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From the 
vice-president 
Grenfell is on a journey – a journey of self-reflection, of introspection, but also one of reaching out. 
Of finding our place – our corner – within Memorial University, within Newfoundland and Labrador, 
Canada, and the world. In 2009, we celebrated a new name that recognizes our namesake, Sir Wilfred 
Grenfell, as well as our status as a university campus. 

Our new brand – the way our presence is represented in the world – characterizes us as a place where 
people find out who they are and how they can make a difference. 

The new logo is a part of an integrated marketing plan for our campus. We are Grenfell Campus, but 
we are also a part of the Memorial University multi-campus family. Our new logo positions Grenfell 
principally, while also embracing the Memorial University mark.

The concept “Find your corner” builds on the idea that Grenfell is a special place within Memorial 
University. We are creative. We are adventurous. We are community minded. We are clever. And we 
are motivating – we encourage our students, faculty and staff to find out who they are, to embrace 
their individuality, to learn how they can make a difference in their corner of the world.

Our new logo will appear on virtually all items used to communicate about Grenfell, including 
stationery, publications, signage, and bookstore merchandise. The traditional coat of arms logo is still 
an official mark of the university, but its use has been reserved for ceremonial functions only.

This graphic standards manual will help ensure the consistent and appropriate use of all brand 
elements. The manual covers most circumstances; in the event a usage is not raised herein, one of our 
marketing and communications team members will be pleased to assist you.  
 
DR. MARY BLUECHARDT

Vice-President, Grenfell Campus
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GREnfELL EMBRACEs DoERs of EvERY kinD. THE MoRE 

YoU DivE inTo THE woRLD of LEARninG AnD LivinG 

THAT is UnivERsiTY, THE MoRE LikELY YoU ARE To finD 

YoUR spECiAL CoRnER of THE woRLD. 
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OUR BRAND
Ambitious, awkward, shy, daring, responsible, 
artistic, reserved, adventurous, organized, calculated, 
punk – whoever you are or want to be, you can be it at 
Grenfell Campus. 

Through vibrant colours and brash imagery, our brand 
embodies the unique personalities that live, work and study 
here. It embraces the outlier, stands beside the insider, 
and declares to all, “If you’ve come here to do and be 
something that you alone can do and be, something  
that matters to you more than anything else 
… well, get in here.”

Our brand looks you straight in the eye, welcoming and 
friendly, real and raw. These are the people you know and 
the people you’d like to know, the people you are and the 
people you will become. Proudly. Freely. At Grenfell.

This guide takes you through the key elements of the 
Grenfell brand and the thinking behind them. It gives  
you some examples of how these elements can be used 
to form Grenfell’s identity. Familiarize yourself with the 
contents of this guide before starting any design work 
related to Grenfell.

Ready? Dive in.
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OUR LOGO 
The elements that make up the Grenfell Campus logo are the 
Memorial University mark and the Grenfell Campus wordmark. 
This combination clearly links Grenfell with Memorial and ensures 
that the benefits of brand recognition and reputation accrue 
from each entity to the other. At the same time, the relationship 
between the Memorial mark and Grenfell wordmark ensures a 
unique identity for Grenfell within the Memorial brand.

Always use the official Grenfell logo files. All elements of this logo 
are fixed, and may not be redrawn, retyped, realigned or altered 
in any way.

All versions of the logo can be found at  
www.grenfell.mun.ca/marketing/pages/logo-standards.aspx or 
http://www.mun.ca/marcomm/image/Grenfell_Interim_logos.php.

Faculty/department name
Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

PMS Cool Grey 10
C38 M29 Y20 K58

R97, G99, B101

PMS 202
C10, M97, Y61, K48
R130, G36, B51
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Logo with faculty  
or department name

The space between the baseline of ‘CAMPUS’ and 
the top of the ascender of the faculty or department 
name is equivalent to the height of the left side of 
the Memorial mark. This ample open space gives the 
logo breathing room that ensures it is the main focal 
point. It serves to protect the identity from being 
overcrowded by secondary and tertiary elements.

Faculty, department or unit

Faculty, department or unit
SECONDARY DIVISION OR UNIT

Faculty, department or unit
SECONDARY DIVISION OR UNIT

Department font: Avenir 65 Medium (see pg. 18)
Second division font: Avenir 35 Light Oblique (see pg. 18)

Space is equal to secondary division or unit.
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Reverse

There will be instances where a reverse version of the logo is 
required, for example, against a black or dark background. 
In this case, the entire logo is white.

Faculty/department name
Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name
Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

Grey scale and one colour

There will be instances where a single-colour or grey-scale 
logo is required. In both of these instances, use the single 
colour black logo. One-colour logo use should only occur on 
one colour print jobs. In all cases of colour printing or digital 
application of the logo, the full-colour version must be used.

The exception is when the reverse logo version is required.

Alt font colour

There will be occasions where the logo must appear on 
darker or mid tone backgrounds. There is a logo available 
where the type is white and the claret block in Grenfell 
remains Pantone 202. It is important to consider the 
contrast of the logo with the background. Choose the logo 
that works best. If you are not sure, ask Grenfell’s graphic 
designer or marketing manager.

Faculty/department name
Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name
Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

Memorial’s Ceremonial Logo

Memorial’s ceremonial coat of arms logo should be used for high profile ceremonial events such as convocation, for degree certificates, official 
transcripts and Remembrance Day activities, as well as for other items such as special greetings scrolls from the Senate, the Board of Regents or 
the President’s Office.

