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This guide provides instruction on how to visually present 
the Swinburne brand. Every piece of communication that 
is produced is a representation for the university, and 
therefore must adhere to a unified look and feel.

We take our brand seriously and treat the Swinburne brand name and 
associated visual personality with respect. ‘Swinburne’ is a registered 
trademark and must not be used without written permission. Likewise, 
you should not deviate from the rules stated in this document. If you 
are unsure of whether your usage meets these requirements, you must 
contact the Deputy Director, Marketing, for advice.

About this guide
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Brand overview

We believe in bringing people and technology together  
for a better world

For us, technology is not an end in and of itself. It is technology’s capacity to enable social, environmental, economic 
and cultural good that is intrinsically valuable. And when people turn to universities for solutions and innovation, they 
also seek human capital and talent. The critical need of industries, many yet to be created, is behind our purpose: to 
create tomorrow’s technology and the human capital and talent required for a digital, tech-rich future.  

No matter where we are in the world, and whether it’s for prospective or current students, researchers, partners from 
industry, business or government, we always aim to accomplish the same thing. We are:

The principle of constant innovation is at the heart of creating the ‘next generation now’ – from the kind of education 
and real industry experience we provide, to the latest discoveries in space technology, cleaner energy, medical 
technology and so much more. Next gen_now allows us to talk about what’s next but crucially, how to deliver it now. 
This is in direct contrast to university tropes that promise to prepare you for the far-off ‘future’, but don’t provide much 
in the way of a timeline.

Next gen_now positions us as a leader, where each year becomes an opportunity to launch the next generation (or 
release, to further borrow from the tech world) of our offering. 

Our purpose

Our platform

creating the next gen now 



T
h
e
 S
w
i
n
b
u
r
n
e
 b
r
a
n
d
_
2
0
2
1
_V
1.
3

Language and tone of voice
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We are proudly creative and 
constantly innovating.

We are tech spec meets  
human speak.

Think MIT meets Apple.

We don’t speak in university sector platitudes. 
We speak in the same way a tech company 
would position new products. And that’s a 
deliberate choice. By using the vernacular of 
tech companies, we align ourselves with the 
industries we serve. And this will show our 
audiences that we are industry-focused. 

We should talk about approaching everything 
with ‘creativity and innovation’. Also, that we 
are at the ‘cutting edge of ..’ or ‘forefront of …’ 
These phrases resonate with all audiences.

Things we’d say: Things we wouldn’t say:

“University as you know it is getting an upgrade.”

“Seamless career integration.”

“Where learning is both upload and download.”

“Creativity and innovation are at the core of 
every course.”

We are a 21st century university at the cutting edge 
of technology and innovation

“We’ll get you future ready.”

 “We’re the university of tomorrow.”

Brand overview
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Compliance

CRICOS

CRICOS stands for the Commonwealth 
Register of Institutions and Courses. 
It is a register of Australian education 
providers that recruit, enrol and teach 
overseas students.

Swinburne is registered with CRICOS,  
which allows us to offer courses to  
overseas students studying in Australian  
on student visas. 

All written material (including websites) 
promoting a course or inviting a student 
to apply for a course must list our CRICOS 
provider code. Since we often target both 
international and domestic students  
within a single advertisement or piece  
of communication, Swinburne practice  
is to include our CRICOS provider code  
on all materials.

Provider code: CRICOS 00111D

RTO 

RTO stands for Registered Training 
Organisations i.e. those that provide 
Vocational Education and Training (VET)

RTOs are recognised as providers of quality-
assured and national recognised training and 
qualifications. Being an RTO allows Swinburne 
to offer these levels of qualification:

– Certificates I, II, III and IV

– Diploma

– Advanced Diploma

When a piece of advertising or communication 
material is targeted at a VET audience, our 
RTO provider code must be displayed.

Provider code: RTO 3059

TEQSA

TEQSA stands for Tertiary Education 
Quality and Standards Agency. It is 
Australia’s independent national quality 
assurance and regulatory agency for higher 
education.

As part of TEQSA’s Higher Education Standards 
Framework, Swinburne is required to include 
TEQSA Category and TEQSA Provider ID on all 
relevant marketing material.

Category: Australian University

Provider ID: PRV12148 

The Category and Provider ID should be 
applied to all printed collateral. It also included 
across all Swinburne web pages in the footer. 
Practically, it may not be possible to include 
a legible Category and Provider ID on some 
digital materials. In these situations, the digital 
material must link to the website where the 
code can be found in the footer by the user.
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Welcome to your 
next gen_now

swinburne.edu.au

CRICOS 00111D  RTO 3059  
TEQSA PRV12148 Australian University

This is our CRICOS provider code, RTO 
code and TEQSA code. They must be 
displayed as such on our public facing 
material.

Poster example

Brand overview
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Master logoLogos

We recommend using the 
landscape logo in most instances. 
Use the portrait logo only if 
your layout presents limitations 
that cannot accommodate the 
landscape logo. 

Never set our logo to the edge of a page 
or artwork. Refer to page 12 for minimum 
recommended clear space.

Never manipulate or distort our master  
logos in any way. 

Landscape logo (recommended)

Portrait logo
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Mono logo

The mono logo has been created 
for applications where colour 
cannot be used. 

