitude

v/ Thank you for your generous gift! Your support empowers students, fuels research and strengthens our community.
We’'re grateful to have you with us.

X Thank you for your contribution to the University of Calgary. Your transaction has been processed successfully.
Funds will be allocated accordingly. No further action is required.

Example: Regret

v/ Uh oh, you’ve gotten lost in the digital jungle! But don’t worry, Rex is here to help you search your way out.

X 404 Error: Page Not Found. The page you are looking for does not exist. It may have been moved or deleted.
Please check the URL or return to the home page.
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14.4 Tips for writing more concisely

1. Know your main point
If you can't say it in one sentence to yourself, you can't say it clearly to others

2. Cut unnecessary words
Eliminate redundancies ("each and every," absolutely essential,” etc.)

3. Use strong verbs
"He ran"” is better than "He was running”

4. Avoid filler
Phrases like "it should be noted that” or "the fact that”

5. Revise ruthlessly
Your first draft will be longer than necessary. Tighten, tighten, tighten

6. Prefer simple over complex
Don't say "utilize” when "use" works

7. Read it aloud
If you stumble, your readers will too

8. Set word or line limits
Constraints force discipline. For example, UCalgary News: 100 seconds = 330-500 words

LAST UPDATED MAY 2025