Other circumstances may warrant using this mark. Permission for use other than listed above may be requested from Memorial’s Division of 
Marketing and Communications. Please check with Grenfell Campus’ graphic designer or marketing manager before using the ceremonial logo 
(see Memorial University’s Graphic Standards Manual at www.mun.ca/marcomm/image/graphic).
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Minimum sizes

The Grenfell Campus logo can be reduced to a minimum of 1.5 
inches / 38 mm wide.

In instances where the logo appears with a faculty name the logo 
must never appear smaller than 1.75 inches / 45 mm wide.

In certain situations, the minimum-size Grenfell logo will be too 
big for your need. Contact the Grenfell marketing manager in 
these cases.

Safety

Ensure ample white space around the Grenfell logo. Our 
minimum safety area is determined by the height of the left 
side of the Memorial claret block. Nothing else may appear 
within this safety zone.

Placement

The Grenfell logo can appear on the left, right or center of 
the page, usually appearing at the bottom. An image, in most 
cases, occupies the top half of the page.

Faculty/department name
Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name
Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

no smaller than 
1.5 inches / 38 mm

no smaller than 
1.75 inches / 45 mm

MAKER

 

Title Of Brochure

Lorem ipsum dolor amet, consectetur 

Sed do eiusmod tempor incididunt.

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion. Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

right side logo 
placement

left side logo 
placement

Safety

Faculty/department name
Faculty/department name

Faculty/department name

Faculty/department name

Faculty/department name

Height of the left side of 
the Memorial claret block

URLs

Place URLs wherever they fit best as long as they sit outside of 
the safety zone. See application on pages 32-38 for examples.

SHAKER

FIND YOUR CORNER
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Sub-brands

While it is preferable to not create new sub-
brand for services and other entities within 
Grenfell, there are some instances where 
logos for these sub-brands have already been 
established. These logos can appear with 
the Grenfell logo, however there must be 
significant space between the two logos. Use 
the width of the claret block to determine the 
distance that the Grenfell logo will appear 
from one of these logos. It is also important 
to ensure that the size of the Grenfell logo is 
larger than the other logos.

It is important that any sub-brand logo of 
Grenfell is treated with less prominence than 
the Grenfell logo.

If you have questions, please ask Grenfell’s 
graphic designer or marketing manager.

Width of the of the 
Memorial claret block

Sub-brand logos 
can also appear in a 
separate corner to 
the Grenfell logo.
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Protecting the brand

The Grenfell logo must be used as 
specified in the guide and cannot 
be altered in any way. There are no 
exceptions to this rule. Only use an 
original file supplied by the graphic 
designer or marketing manager. Here 
are examples of common alterations 
to logos that are not permitted. Speak 
to the graphic designer or marketing 
manager if you have any questions. 

rotate

proportions proportions re-position

skew Stretch

Do not rotate the logo.

Do not alter the size 
relationship of the logo 
by resizing one element 
in the logo.

Do not skew the logo horizontally or vertically.

Do not change any of 
the colours in the logo.

Do not reposition any 
element in the lock-up 
of the logo.

Indigenous education, 
Canada’s future.

L’éducation des autochtones. 
L’avenir du Canada.

Indigenous education, 
Canada’s future.

L’éducation des autochtones. 
L’avenir du Canada.

Indigenous education, 
Canada’s future.

L’éducation des autochtones. 
L’avenir du Canada.

Indigenous education, 
Canada’s future.

L’éducation des autochtones. 
L’avenir du Canada.

Indigenous education, 
Canada’s future.

L’éducation des autochtones. 
L’avenir du Canada.

grenfell
campus

Do not add any type or 
design elements to the logo.

Do not change the font 
of the Grenfell Campus 
wordmark.
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OUR 
IDENTITY 
There are many elements that come together 
to form a brand. These elements work together, 
complementing each other, in unique ways 
to create a brand that is identifiably Grenfell 
Campus. A tagline, a colour palette, typography, 
written style, photography style and graphics are 
all elements of the Grenfell brand. And when all 
of these distinct elements come together, the 
Grenfell identity comes to life.
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Where our tagline comes from

The world is a bunch of corners, and everyone has one.

Your corner is your skill, art, discipline, interest, idea. A corner.

Grenfell knows a lot about corners. We are a corner of Newfoundland and 
Labrador, which is itself a corner of a country that’s a corner of the world.

People come here to find their corner, and we encourage the discovery and 
freedom to find it. We’re small enough to really help, and big enough to help 
people find some pretty interesting places.

Once you find your corner, we help you make it all it can be. And in doing so, 
help you make the world an even better place to be.

Because after all, the world is a bunch of corners. 

FIND YOUR CORNER
13



FIND YOUR CORNER

Our tagline

Our tagline is a statement and a call to action. Because our brand is so much about discovering 
yourself here at Grenfell Campus, our tagline plays a very central role in all of our communications.

“Find your corner” is iconic. This graphic-looking tagline has a distinctive font and corner element, 
and can appear in several ways (as shown in this guide). It is important to note that the tagline 
is not a logo, and should not be used or positioned as though it is. The tagline should always 
complement the Grenfell logo and never dominate it. 

font is called Brooker

(see  pg. 18)

The corner graphic (see 
next page) can be used 
with the tagline in many 
different ways, sizes, 
colours and positions.

This tagline should be 
placed in the corner of 
a page, or the corner of 
a coloured background 
with the corner graphic 
matching up to the corner.It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion. Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

Fighter

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion. Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

SHAKER

FIND YOUR CORNER
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FIND YOUR CORNER

Our corner graphic

The corner is used as a graphic element within our branding. Associated or used with the 
tagline, it can also be used to enhance a layout with a heading, or on the corner of a page. 
These colourful corners can face upward, downward, to the left, or to the right, as long as they 
are not placed on an angle.