Examples of these applications are when 
documents are to be photocopied in black and 
white, or in stationery where the extra cost of 
red ink is not feasible.

Use the regular mono logo on light 
backgrounds and the inverse mono logo on 
dark backgrounds. 
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Inverse mono for dark backgroundsRegular mono for light backgrounds

Logos
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Working with backgrounds

Avoid placing the logo on a 
solid red, black or dark charcoal 
background. Where possible, 
place the logo on a white 
background.

If you cannot avoid those solid colour 
backgrounds, we have a white keyline logo 
version that can be used so that it does not 
bleed into the background.  

Also avoid placing the logo on images. 

If you cannot avoid doing so, make sure there 
is sufficient contrast between the logo and the 
area of the image it is sitting on. For example, 
if the image contains colours that are similar 
to the red of the logo, a white keyline must be 
used. If the image contains dark colours that 
are similar to the black of the logo, a white 
keyline must also be used.  
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Logos

  Image contains many reddish areas similar in tone to the 
red square of the logo, so the keyline logo must be used.

  Image contains many dark areas similar in tone to the black 
square of the logo, so the keyline logo must be used.

  We don’t recommend placing the logo on a dark background. 
However, if it is unavoidable, the keyline logo must be used.

   We don’t recommend placing the logo on a red background. 
However, if it is unavoidable, so the keyline logo must be used.
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Clear space and minimum sizing

To determine the clear space area of the 
logo, we use the ‘S’ from within the logo.

To maintain legibility in our master logo, 
it should be no smaller then 15mm on its 
shortest side.
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Logo clear space area, 
using the ‘S’ from within 
the logo. 

Minimum 
15mm height

Logo clear space area, 
using the ‘S’ from 
within the logo. 

Minimum 15mm width

Logos
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International logo

All international communication 
requires an additional lock-up 
with the word ‘AUSTRALIA’ set in 
Simplon Norm Medium. 

AUSTRALIA must always be set in 
uppercase underneath the logo. 

Text colour should be black or white to offer 
the highest contrast against the background 
for legibility. 

Never create your own logo and text lock-
up. Use the pre-set master files provided by 
Marketing.

Landscape logo

Portrait logo

Logos
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Tagline lock-up

Tagline usage is limited to above-
the-line advertising and some 
specific marketing applications. 
For all other applications, use our 
master logo without the tagline. 
 
Here are examples of our landscape and 
portrait logo lock-ups. Never create your own 
lock-up. Use the pre-set master files provided 
by Marketing.

Our lock-up must never sit on a photo, 
patterned background, low-contrast 
background or any other colour outside the 
red, white, charcoal, black spectrum. If placed 
on a low contrast background, a white keyline 
must be placed around the logo and the 
words ‘next gen_now’ must be in white.

Landscape logo + tagline lock-up

Portrait logo + tagline lock-up

Logos
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3D logo lock-up
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This logo lockup is reserved for 
advertising and selected  
brand-related use cases. The 3D 
logo must not appear without the 
next gen_now tagline. 
 
It must always be used along with its shadow. 
The distance between the logo and the 
shadow can be adjusted, however, it cannot 
be more than the length of the logo itself. 

This logo should only be used on white or light 
charcoal backgrounds. 

Seek approval from Marketing if you wish to 
use the 3D logo.

Logos
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Digital logo

The only time the Swinburne logo 
can be altered, where the black 
Swinburne square is used solus, 
is for use on social media, apps, 
video and digital advertising. 
However, this should never be 
used without written approval 
from Marketing. 

This is due to layout and sizing constraints, 
where the text in the full size logo would be 
too small to read. If possible include a pop 
of Swinburne red in another area of the 
design/profile to link back to the brand. Social 
media imagery should reflect the campaign 
material in market at the time. Use RGB/
Hex colour values (refer to page 30) and add 
a white keyline if the black square sits on a 
dark background. 

The Swinburne logo should never be 
altered for use on websites. For assistance 
and advice, please contact Marketing.

16

S
w
i
n
b
u
r
n
e
 U
n
i
v
e
r
s
i
t
y
 o
f
 T
e
c
h
n
o
l
o
g
y

Note: Due to the restriction of variations  
in screen size and available space, the 
logo may be positioned and resized 
according to requirements.

Logos
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The crest
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Variations

Our crest is designed for premium 
communication only. Please 
obtain permission to use it from 
the Chief Marketing Officer or 
Deputy Director, Marketing. 

The crest is used on testamurs and official 
statements, as well as materials that inherently 
carry a level of gravitas. Some instances are in 
corporate stationery, the annual report and 
the Horizon 2025 booklet. In the past, we have 
also used it in communication with the VTAC 
high achievers cohort. 

We have three options of the crest to give 
us flexibility across different types of print 
and digital executions without distorting 
or sacrificing the quality of the illustration.

Option 1
This works well for large signage or decals 
where the line detail can be seen. 

Option 2
This is suitable for small scale 
applications like embroidery and small 
online applications. 

Option 3
This is great for applications that are 
between Option 1 and 2 in scale.  
Print publications, for example.

Do not use the crest on non-premium 
merchandise.  

If you’d like to use the Swinburne crest  
on any background other than light 
charcoal or white, please contact 
Marketing for advice.  

