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1.0

Purpose
NAIT has a corporate brand identity to achieve broader awareness and comprehension
and to distinguish the Institute from others. The appearance of all materials, including
print, web, digital, communications and marketing collateral – traditional and nontraditional - come together to shape perceptions of NAIT. In order for NAIT to have a
positive and unified brand, NAIT must consistently and accurately tell the NAIT story
guided by its vision, promises and values.
The Vice President of External Relations and CDO shall be responsible for the
development, administration, and maintenance of the Procedures related to these
Guidelines, including the Visual Identity Guide manual.

2.0

Definitions
2.1
2.2
2.3

2.4

Traditional media – Communication channels such as print (newspaper,
magazines, newsletters and billboards) and broadcast (radio and television).
Non-traditional media – Communication channels other than print and
broadcast such as social media and internet.
Brand identity – The outward expression of the brand, including its name and
visual appearances; logo placement, colours and typography that come together
from a consistent look and feel that over time comes to symbolize an
organisation.
Brand design elements – It consists of the name, logo, tagline (brand statement
and descriptor), photography, shapes, colours, etc.A Branded House - When the
company itself is the dominant brand (or the main overarching brand), with
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2.5

2.6

3.0

individual products or services taking a secondary role bringing together multiple
products or services under the umbrella of a single, strong brand.
House of Brands – When a parent company is home to multiple distinct brands.
Each individual brand has its own unique identity that may operate independently
of the corporate brand or other sub-brands.
Sub-Brand - W hen a product or service whose character and brand values are
distinct from, but related to, its parent brand. Sub brands are developed when the
larger institutional brand is too broad to differentiate the benefits or unique
attributes of a particular department or school.

Parameters
Application Standards
3.1

The value of brand and its visual identity elements to immediately recognize and
distinguish the Institute is realized only when they are used through a consistent
and unified look and feel and when the design integrity is protected through exact
specifications and consistent application. It is essential that the NAIT community
adhere to the corporate brand standards to ensure a strong and successful brand
identity.

3.2

The Institute community shall comply with the conditions, qualifications,
procedures and standards that govern the use of brand design elements and
electronic communications as outlined in the Visual Identity Guide (manual).

3.3

NAIT has adopted a logo and branding elements consisting of a carefully
structured design discipline to ensure that all departments and schools are
consistently identified as part of the total organization. No other unauthorized
logo or brand design elements may be used to represent the Institute or any of its
departments, programs, schools or offices.

Administrative Responsibilities
3.4

Department of Learning Resources
To ensure control and consistency over the reproduction of the brand design
elements of the Institute, all printing of Institute produced materials must be
processed by the Department of Learning Resources. The Department of
Learning Resources will ensure compliance with the Corporate Image policy,
guidelines and procedures.

Marketing and Communications
3.5

All Institute marketing, advertising, corporate communications and official
literature and content must be coordinated through Marketing and
Communications which shall:
a.

Ensure application of a consistent and uniform design standard and a
unified direction for the Institute.
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b.

3.6

Review and arrange for any request for the use of Institute graphic and
brand design elements by external organizations, in connection with
services or activities, including branding or co-branding to commercial
products.

Work Units
Work units developing promotional materials shall comply with the standards
identified in the manual and seek assistance from Marketing and
Communications or the Department of Learning Resources, if so required.

3.7

Deans and Directors
Institute Deans and Directors shall communicate the intent of the Guideline and
provide direction to staff within their work units to ensure application of consistent
standards on materials, which are designed and submitted for reproduction.

Brand Architecture
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Use of Logo
3.8

Commercial/External Use
No one may request or authorize an external organization to place the Institute’s
brand design elements on products, unless that organization is officially
approved by the Institute. All such requests are controlled exclusively through
the Vice President of External Relations and CDO, or delegate, who is authorized
to grant permission to use the Institute’s brand design elements on commercial
or other products.

3.9

Stationery
Stationery is the primary means of establishing NAIT’s image at the personal
level. Letterhead, envelopes, business cards and related items must reflect the
same standards of consistency for all Institute units, on campus as well as off
campus, and must be printed in a quality manner.

3.10

Publications
The quality of any organization is reflected by the caliber of its publications.
Each year the Institute produces a multitude of brochures, manuals, guides and
other printed materials and each is a representative of the Institute. Every
publication must appear to be part of the same family by sharing certain brand
design elements in common. The Institute logo must appear on every publication
and the placement of the brand design elements will be informed by the
designers.

3.11

Signage (Internal and External) - Vehicles and Buildings
The signage system is part of the Institute’s comprehensive visual identity
program. It is intended to aid visitors in identifying and locating Institute facilities,
and provide immediate visual identification of Institute vehicles. The signage
system shall incorporate the standards set for use of the Institute logo, colors,
typeface, and other applicable brand design elements.

3.12

Exceptions
Exceptions to the guidelines and criteria outlined in the manual require the
explicit prior written approval of the Vice President, External Relations.

3.13

Copyright
The NAIT logo, symbols and coat of arms are protected by registration under the
Trade Marks Act (Canada). A trademark is a word, symbol, picture, logo or
design, or a combination of these elements, used to distinguish the goods or
services of NAIT from those of another in the marketplace. Any unauthorized
use, in any form, of the NAIT Trade Marks constitutes infringement or violation.
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3.14

Unauthorized Use
The success of the Institute’s corporate image depends on faithful adherence to
the policy, guidelines and Visual Identity Guide manual.
Members of the Institute community who become aware of the unauthorized or
inappropriate use of the brand design elements should notify Marketing and
Communications or the Vice President of External Relations and CDO.

3.15

Obsolete Material

Each school, program and department has a responsibility to adhere to NAIT’s
brand guidelines and standards by applying new marketing and design elements
of the brand to applicable materials. It is expected that, in general, materials and
collaterals with old marketing and brand design elements, no longer part of the
approved brand, will be discontinued from use.