Generally, only one corner should appear on any page – whether it is with the tagline, in a 
heading, or on the corner of an image. There are exceptions to this rule, as in the tagline and 
heading examples below.

f

LOREM IPSUM 
LoREM ipsUM DoLoR siT AMET, ConsECTETUR ADipisiCin
Sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim 
ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit 
esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non 
proident, sunt in culpa qui officia deserunt mollit anim id est laborum.  
www.grenfell.mun.ca

with a heading

The corner can 
appear in any of the 
Grenfell primary or 
secondary colours.

(see next page for 
colour palette)

The corner graphic can 
appear over images in 
this way, as long as there 
are no other corner 
graphics on the page.

GREnfELL EMBRACEs DoERs of EvERY kinD, BECAUsE 

THE MoRE YoU DivE inTo THE woRLD of LEARninG AnD 

LivinG THAT is UnivERsiTY, THE MoRE LikELY YoU ARE To 

finD YoUR spECiAL CoRnER of THE woRLD. 
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Our colour palette

Grenfell Campus is full of individuals who each have their own unique and vibrant personalities. The colour palette for 
Grenfell reflects this vibrancy and diversity. 

Our palette samples from all areas of the colour wheel ensuring a lot of opportunity to use colour, but limits the choices 
only to the brightest and most vibrant. (This palette complements the Memorial colour palette, but is distinctly Grenfell.) 
Use our primary colours as the main colour in your designs while using the secondary colours to complement the primaries.

LoGo CoLoUR

pRiMARY CoLoURs

Our primary colours work to add 
colour to every application. Use 
them as backgrounds, in type or 
as corners. 

nEUTRALs

Our neutral colour palette is great 
for grounding our vibrant colours 
when needed, as well as to add 
life and depth to text and copy.

sEConDARY CoLoURs

Our secondary colours are great 
to complement any of our primary 
colours. Mix and match freely.

C55 M0 Y100 K0 

R128 G195 B66 

#80C342 

PMS 375

C100 M0 Y0 K0 

R0 G174 B239 

#00AEEF 

Process Cyan

C0 M0 Y0 K100 

R0 G0 B0 

#000000 

C0 M17 Y100 K0 

R255 G209 B0 

#FFD100 

PMS 115

C0 M0 Y8 K8 

R236 G234 B219 

#ECEADB 

Warm Grey 1 

C54 M51 Y40 K0 
R134 G126 B137 
#867E89 
PMS 437

C38 M29 Y20 K58 
R97 G99 B101 
#616365 
PMS Cool Grey 10

C
41 M

0 Y
100 K

0 
R

164 G
206 B

57 
#A

4C
D

39 
P

M
S 374

C
75 M

0 Y
7 K

0 
R

0 G
188 B

228 
#00B

C
E

4 
P

M
S 306

C
0 M

51 Y
100 K

0 
R

247 G
146 B

30 
#F7921E

 
P

M
S 130

C
0 M

98 Y
25 K

0 
R

237 G
26 B

116 
#E

D
1A

74 
P

M
S 206

C
0 M

93 Y
75 K

0 
R

239 G
55 B

67 
#E

F3743 
P

M
S 711

C
76 M

0 Y
100 K

0 
R

51 G
180 B

74 
#33B

44A
 

P
M

S 361

C
87 M

58 Y
10 K

0 
R

42 G
107 B

167 
#2A

6B
A

7 
P

M
S 661

C
0 M

67 Y
100 K

0 
R

244 G
117 B

33 
#F47521 
P

M
S 158

C
0 M

95 Y
57 K

0 
R

238 G
47 B

86 
#E

E
2F56 

P
M

S 185

C
0 M

85 Y
95 K

0 
R

240 G
78 B

41 
#F04E

29 
W

arm
 R

ed

C0 M100 Y0 K0 

R236 G0 B140 

#EC008C 

Process Magenta

C42 M100 Y0 K0 

R159 G36 B143 

#9F248F 

PMS 248

PMS 202 

C10 M97 Y61 K48 

#822433  

R130 G36 B51 
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FIND YOUR CORNER

FIND YOUR CORNER

FIND YOUR CORNER

Being colourful

Our colours can be applied to backgrounds 
behind our tagline, to the corner graphic 
and to typography. Feel free to create your 
own combination of colours with the Grenfell 
elements. Be sure to consider contrast between 
colours for legibility.

lorem ipsum
LoREM ipsUM DoLoR siT AMET, ConsECTETUR ADipisiCin
Sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. Sed 
do eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim 
ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea 
commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit 
esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non 
proident, sunt in culpa qui officia deserunt mollit anim id est laborum.  
www.grenfell.mun.ca

FIND YOUR CORNER

FIND YOUR CORNER

FIND YOUR CORNER

FIND YOUR CORNER

Example:
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FIND YOUR CORNER

Font

The Grenfell Campus brand uses three fonts, Brooker, Avenir and Arial. For 
situations where both fonts are appropriate see below. The Brooker font is 
available at www.grenfell.mun.ca/marketing/pages/logo-standards.aspx or  
http://www.mun.ca/marcomm/image/Grenfell_Interim_logos.php. If you do 
not know how to install a font on your computer, please contact Grenfell’s 
marketing manager or graphic designer for assistance.

3. Alternate font

2. Primary font

1. Brand font

Brooker is used in  
several different applications:  

as the font for the  
‘find your corner’ tagline.

as the main headings  
in type treatments.

as the font for ‘er’  
words over images. See page 
24 for more about ‘er’ words.

Avenir can be used in all weights 
for all types of typography. It is 
the primary typeface used for all 
communications.

Avenir Oblique is often used as a 
sub-heading, or intro line into heavier 
copy. It should be used with all caps, 
and in grey.