• FACTUM  •  PER • LITTERAS •

• FACTUM  •  PER • LITTERAS •
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The crest

Option 2

Option 3Option 1

• FACTUM  •  PER • LITTERAS •

• FACTUM  •  PER • LITTERAS •
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Brand architecture
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Design
Factory
Melbourne

M A S T E R
B R A N D

  

 Centre for
Mental Health

Centre for  
Human  
Psychopharmacology

Centre for Urban 
Transitions

Centre for 
Design 
Innovation

Centre for 
Urban 
Transitions

Centre for  
Forensic  
Behaviourial Science

Research  
Institutes

Research
Institute

Data Science 

Iverson Health
Innovation 
Research Institute

Smart Cities 
Research Institute

Social Innovation 
Research Institute

Futures
Manufacturing 

Research Institute

and Industry
Space Technology 

Institute

Centre for  
Transformative  
Innovation

Australian 
Graduate School of 
Entrepreneurship

Centre for 
Customer Experience 
and Insight

Centre for 
Astrophysics and 
Supercomputing

Centre for  
Micro-Photonics

Centre for  
Quantum and 
Optical Science 

Centre for
Sustainable  
Infrastructure

Space
Office

 

VariantsSub-brands
Variants with 

endorsed
br and marks

Co-br ands 
(partnership) International

 

Centre for  
Translational  
Atomaterials 

SWINBURNE
OPEN

EDUCATION

SWINBURNE
ONLINE

Factory of  
the Future

Digital
Innovation 
Lab Student  

Life

How we’re structuredBrand architecture
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Swinburne Open Education – sub-brand logo

SWINBURNE
OPEN

EDUCATION

SWINBURNE
OPEN

EDUCATION

SWINBURNE
OPEN

EDUCATION

SWINBURNE
OPEN

EDUCATION

Landscape logo Landscape logo with keyline

Portrait logo Portrait logo with keyline

This logo is reserved for 
Swinburne Open Education only 

This logo strongly calls to mind the Swinburne 
master brand, while visually distinguishing 
Swinburne Open Education as a different 
entity by offsetting the red square in the logo. 
The text in the red box is replaced with the 
sub brand name, set in the brand typeface, 
Simplon Norm Medium. 

The landscape logo is the preferred logo.  
The portrait version can be used in 
appropriate formats e.g. narrow portrait 
layouts. If in doubt, seek Marketing’s advice. 

Please refer to page 23 for clear space and 
minimum sizing guidelines. Turn to page 11 for 
dos and don’ts in apply logos to backgrounds.

When placed against low contrast 
backgrounds, please use the keyline versions 
of the logos.

Please contact Marketing for logo files  
and queries.

Brand architecture
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Mono logo
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Dark backgrounds Light backgrounds

SWINBURNE
OPEN

EDUCATION

SWINBURNE
OPEN

EDUCATION

SWINBURNE
OPEN

EDUCATION

SWINBURNE
OPEN

EDUCATION

The mono logo is for use only 
where colour cannot be used. 

Common examples would be when a 
document is going to be photocopied in black 
and white, or in stationery where the extra 
cost of red ink is not possible.

There are two versions of the mono logo:  
the regular mono logo should be used on light 
backgrounds and the inversed mono logo 
should be used on darker backgrounds.

Our mono logos are never to be manipulated 
or distorted in any way. 

Please contact Marketing for logo files  
and queries.

Swinburne Open Education
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Clear space and minimum sizing

SWINBURNE
OPEN

EDUCATION
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Logo clear space area, 
using the ‘S’ from within 
the logo. 

Minimum 
15mm height

Logo clear space 
area, using the ‘N’ 
from within the logo. 

Minimum 15mm width

SWINBURNE
OPEN

EDUCATION

To determine the clear space area of the 
logo, we use the ‘S’ from within the logo.

To maintain legibility in our master logo, 
it should be no smaller then 15mm on its 
shortest side.

Swinburne Open Education
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Swinburne Online – sub-brand logo

This logo is reserved for 
Swinburne Online only 

This logo strongly calls to mind the Swinburne 
master brand, while visually distinguishing 
Swinburne Online as a different entity by 
offsetting the red square in the logo. The text 
in the red box is replaced with the sub brand 
name, set in the brand typeface, Simplon 
Norm Medium. 

The landscape logo is the preferred logo. The 
portrait version can be used in appropriate 
formats e.g. narrow portrait layouts. If in 
doubt, seek Marketing’s advice. 

Please refer to page 26 for clear space and 
minimum sizing guidelines. Turn to page 11 for 
dos and don’ts in apply logos to backgrounds.

When placed against low contrast 
backgrounds, please use the keyline versions 
of the logos.

Please contact Marketing for logo files  
and queries.

Brand architecture

SWINBURNE
ONLINE

SWINBURNE
ONLINE

Landscape logo Landscape logo with keyline

Portrait logo Portrait logo with keyline

SWINBURNE
ONLINE

SWINBURNE
ONLINE
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Mono logo
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Dark backgrounds Light backgrounds

SWINBURNE
ONLINE

SWINBURNE
ONLINE

SWINBURNE
ONLINE

SWINBURNE
ONLINE

The mono logo is for use only 
where colour cannot be used. 

Common examples would be when a 
document is going to be photocopied in black 
and white, or in stationery where the extra 
cost of red ink is not possible.

There are two versions of the mono logo:  
the regular mono logo should be used on light 
backgrounds and the inversed mono logo 
should be used on darker backgrounds.

Our mono logos are never to be manipulated 
or distorted in any way. 

Please contact Marketing for logo files  
and queries.

Swinburne Online
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Clear space and minimum sizing

SWINBURNE
ONLINE

26
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Logo clear space area, 
using the ‘S’ from within 
the logo. 

Minimum 
15mm height

Logo clear space 
area, using the ‘N’ 
from within the logo. 

Minimum 15mm width

SWINBURNE
ONLINE

To determine the clear space area of the 
logo, we use the ‘S’ from within the logo.

To maintain legibility in our master logo, 
it should be no smaller then 15mm on its 
shortest side.

Swinburne Online
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Co-brands and variants

Co-brands 

When using another logo alongside 
the Swinburne logo, the co-brand logo 
MUST feature the full Swinburne logo in 
landscape.

Please check with Marketing before working 
with the latter co-brand application.

Variant logos 

There are a select group of brand variants 
that are approved by the university to 
utilise a unique brand mark to tell their 
story to a particular audience.

All endorsed variant logos must be formally 
approved by the Deputy Director, Marketing 
and included in this guide.

Note: Prepositions ‘of’ and ‘for’ and ‘and’  
are in lower case, all other words start with  
a capital letter. 

Please contact Marketing for variant logo 
files and any queries on variant usage.
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Brand architecture

Variant logo example Variant logo clear space and arrangement

Co-brand example Co-brand clear space and arrangement

Line height no higher than Swinburne 
logo, preferably smaller.

Logo to have Swinburne ‘S’ 
width space around it

Divide line in black on light backgrounds 
and white on dark backgrounds.

Centre for
Micro-Phototonics 

Space to half the ‘S’  
(or half the clear space)

Centre for
Micro-Phototonics 
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Endorsed brand marks

The university has endorsed the 
use of unique brand marks for a 
select list of entities. 

All endorsed brand marks must be 
formally approved by the Deputy Director, 
Marketing and included in this guide.

The endorsed brand mark can be positioned  
anywhere within an execution.

The following simple rules apply:

 –  It must always be the same size as the red 
square in the Swinburne master logo

 –  It should not appear in the same quadrant 
as the Swinburne master logo

 –  It should not be distorted or altered  
in any way
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Brand architecture

Endorsed logo examples

Swinburne Student Life Swinburne Innovation Precinct Design Factory Melbourne

Sizing guidelines 
for endorsed logos

Student Life logo example.

Size to match red space of logo 
where logo has been used on 
the same page

SWINBURNE 
INNOVATION 
PRECINCT
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Brand colours
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We have pared back our palette to only our brand’s core colours  
– this will assist in creating better recall of the Swinburne brand.

Primary palette 

White 
White is the dominant and preferred 
background colour, because it echoes the look 
and feel of tech company brands. It also helps 
minimise the amount of ink used in printing.

Black
Always use black for text that sits on white 
or light coloured backgrounds. It should be 
the only colour used for text in single-page 
applications. Key brand graphic elements  
(see grid on page 37) must also utilise black. 

Red
This shade of red is the exact colour of the red 
box in our logo. It should be used extremely 
sparingly for graphic elements on single-page 
applications when the logo is present, so that 
a viewer’s eye always rests on the logo first. In 
multi-page applications (e.g. internal spreads 
of a long form document), red may be used 
as a highlight colour, for both text and graphic 
elements – still with restraint, but less so than 
with single-page applications.

Secondary palette

20% tint of red 
Small amounts of this colour may be used 
in long form, text-heavy environments as 
backgrounds for text callouts or insets. In 
these instances, please use black for your 
text colour. It may also be used in charts or 
graphs where additional colours are required 
to distinguish categories. Examples of items 
where this colour may be used include reports, 
course guides, EDMs and specific website 
instances. It is not to be used in advertising.  

85% tint of black (charcoal)
This colour is to be used sparingly for 
occasions when a text box for callouts or 
insets is required; to visually break up a long 
text passage. In these instances, please use 
white-coloured text within the charcoal box.  

10% tint of black (light charcoal)
This colour can be employed in a similar 
manner to the 20% tint of red and the 85% 
tint of black; as a text box background colour. 
Please use black text for your text colour in 
this instance. 

Swinburne burgundy
This is reserved for specific premium 
applications only. Do not use this shade of 
red without approval from the Chief Marketing 
Officer or Deputy Director, Marketing.

Specials

Rose and charcoal foils are reserved for 
specific premium print applications. Do 
not use these without approval from the 
Chief Marketing Officer or Deputy Director, 
Marketing.

Other helpful hints

–  Do not use red as a background colour – it 
forces the viewer to strain their eyes to 
consume information. 

–  Do not use reverse backgrounds (white text on 
black backgrounds) without Marketing approval. 

–  Avoid using red text on black/charcoal 
backgrounds. Also avoid using black/charcoal 
text on red backgrounds. Without extensive 
testing, it is difficult to choose shades of both 
colours that will meet accessibility guidelines. 