Arial is used primarily for the creation 
of communications by personnel who 
are not equipped with the Avenir 
font and for online communications. 
For example, web, PowerPoint 
presentations, emails.

Brooker

ABCDEFGHIJKLMNOPQRSTUVWXYZ

Avenir Light/Book/Roman/Medium/Heavy

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Arial Regular/Bold/Italic

abcdefghijklmnopqrstuvwxyz� 
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Avenir oBLiQUE

ABCDEfGHiJkLMnopQRsTUvwXYZ

LEADER

lorem ipsum 
LoREM ipsUM DoLoR siT AMET, ConsECTETUR ADipisiCin
Sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. Sed do 
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim 
veniam.
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lorem ipsum
LoREM ipsUM DoLoR siT AMET, ConsECTETUR ADipisiCin
Sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. Sed do 
eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo 
consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum 
dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, 
sunt in culpa qui officia deserunt mollit anim id est laborum.

Brooker

Avenir Oblique all caps

Avenir Heavy

Avenir Roman

Typography

The Grenfell Campus brand has so much colour and such great vibrant images that it needs to 
be grounded with clean, crisp typographic layout. While too much copy can take away from 
visual communication, sometimes we have a lot to say. With carefully crafted typographic 
layouts, we can achieve the best of both worlds.

Design layouts with a lot of white space around body copy. It is also important to utilize our 
array of font styles and colour to create a richness in the way copy is displayed.

Don’t over crowd 
things, keep ample 
space around blocks 
of copy, and good 
spacing between 
headings and sub-
headings.

Example:
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grenfell: tone and 
language guide
Written communications will provide countless opportunities for our brand personality to sparkle. 

The purpose of this guideline is not to tell you how to write, but to suggest ways to ensure that all material vibrates with 
the energy of our voice.

First, let’s consider our brand personality, along with some additional tips showing how these aspects can be effectively 
communicated.  

Challenging We’re a place of challenge. We attract those who relish the opportunity to challenge themselves and the 
world. Writing should invoke courageousness but not aggression. It must contain powerful, declarative statements, such as:

“It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. Your passion. Your 
purpose. Your thing. Find it here. Grenfell.”

Embracing We’re a place where people come to develop and realize their potential, no matter who they are and what they 
bring. Everything should communicate that we look upon variety as a strength, a selling point.

Clever and creative We’re a place of serious teaching and learning. A place where old wisdom is revered and new 
knowledge discovered. But we’re tempered by a dash of the playful, and everything we communicate should contain a wink 
of recognition that it is not just what you know, but the joy with which you apply it to everything, that matters.

Adventurous We attract those who know that life should never stop being a journey. We are a place where that journey 
reaches a new level. So be mindful that everything we communicate should seek to inspire, inform, and energize those 
ready to embark on a vital chapter in the adventure of their lives.

Community-minded We exist both in the physical environs of beautiful western Newfoundland and Labrador, and in 
the ethereal world of higher learning. We take our substance and meaning from both of those spheres. Everything we 
communicate should bear the mark of the ideals of both, and remember that emphasizing the individual’s prospective place 
in both communities is important. 

20



THERE WILL STILL BE TIMES 
WHEN YOU WANT TO MENTION: 
small, safe, affordable 
and beautiful
Our brand personality’s ‘lead story’, if you will, is the dynamism and energy communicated by the ‘er’ words. These will 
capture the imagination and aspirations of prospective students. 

But bear in mind that there are other, somewhat more prosaic, aspects of Grenfell life that also have an important and 
rational appeal to many in our audience. 

•	 Grenfell	is	small,	which	means	it	offers	a	more	personal	experience,	perhaps	more	like	the	one	an	applicant	from	a	small	
town might be familiar with. 

•	 It’s	safe.	Grenfell	isn’t	located	in	a	large,	metropolitan	city,	and	so	it	maintains	its	small	town	charm	and	laid-back	vibe.

•	 Grenfell	is	affordable.	Relatively	speaking,	the	higher	educational	experience	at	Grenfell	is	considerably	less	expensive	
than most other options. (Note that we don’t say “cheap” and “cheaper.” Better to use terms such as “affordable,” 
“economical”).

•	 Grenfell	is	located	in	Corner	Brook,	a	small,	friendly	city	that	is	rich	in	personal	warmth,	cultural	heritage	and	stunning	
natural scenery.
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When preparing communications, look for opportunities to sell these 
very appealing aspects of Grenfell life in the body copy.

For instance, note how that’s been done in our viewbook:

“An intimate campus with a big personality.”

“There’s a corner in Corner Brook to fit you perfectly.”

“Whatever wave you choose to ride here, we’ve got your back, so you can ride it with everything you’ve got.”

“Surrounded by the great outdoors and immersed in soulful, unique Newfoundland and Labrador culture.”

“The west coast of Newfoundland is a hub of adventure in summer, winter, spring and fall.”

“We’re surrounded by some of Canada’s most beautiful wilderness.”

“It’s all close to campus and available year-round, ready for you to explore.”

“Corner Brook has the attractions of a bigger city while keeping its small town charm and laid-back vibe.”

“Living on campus at Grenfell is inexpensive, convenient, safe and most of all, fun.”

22



some quick and  
basic writing tips
Lose the jargon. Choose simple language, not technical or academic words. Imagine you are talking to 
single person, having a friendly conversation. How would you explain this to your friend?

Be concise. You can’t go wrong with short, direct and to the point. People scan when they read, and if they 
see a big block of text, they might just skip it entirely. Break up what you write and use section headers.

Choose active, not passive. A great way to be conversational, not to mention more energetic, is to make 
sure you use active structure. “You’ll come together with hundreds of others” is better than, “Grenfell is 
where hundreds come together.” Active writing makes people want to do something. Passive writing  
makes them sleepy.