Our palette

Specials

Swinburne red

C0  M100  Y91  K0
R237  G28  B46 
#ED1C2E

PMS  Red 032 U 
 1795 C

Swinburne black

C20  M20  Y20  K100 
R0  G0  B0
#000000 

PMS  BLACK6 U 
 BLACK6 C

20% tint

C0  M21  Y11  K0
R251  G210  B208
#FBD2D0

Swinburne burgundy

C29  M100  Y84  K37
R128  G0  B33
#800021

Swinburne white

C0  M0  Y0  K0
R255  G255  B255
#FFFFFF

85% tint

C67  M63  Y60  K51 
R77  G77  B79
#3D3A3B

10% tint

C8  M6  Y6  K0 
R231   G231   B232
#E7E7E8 

Rose Foil

Charcoal Foil

Brand colours

Primary palette

Secondary palette
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Typography
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Primary typeface – for headings and subheadings

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 
‘?“!%#@&\$:*

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 
‘?“!%#@&\$:*

Light 
Medium

Light 
Regular 
Medium 
Bold

Barlow

Simplon (Norm)

Preferred Barlow weights

Simplon weights

We have two options for you to 
use from, depending on what 
you have access to and which 
audience you are trying to reach. 
If you do not have access to 
either, please see page 33.  

Barlow

This is a Google font and has been 
automatically installed on Swinburne 
computers. We have created a variety of 
templates utilising Barlow, for your use (see 
page 59 for more info on PowerPoint and 
flyer templates). Barlow is great when you 
need to create basic communications for 
current students and fellow staff members 
on your own. However, if you are thinking 
of contracting an external designer or 
videographer, please contact Marketing for 
the most up-to-date and accurate advice and 
resources. 

Simplon 

This is a purchased typeface with limited 
licenses. As such, this typeface will be used 
only for advertising and promo material 
aimed at mass audiences. Campus screens 
and content (including videos) that appear on 
our social media channels must also utilise 
Simplon. If you are thinking of contracting an 
external designer or videographer, please 
contact Marketing for the most up-to-date and 
accurate advice and resources. 

Typography
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Secondary typeface – for body copy and general use

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 
‘?“!%#@&\$:*

Light 
Regular 
Semibold 
Bold

Open Sans Preferred Open Sans weights

Open Sans is the workhorse 
typeface of our brand. It should 
be used for all supporting copy, 
body copy and all long form 
texts. Additionally, it is the 
fallback typeface for headings 
and subheadings if you do not 
have access to either Barlow or 
Simplon.

Typography
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Typesetting with Simplon

Headlines 
Simplon Light (Norm)

Widows and orphans

Intro text 
Simplon Light (Norm)

Subheading 1 
Simplon Light (Norm)

Subheading 2 
Simplon Medium (Norm)

Body copy 
Open Sans Light – Minimum size 8pt

Bullet list 
Open Sans Light

Disclaimers and fine print 
Open Sans Light – Minimum size 6.5pt

Typography

Lorem ipsum dolor
Lorem ipsum dolor, euismod etro 
adipiscing diam nonummy euismod 
tincidunt laore.

Lorem ipsum dolor sit
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nibh euismod 
tincidunt laoreet dolore magna aliquam erat volutpat uismod tinciduoreet dolore magn. 

Lor separat existentie
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nibh euismod 
tincidunt laoreet dolore magna aliquam erat volutpat uismod tinciduoreet dolore magn. 

•  Defacto lingo est igpay atinlay, marquee selectus non provisio incongruous feline 
nolo contendre 

• Quote meon an estimate et non interruptus stadium 

• Sic tempus fugit esperanto hiccup estrogen. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy euismod tincidunt laoreet dolore 
magna aliquam erat volutpat. Ut wisi enim minim veniam, quis nostrud exercitation ullamcorper suscipit nisl 
commodo consequat.

Typographic hierarchy 
best practice 

When setting type it is important the 
reader is engaged correctly with the 
information. Proper formatting can help 
efficiency when reading.

Use this page as a best practice visual 
guide on font size and formatting within 
design documents. 

Line lengths

To create optimum legibility and neatness 
with your layout, keep the line lengths 
similar. 10 -12 words per line is ideal. 

Widows and orphans

Correct these typesetting issues to ensure 
ease of readability.

A widow is a very short line – usually one 
word, or the end of a hyphenated word – at 
the end of a paragraph or column. A widow 
is considered poor typography.

An orphan is a single word, part of a word 
or very short line, except it appears at 
the beginning of a column or a page. This 
results in poor horizontal alignment at the 
top of the column or page. 

Also avoid hyphenation of broken words 
over two lines.

Ur, offic tem laNequae et 
verfera vendus nonecabora 
doluptiberia dem suntia qui 
aut velic torporeprate nobite 
nosae. Nam sus acia sus et 
dunt etur aciis qui im harum 
faccat.

Ebit, te cum sim dus quae a 
doluptatur? Apicte nihitatem. 
Et laborerem quo dus que 

maximin et. 

ut et ut atibus auditio.  
Et libusda duci omnihil?  
Quia sin et vel ma aperia con-
perchit quo beatiant re  
invel ilis ma dollacessusa  
quia explige niaeperrum 
a non. 

Widow

Orphan

Hyphenation
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Typesetting with Barlow

Headlines 
Barlow Light

Widows and orphans

Intro text 
Barlow Light

Subheading 1 
Barlow Light

Subheading 2 
Barlow Medium

Body copy 
Open Sans Light – Minimum size 8pt

Bullet list 
Open Sans Light

Disclaimers and fine print 
Open Sans Light – Minimum size 6.5pt

Typography

Lorem ipsum dolor
Lorem ipsum dolor, euismod etro 
adipiscing diam nonummy euismod 
tincidunt laore.

Lorem ipsum dolor sit
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nibh euismod 
tincidunt laoreet dolore magna aliquam erat volutpat uismod tinciduoreet dolore magn. 

Lor separat existentie
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nibh euismod 
tincidunt laoreet dolore magna aliquam erat volutpat uismod tinciduoreet dolore magn. 

•  Defacto lingo est igpay atinlay, marquee selectus non provisio incongruous feline 
nolo contendre 

• Quote meon an estimate et non interruptus stadium 

• Sic tempus fugit esperanto hiccup estrogen. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy euismod tincidunt laoreet dolore 
magna aliquam erat volutpat. Ut wisi enim minim veniam, quis nostrud exercitation ullamcorper suscipit nisl 
commodo consequat.

Typographic hierarchy 
best practice 

When setting type it is important the 
reader is engaged correctly with the 
information. Proper formatting can help 
efficiency when reading.

Use this page as a best practice visual 
guide on font size and formatting within 
design documents. 

Line lengths

To create optimum legibility and neatness 
with your layout, keep the line lengths 
similar. 10 -12 words per line is ideal. 

Widows and orphans

Correct these typesetting issues to ensure 
ease of readability.

A widow is a very short line – usually one 
word, or the end of a hyphenated word 
– at the end of a paragraph or column.  A 
widow is considered poor typography.

An orphan is a single word, part of a word 
or very short line, except it appears at 
the beginning of a column or a page. This 
results in poor horizontal alignment at the 
top of the column or page. 

Also avoid hyphenation of broken words 
over two lines.

Ur, offic tem laNequae et 
verfera vendus nonecabora 
doluptiberia dem suntia qui 
aut velic torporeprate nobite 
nosae. Nam sus acia sus et 
dunt etur aciis qui im harum 
faccat.

Ebit, te cum sim dus quae a 
doluptatur? Apicte nihitatem. 
Et laborerem quo dus que 

maximin et. 

ut et ut atibus auditio.  
Et libusda duci omnihil?  
Quia sin et vel ma aperia con-
perchit quo beatiant re  
invel ilis ma dollacessusa  
quia explige niaeperrum 
a non. 

Widow

Orphan

Hyphenation



S
w
i
n
b
u
r
n
e
 U
n
i
v
e
r
s
i
t
y
 o
f
 T
e
c
h
n
o
l
o
g
y

36

T
h
e
 S
w
i
n
b
u
r
n
e
 b
r
a
n
d
_
2
0
2
1
_V
1.
3

Graphic elements
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The dot grid is a nod to creative, 
innovative culture. It calls to mind 
dot grid notebooks favoured by 
designers, Arduino boards, and 
our iconic ATC building.

Some guidelines on using the grid:

– The grid should never sit on top of images. 

–  The grid should not be laid over or close 
to text. Delete selected dots to create a 
negative space in which you can sit your text. 

–  To ensure a layout contains sufficient clear 
space, the grid should not cover more than 
40% of the layout.  

Grid templates have been individually 
scaled to commonly used formats. Never 
create your own grid. See page 59 for more 
info on what templates are available. If 
you need a template other than what is 
available, please contact Marketing.

Dot gridGraphic elements

One image example

Image placement

Image placement

Image placement

Image placement

Image placement

Image placement

Two images example Three images example
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Imagery building blocks

You have the flexibility of using 
up to three images in your layout. 
When two or three images are in 
use, the secondary and tertiary 
image can be used to compare, 
contrast or elaborate on the 
message put forward in the 
primary image. 

We find that a single image, contextually 
related to the copy, often does a better 
job at communicating the message than 
having multiple images that are weakly 
connected. 

Some guidelines:

–  No more than two sides of an image should 
bleed to the edges of the artwork.

–  Images can only touch at corners,  
not along edges.

–  No more than two images can connect  
in a single artwork.

Images can bleed to no 
more than two edges

No more than two images 
touching in one artworkImages can connect 

at corners only

One image example Two images example Three images example

Graphic elements
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Call-to-action device

This device can be used in both print and 
digital applications for call-to-actions.

Examples of call-to-actions include:

– With phone number e.g. Call 1234 5678 

– With email address e.g. Email xx@swin.edu.au

–  With URL e.g. swinburne.edu.au,  
Go to swi.nu/oweek 

–  Text only e.g. Learn more. Primarily used in 
digital platforms 

Some guidelines: 

– U se Simplon Norm(Medium) or 
Barlow(Medium) for the text in the device

–  The device itself should be 2.5 times taller 
than the copy within it

–  The maximum character count of the text in 
the device is 30 characters

–  The preferred background colour for the 
device is red 

– The preferred text colour is white

–  The arrow icon is to be used with ‘text only’ 
CTAs and can be provided by Marketing 
upon request.