What’s in it for them? People don’t want to read about you. They want to read about themselves. We don’t 
say, “Grenfell has the facilities to help anyone decide what they want to be.” We say, “Find your corner.” It’s 
all about them. When writing, imagine you’re a member of your audience and ask yourself, “What would get 
me interested?”

Finish with a call to action. People will do what you want them to do if you actually tell them what to do. A 
great place to do this is at the conclusion of a section. So conclude sections by writing things like “Visit us 
at...”, “Learn more”, “Get involved at...”, and “Apply online right now” if that’s what you want people to do.
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the ‘er’ words
The words ending in ‘er’ are central to our communication idea. They capture the spirit of 
Grenfell, and the energy and spirit of those who learn and teach here. The best thing about the 
‘er’ words is that they help us communicate vibrant ideas and feelings using fewer words than 
we otherwise would have. 

When you’re creating communication, consider using some of these 235 ‘er’ words. If you can’t 
find what you need, ask the marketing manager for help.

You’ll find the complete list on the following page. Later in this guide, you’ll see how the ‘er’ 
words idea has been applied to various applications. Reading these words as a whole is also a 
great way to absorb the unique voice of the Grenfell brand. 

It’s a good idea to give them a quick read just before you write something, just to get into the 
spirit of our brand personality. In other words, be a Reader before you’re a Writer.

24



Venturer   Launcher   Dreamer   Mover   Starter   Synthesizer   Expander   Winner   Driver   Backer   Pitcher   Developer   Realizer   

Maker   Learner   Partner   Giver   Listener   Transformer   Leader   Storyteller   Instiller   Encourager   Preparer   Energizer   

Supporter   Connecter   Discusser   Arguer   Masher   Muser   Performer   Asker   Decoder   Invoker   Devourer   Blogger   Quoter   

Expresser   Changer   Rethinker   Seer   Bringer   Persuader   Enabler   Speaker   Grower   Holder   Believer   Campaigner   

Blender   Respecter   Explorer   Striver   Propeller   Cherisher   Reporter   Intriguer   Maintainer   Fixer   Refuter   Networker   

Reformer   Imaginer   Uniter   Resolver   Conserver   Planner   Doer   Allower   Implorer   Helper   Effecter   Alterer   Improver   

Pulverizer   Sustainer   Outlier   Fighter   Observer   Shifter   Identifier  Examiner  Tester  Perceiver  Enlightener  Hypothesizer   

Informer  Impacter  Promoter  Igniter   Disturber   Revealer   Chronicler   Keeper   Evoker   Strengthener   Magnifier   Delver   

Emerger   Answerer   Studier   Clarifier   Distiller   Retainer     Interpreter   Shocker   Diversifier   Challenger   Peacemaker   Linker   

Scrutinizer   Gatherer   Breaker   Conceiver   Sympathizer   Disrupter   Thinker   Explainer   Healer   Solver   Trendsetter   Fortifier   

Overseer   Teacher   Nurturer   Inspirer   Reasoner   Defender   Guider   Balancer   Reacher   Applier   Decipherer   Unraveller   

Quantifier   Unlocker   Ponderer   Prober   Surpriser   Doubter   Fathomer   Proposer   Wonderer   Measurer   Theorizer   Involver   

Transmitter   Pathfinder   Preserver   Forerunner   Seeker   Inquirer   Questioner   Reclaimer   Declarer   Pursuer   Hoper   Minder   

Digger   Revolver   Retriever   Channeller   Sharer   Finder   Absorber   Comparer   Optimizer   Achiever   Embracer   Manager   

Experimenter   Builder   Catalyzer   Shaker   Simplifier   Adapter   Trailblazer   Recycler   Advancer   Darer   Improviser   Refiner   

Proclaimer   Arranger   Adventurer   Delighter   Establisher   Introducer   Combiner   Reminder   Producer   Enticer   Imparter   

Inviter   Enterpriser   Influencer   Organizer   Debater   Deliverer   Deviser   Shaper   Describer   Unveiler   Evolver   Messenger   

Bearer   Thriller   Discoverer   Honer   Rebeller   Designer   Beautifier   Exciter   Compeller   Bewitcher   Empathizer   Philosopher   

Blossomer   Teller   Refresher   Lifter   Beginner   Exposer   Considerer   Convincer   Enquirer   Funster   Immerser   Kidder   

Mesmerizer   Researcher   Sampler   Searcher   Spinner   

These are our 235 ‘er’ words. Feel free to use them in your communications. 
If you don’t see the right word for your needs on this page, ask Grenfell’s 
marketing manager for help.
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MUSER

When the word appears over an image it 
must be white with an outer glow in black.

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion. Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion. Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion. Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

Fighter

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion. Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

SHAKER

Designing with the ‘er’ words.

The ‘er’ words always appear in the Brooker font. They can appear over images or over solid 
colours (see business cards, pg 32). Words must be centered both vertically and horizontally on 
the frame. Words can appear over any part of an image. 

DARER
IMPROVISER   REFINER   PROCLAIMER   ARRANGER 

ADVENTURER   DELIGHTER   ESTABLISHER   INTRODUCER 

COMBINER   REMINDER   PRODUCER   TEACHER

FIND YOUR CORNER FIND YOUR CORNER

DARER
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PHOTOGRAPHY
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PHOTOGRAPHY
The new brand for Grenfell Campus is largely expressed through photography of Grenfell and especially its students, faculty and staff.

The photography is a raw and real look at the people of Grenfell. If ever there was an “unplugged” campus, this would be it. 