Colours

Padding and sizing

URL treatment

X

X

X X

X x 1.5 X x 1.5

YY x 2.5

X

X

X x 1.5 X x 1.5

YY x 2.5

URL with text

URL with text Text only with arrow icon (primarily for digital use)

URL only

Go to swi.uni/oweek

Graphic elements

Swinburne red with white text for CTAs (preferred)

Swinburne black with white text for CTAs
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Overview

There are two main categories 
under which all our photography 
should fall. 

1.  True-to-life images, which 
make up the majority of usage.

2.  Abstract images, which are 
mainly used as support/
secondary images to true-to-
life images, in layouts where 
two or three images are used. 
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Photography

True-to-life Abstract
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True-to-life

These should be the most widely 
used style of images. Natural 
expressions of people in the 
midst of ‘doing’ – working on 
projects, engrossed in discussion, 
studying or relaxing on campus. 
We very often use portraits of 
people looking down the camera 
barrel, especially to accompany 
testimonials

Our true-to-life images can be broken into 
five main categories:

1. People and technology

2.  Student experience – includes campus 
experience

3.  Sense of place – shots of students in 
Hawthorn / the train

4. Cutting edge facilities

5. Portraits 
 –  In-studio portraits are reserved for 

marketing and advertising material

 –  Insitu portraits can be used more freely 
e.g. on the web, in publications, internal 
posters, nearly anywhere
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Photography 
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People and technology

This category of images reinforces 
our Swinburne vision of ‘people and 
technology, working together to 
create a better world’. This can be 
single shots of people interacting 
with tech or groups of people 
collaborating while using tech. 

Our preference is to use candid shots 
of people in-the-moment, engaged with 
each other or the tech they’re interacting 
with. However, for occasions where the 
communication piece is a profile, it’s perfectly 
acceptable to have a shot of the profiled 
person looking into the camera. 

Natural light is preferred. However, some 
spaces are artificially lit by the very tech that 
we seek to feature – in these cases, it’s also 
acceptable to capture that lighting as-is. You 
are encouraged to consult Marketing for 
advice if you are unsure of the specific lighting 
conditions you are dealing with. 
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Photography 
True-to-life
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Student experience
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These types of shots are mainly 
about people. They should 
convey the range of learning and 
social interactions that make up 
the rich Swinburne experience. 
Inspiring and enthralling talks, 
collaborating on group projects, 
immersing oneself in student 
clubs, grabbing a coffee or lunch 
on Glenferrie Road and seeking 
a quiet corner for study are 
occasions that are quintessential 
to student life. 

Photography 
True-to-life
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Sense of place
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These shots are mainly 
focused on the unique spaces 
and buildings that make up 
Swinburne, whether at Hawthorn, 
Wantirna or Croydon. Some 
thought starters for ‘sense 
of place’ include the campus 
buildings and train line that runs 
through the campus, as well as 
the buzz-y surrounds of Glenferrie 
Road near the Hawthorn campus. 

Photography 
True-to-life
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These shots are meant to show 
the unique tools and technology 
that our students and researchers 
are able to work with. In this 
category, it’s best to cover off 
shots with and without human 
subject/s in them to give yourself 
the greatest flexibility in design 
and layout. 

Photography 
True-to-life
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Portraits
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Our portrait photography falls into 
two categories: studio and insitu 
shots.  

Studio

This style of photography always has the talent 
positioned in front of a single colour backdrop 
and is reserved for Marketing use only.

Insitu

This style of photography can be used by all 
university stakeholders. Some helpful hints:

–  Use a shallow to medium depth of field to 
keep the focus on the human subject. 

–  Aim to create soft texture in your shot 
by choosing backgrounds that contain 
different objects, depths, or people and very 
importantly, keeping the background off-
focus.

–  Photos where the talent is standing against 
a plain, flat background/wall are strongly 
discouraged.

–  You have the option of having your subject 
look into the camera or off-camera – 
whichever suits your purpose best. Aim for a 
natural, in-the-moment feel.

–  Where possible, obtain the bio of your 
subjects for the creation of future content.

Studio examples Insitu examples

Photography 
True-to-life



T
h
e
 S
w
i
n
b
u
r
n
e
 b
r
a
n
d
_
2
0
2
1
_V
1.
3

Abstract

Abstract images are mainly to 
be used as the secondary and 
tertiary image/s on layouts 
featuring more than one image. 
See page 36 for more info on 
these types of layouts. 

Since the abstract image in a layout is a 
supporting image, its subject matter must 
be related to the main image; it elaborates 
on the main image or purposely creates a 
striking contrast. By ‘abstract’, the image 
subject should be shot or treated in an 
unusual manner e.g. long exposure shots with 
light streaks, super-saturated colours, cross-
processed colours, other lomographic-style 
treatments and/or cropped in a unique and 
unexpected way. 