Through a range of portraits and action shots, and in a range of styles, you will find hundreds of unique personalities coming together 
to express one voice.
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Grenfell people are doers. They are busy, creative, active and energetic. They are here because they chose something different. The 
moments and endeavours captured should reflect this. 

Through the photography, we want to get a sense of their identities, humour, attitude, quirks, passions, ideas and ideals. We want the 
photography to capture the raw emotion and unscripted truthfulness of a snapshot, a moment in time, and capture people right in the 
middle of whatever they’re are in the middle of. 

There are three key kinds of moments we want to capture: (1) moments that look as though, for an instant, the subject’s attention is turned to 
the camera while in the middle of doing something; (2) raw portraits shot with a direct flash burst and the subject with a natural expression; 
and (3), candid action shots taken while subjects are doing something like snowboarding, biking, deejaying, etc. Here are examples:

The shots should vary in framing, depth, width of shot, cropping style, composition, quality, etc. Ultimately, it should look as though the 
shots all came from different sources; the look of the shots should not feel too unified. This concept is all about the individual identity of the 
people of Grenfell and each photo should reflect that, right down to the type of lens it was shot with, and how it was shot. It is important 
that the images look authentic and not staged.

Since the style is meant to feel like a real moment, lighting may feel a bit gritty; not studio-perfect, but shot with available light. Colour can 
be a little flat, but not so desaturated that it looks antique or too overly stylized. We want our talent to look like real, everyday people, and 
we should reflect and aim to capture the natural characteristics of their faces and their individual styles and attitudes.

1 2 3
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It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion.Your purpose. Your thing. Find it here. 

Fighter

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion.Your purpose. Your thing. Find it here. 

MUSER

FIND YOUR CORNER

Bringing words and images together

When creating any material the public – internal and external – will see (posters, ads, brochure 
covers, and book covers, etc.) several elements come together to form the Grenfell look: 

www.grenfell.mun.cawww.grenfell.mun.ca

CHALLENGER

GIVERleader

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion.Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

CHANGER

EXPLORERTEACHER

Image(s) – This brand is about people and connections to 
individuals, so use portraits as often as possible. To get an 
image see the marketing manager or graphic designer.

‘er’ words – in this type of application, image(s) 
must have one word placed over each of them 
(see pg 24 for more on ‘er’ words).

Elements at the bottom of the page 
must be placed on a dark background 
to accommodate white and grey text. In 
cases where it is not possible to float these 
elements over a dark area of an image, use 
a black bar. Use images that darken at the 
bottom to blend into the bar.

The following elements must appear at the 
bottom of the page:

The Grenfell logo

Depending on the application, the “find 
your corner” tagline will be included.  
In certain applications, like a brochure 
(see pg 37), it may appear on the back 
of the brochure as opposed to the cover.

On some applications there may be copy. 

FIND YOUR CORNER

THINKER
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APPLICATIONS
All of the elements of the Grenfell Campus brand come together to express a bold 
and vibrant personality that connects the viewer to Grenfell and the people here. 

In this section, you will see how the Grenfell brand is applied to a range of 
communications.
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Business Cards

EXPLORER

SEEKER

STARTER

LEADER

EXPLORER

CHANGER

faculty, division or unit

Corner Brook, NL
Canada, A2H 6P9

Tel: 709 637 6200  x 1234    
Fax: 709 637 6201

FIRSTNAME LASTNAME MA ,PhD
Title
email@grenfell.mun.ca

www.grenfell.mun.ca

faculty, division or unit

Corner Brook, NL
Canada, A2H 6P9

Tel: 709 637 6200  x 1234    
Fax: 709 637 6201

FIRSTNAME LASTNAME MA ,PhD
Title
email@grenfell.mun.ca

www.grenfell.mun.ca

faculty, division or unit

Corner Brook, NL
Canada, A2H 6P9

Tel: 709 637 6200  x 1234    
Fax: 709 637 6201

FIRSTNAME LASTNAME MA ,PhD
Title
email@grenfell.mun.ca

www.grenfell.mun.ca

faculty, division or unit

Corner Brook, NL
Canada, A2H 6P9

Tel: 709 637 6200  x 1234    
Fax: 709 637 6201

FIRSTNAME LASTNAME MA ,PhD
Title
email@grenfell.mun.ca

www.grenfell.mun.ca

faculty, division or unit

Corner Brook, NL
Canada, A2H 6P9

Tel: 709 637 6200  x 1234    
Fax: 709 637 6201

FIRSTNAME LASTNAME MA ,PhD
Title
email@grenfell.mun.ca

www.grenfell.mun.ca

faculty, division or unit

Corner Brook, NL
Canada, A2H 6P9

Tel: 709 637 6200  x 1234    
Fax: 709 637 6201

FIRSTNAME LASTNAME MA ,PhD
Title
email@grenfell.mun.ca

www.grenfell.mun.ca

This business card is to scale

These business cards are not to scale

4 colour

2 colour
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Letterhead

FIND YOUR CORNER

FIND YOUR CORNER

GRENFELL CAMPUS MEMORIAL UNIVERSITY
20 University Drive, Corner Brook, NL, Canada, A2H 6P9
Tel: 709 637 6200    www.grenfell.mun.ca

GRENFELL CAMPUS MEMORIAL UNIVERSITY
20 University Drive, Corner Brook, NL, Canada, A2H 6P9
Tel: 709 637 6200    www.grenfell.mun.ca

GRENFELL CAMPUS MEMORIAL UNIVERSITY
20 University Drive, Corner Brook, NL, Canada, A2H 6P9
Tel: 709 637 6200    www.grenfell.mun.ca

These letterheads are not to scale

4 colour

2 colour option w/o 
“find your corner” tag33



Envelopes

FIND YOUR CORNER

FIND YOUR CORNER

20 University Drive, Corner Brook, 
NL, Canada, A2H 6P9

20 University Drive, Corner Brook, 
NL, Canada, A2H 6P9

20 University Drive, Corner Brook, 
NL, Canada, A2H 6P9

FIND YOUR CORNER
These envelopes are not to scale

4 colour

2 colour option
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PowerPoint

Presentation title slide

Title slides Title slides with additional detail

Choose any colour and style for your title slides.
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PowerPoint

MOVING FORWARD

22 22 22

Image slide with copy

To get images for slides, go to www.grenfell.mun.ca/marketing/pages/logo-standards.aspx.

Coloured copy slide Copy slide

Choose any style for your copy slides.
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Brochure

MAKER

 

Title Of Brochure
Lorem ipsum dolor amet, consectetur 
Sed do eiusmod tempor incididunt.

 

Title Of Brochure
Lorem ipsum dolor amet, consectetur 

Sed do eiusmod tempor incididunt.

LOREM IPSUM
LoREM ipsUM DoLoR siT AMET,  
ConsECTETUR ADipisiCin

Sed do eiusmod tempor incididunt ut 
labore et dolore magna aliqua. Sed do 
eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco 
laboris nisi ut aliquip ex ea commodo 
consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum 
dolore eu fugiat nulla pariatur. Excepteur 
sint occaecat cupidatat non proident, sunt 
in culpa qui officia deserunt mollit anim id 
est laborum.

Lorem ipsum dolor sit amet, consectetur 
adipisicin Sed do eiusmod tempor incididunt 
ut labore et dolore magna aliqua. Sed do 
eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco 
laboris nisi ut aliquip ex ea commodo 
consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum 
dolore eu fugiat nulla pariatur. Excepteur 
sint occaecat cupidatat non proident, sunt 
in culpa qui officia deserunt mollit anim id 
est laborum.

Sed do eiusmod tempor incididunt ut 
labore et dolore magna aliqua. Sed do 
eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco 
laboris nisi ut aliquip ex ea commodo 
consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum 
dolore eu fugiat nulla pariatur. Excepteur 
sint occaecat cupidatat non proident, sunt 
in culpa qui officia deserunt mollit anim id 
est laborum.

LOREM UT 
IPSUM DUIS 
DOLOR SIT 
AMET
Lorem ipsum dolor sit amet, consectetur 
adipisicin Sed do eiusmod tempor incididunt 
ut labore et dolore magna aliqua. Sed do 
eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco 
laboris nisi ut aliquip ex ea commodo 
consequat. Duis aute irure dolor in 
reprehenderit in voluptate velit esse cillum 
dolore eu fugiat nulla pariatur. Excepteur 
sint occaecat cupidatat non proident.

“Lorem ipsum dolor sit amet, 
consectetur adipisicin sed do 
eiusmod tempor incididunt 
ut labore”

Lorem ipsum dolor 
sit amet, consectetur 
adipisicin Sed do 
eiusmod tempor 
incididunt ut labore et 
dolore magna aliqua. 
Sed do eiusmod tempor 
incididunt ut labore et 
dolore magna aliqua. Ut 
enim ad minim veniam, 
quis nostrud exercitation 
ullamco laboris nisi ut 
aliquip ex ea commodo 
consequat.

study@grenfell.mun.ca
www.grenfell.mun.ca

facebook.com/grenfellcampus
twitter.com/grenfellcampus

MAKER

 

Title Of Brochure
Lorem ipsum dolor amet, consectetur 

Sed do eiusmod tempor incididunt.

cover

inside

outside

Where possible we encourage 
the use of an ‘er’ word to best 
represent our brand. If this is not 
possible, follow the example above.

A range of images to meet a 
range of needs are available from 
the Grenfell Campus marketing 
manager or graphic designer.

FIND YOUR CORNER

GIVER
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Alternative brochure

This alternate style of brochure is 20 inches x 14 inches flat, folding to 10 inches x 7 inches. You 
can use the back side of the brochure as a poster of photos from the Grenfell image bank, or 
for copy or other information if needed. For this purpose, you can select a background from the 
Grenfell colour palette.
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Booth Panel Division

FIND YOUR CORNER

FIND YOUR CORNER
DARER

Teacher

SEEKER

MAKER

TRAILBLAZER

JOKER

INQUIRER

TRANFORMER Challenger

CHANGER Thinker

GIVER

Muser SHAKER
EMBRACER ESTABLISHER

INSPIRER

WONDERER

BELIEVER

LEADER

STARTER

EXPLORER
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WONDERER
Measurer   Helper   Theorizer   

Involver   Listener   Pathfinder   

Discoverer   Explorer   Forerunner 

Faculty of Psychology

FIND YOUR CORNER

Pop-up banner

There are three ways to put together a banner, depending on the need. Below you will see 
examples for a faculty banner, a non-faculty-specific banner, and a banner for other types of 
events such as a conference.

findyourcorner.ca

THINKER

GIVER

CHALLENGER

EXPLORER

FIND YOUR CORNER
findyourcorner.ca

LOREM IPSUM DOLOR
Morbi ac mi eros, bibendum interdum dui. Aliquam hendrerit ligula ac sem 
pellentesque et rhoncus lorem aliquam. Vestibulum ante ipsum primis in 
faucibus orci luctus et ultrices posuere cubilia Curae; Quisque aliquam suscipit 
faucibus. Donec feugiat dolor eget lectus tincidunt mollis. Cras mollis pulvinar 
tellus, eu venenatis justo ultricies sit amet. Fusce rhoncus, nibh et scelerisque 
auctor, dui nibh sagittis massa, ut posuere justo massa ac orci. Integer vitae 
dignissim arcu. Donec imperdiet massa a velit pharetra euismod.

FIND YOUR CORNER
findyourcorner.ca
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SHAKERMUSER

Print advertising

Below there are 3 variations of a house ad, one with multiple images and two with a single 
image. Single images work best when a series of ads are used. These ads can be resized as 
posters or other large format peices, in which case body copy is not recommended.

The space at the bottom of the ads can be increased to accommodate more copy. Please ensure 
that the copy is as brief as possible in order to keep that bottom space from dominating the 
page. See page 30 for more on copy space, and page 20-25 for more on writing copy.

fi

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion.Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion.Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

It’s who you are and where you are. It’s where you stand and what you stand for. It’s your corner. 

Your passion.Your purpose. Your thing. Find it here. 

www.grenfell.mun.ca

CHALLENGER

THINKER

GIVERleader

CHANGER

EXPLORERTEACHER

FIND YOUR CORNER FIND YOUR CORNERFIND YOUR CORNER
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Alternative print advertising

For “house ads” that promote an event, open house, recruitment fair, campus 
services and so on:

Select a photo that reflects the subject of your ad. This could be from Grenfell’s 
photo library, or a photo from another source that is approved by the marketing 
manager. For example, for conference services, you could use a photo that shows 
the facilities. For summer activity camp, you could use a photo of our gym or pool. 
For a recruitment fair, you could use a photo of the campus, or of students.

If you do not have an appropriate photo, see the Grenfell marketing manager or 
graphic designer.

The photo should always occupy the upper portion of the ad space, and should 
take up at least half of the ad space. The solid colour field should always occupy 
the bottom portion of the ad space. Choose a colour from our colour palette that 
complements the photo. You can adjust the proportion of photo and solid colour 
field depending on copy length and the composition of the photo. If you need a 
black-and-white ad, make sure the solid field is dark grey or black.

Develop copy using the tone, language and writing tips on pages 20-25.

www.grenfell.mun.ca
FIND YOUR CORNER

CONFERENCE SERVICES
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam vitae ante eros, quis pharetra ante. Maecenas 
porta congue tellus, sodales aliquam elit hendrerit quis. Nullam in est odio. In lacus velit, blandit sed vestibulum 
non, com. Nunc in nibh felis, nec pellentesque enim. Pellentesque id magna in nisi iaculis bibendum. In est justo, 
dapibus et tis quis, facilisis id dolor. Fusce eu tortor nec mauris iaculis mattis. Etiam vulputate est quis justo pretium 
suscipit.

Full page ad

LOREM IPSUM DOLOR SIT
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut 
wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit 
lobor tis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure 
dolor in hendrerit in vulputate velit esse molestie.

www.grenfell.mun.ca
FIND YOUR CORNER

1/8th page ad
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LOREM IPSUM DOLOR
dolore magna aliquam erat volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorper suscipit lobortis 
nisl ut aliquip ex ea commodo consequat. Duis autem vel 
eum iriure dolor in hendrerit in vulputate velit esse molestie 
consequat, vel illum dolore eu feugiat nulla facilisis at vero ero. 
Molestie consequat, vel illum dolore eu feugiat nulla facilisi.

LOREM IPSUM DOLOR  
SIT AMET
dolore magna aliquam erat volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorper suscipit lobortis 
nisl ut aliquip ex ea commodo consequat. Duis autem vel 
eum iriure dolor in hendrerit in vulputate velit esse molestie 
consequat, vel illum dolore eu feugiat nulla facilisis at vero ero.

LOREM IPSUM DOLOR
dolore magna aliquam erat volutpat. Ut wisi enim ad minim 
veniam, quis nostrud exerci tation ullamcorper suscipit lobortis 
nisl ut aliquip ex ea commodo consequat. Duis autem vel eum 
iriure dolor in hendrerit in vulputate velit.

FIND YOUR CORNER
findyourcorner.ca

Contact us:

grenfell.mun.ca/envstudy

study@grenfell.mun.ca

1 888 637 6269

ENVIRONMental
Studies
Program Sheet 2012-2013

Use photos for the front cover and inside spreads that 
are thematically appropriate for you faculty.

Use different coloured headings for each main section 
in the inside spreads.

Also, make sure the colour used for the back cover 
complements the front cover.

Faculty Program Sheet

front cover inside spreads back cover
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CURRENT
IMAGE

Unknown.
Misunderstood.

MISSION

To foster a broader Grenfell 
community that is vibrant, inventive, 

growing and sustainable.

VISION

Grenfell Campus is the university campus of 
choice for creative, community-minded seekers.

BRAND PRIORITY

Build image, reputation and awareness. 
Ultimately, to drive enrolment.

SEGMENTATION/DIFFERENTIATION/POSITIONING

Segmentation: Undergraduate students (local, regional, out-of-province, 
international) Differentiation: Unsame

Positioning: Challenger

ADDED VALUE
Open-minded, welcoming, supportive environment.

Eager Embracing

BRAND TRAITS

BRAND PERSONALITY BRAND CHARACTER

  

The place from which you’ll find your corner of the world, 
and make it better

Your corner of the world

BRAND IDENTITY

We empower and support students to explore and discover themselves, their environment and the 
world, and make it better

BRAND PROMISE

BRAND ESSENCE

Embracing, creative, clever, adventurous, community-minded, challenger

More about the Grenfell brand

Grenfell Campus Brand Pyramid
At the time this information was compiled (2012), the Grenfell 
Campus brand was not well known or understood by its 
different audiences. With the introduction of the new brand, 
we are working to help our audiences know and understand 
the Grenfell brand by providing clarity around who we are 
and what we offer.
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