Our abstract images should provoke curiosity 
and invite the viewer to linger on the image, to 
‘figure it out’.
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Photography

See something on 
campus that may 
need fixing?

swi.nu/issue

Students can let us know at:

CRICOS 00111D  RTO 3059  TEQSA PRV12148 
Australian University SUT0308_1910

Correct use of a supporting abstract image

In this example our hero image features hands working to fix a light switch, relating to the 
poster topic of campus maintenance. The supporting abstract image relates to our hero by 
featuring a close up of a drill bit.
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Copy style
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Common guidelines
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Basic copy  
style guide

Swinburne
We are ‘Swinburne University of Technology’, ‘Swinburne University’ 
or ‘Swinburne’. In long passages of text, use ‘Swinburne University of 
Technology’ in the first mention, and either ‘Swinburne University’ or 
‘Swinburne’ thereafter. Consistently use the same shortened form 
within a single document.

Do not abbreviate Swinburne or create wordplay with our name. Do 
not create words like ‘Swin’, ‘Swinny’ or ‘Swinning’. 

The acronym SUT is internal Swinburne language and should never 
be used in external-facing communications or advertising. 

Headings
We prefer to not use full stops in our headlines. Full stops may be 
used however if other punctuation is needed (e.g. a comma) or when 
the headline consists of more than one sentence. Headlines should 
be short in length and succinct.

Acronyms in headings
Please use full stops between letters in acronyms if omitting the full 
stops makes the acronym unclear. E.g. I.T. (correct) vs IT (wrong) for 
information technology.

Times and dates 
Time are to be represented as 00.00am/00.00pm or 0am/0pm.

Example: 9am – 12.30pm

All dates are to be represented as Day Date Month Year, no commas 
(,) are required after the day of the week or month.

Example: Friday 19 January 2018

Example: Fri 19 Jan 2021 (when space is limited)

Numbers
Numbers below 10 should be spelled out. Numbers 10 and above 
should be written as numerals. An exception exists – when you are 
writing article headlines or EDM subject lines, you should generally 
use numerals. Phone numbers are always written in numerals.

Fractions
All fractions are to be represented as ‘½‘ not ‘1/2’ or spell out where 
necessary i.e. half of the class were accepted. 

Web addresses
Web addresses should be represented without the www. prefix 
or full-stop (.) at the end of the URL. If more clarity is required in 
body text, the www. can be included, but never for call to action 
(CTA) statements.

Example: swinburne.edu.au/specific

Ampersands
Ampersands should not be used, except when character counts (in 
digital applications) restrict your writing.

Title case or sentence case
Title case is used for proper nouns. 

Examples: Bachelor of Communication Design (Honours), School 
of Design, Factory of the Future, Space Technology and Industry 
Institute

Study areas, disciplines and majors should use sentence case when 
used in sentences.

Examples: 

“Swinburne offers degrees in engineering, architecture and design.”

“When you study the Bachelor of Health Science, you can choose 
from these majors – biomedical science, neuroscience, nutrition and 
health promotion.”

However, when used as standalone labels e.g. when the 
aforementioned majors are part of a bullet list, it’s acceptable to use 
title case for each major.
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Course guide

3

University as you know it is getting an upgrade. 

With guaranteed real industry experience in 

all Swinburne bachelor degrees. Because learning 

should be both upload and download. With 

innovative courses, co-created with industry. 

And the first Adobe Creative Campus in Australia. 

Because digitally-literate you is highly  

hireable you. 

At Swinburne, you’ll meet thinkers, makers  

and doers – not of tomorrow, but of today. 

So, join the uni that’s reinventing uni.  

And become the next gen of yourself, now. 

Contents
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Qualification  Certificate Diploma
Advanced diploma  
or associate degree Degree Professional degree Degree with honours Double degree

Duration Varies. From 10 weeks to 3 years. Typically 1 year 
(Ranges from 6–24 months)

Typically 2 years 
(Ranges from 6–24 months)

Typically 3 years FT  
(4 years for law and education)

4 years FT 4 years FT 4–6.5 years FT

Work experience Work placements and projects,  
and workplace simulations.

Work placements and projects,  
and workplace simulations.

Work placements and projects,  
and workplace simulations.

Options include professional 
placements, professional 
internships, accreditation 
placements, industry study tours 
and industry-linked projects.

12 month paid professional 
placement embedded in course.

Options include professional 
placements, professional 
internships, accreditation 
placements, industry study tours 
and industry-linked projects.

Options include professional 
placements, professional 
internships, accreditation 
placements, industry study tours 
and industry-linked projects.

Financial considerations • VET Student Loan 
• Skills First 
• Concessions 
• Free TAFE for Priority Courses*

• JobTrainer** 

• VET Student Loan 
• Skills First 
• Concessions 
•  Free TAFE for Priority Courses*

• JobTrainer** 

Advanced Diploma:
• VET Student Loan 
• Skills First 
• Concessions 
•  Free TAFE for Priority Courses*

Associate Degree:
• HECS-HELP

HECS-HELP HECS-HELP HECS-HELP HECS-HELP

Entry requirements Varies. For some courses, successful 
completion of Year 12 or equivalent 
relevant work experience. 

For others, simply meeting the 
minimum age requirements.

Varies. Typically, successful 
completion of Year 12, equivalent 
relevant work experience, or 
completion of prior certificate.

Varies. Typically, successful 
completion of Year 12, equivalent 
relevant work experience, or 
completion of prior certificate.

Successful completion of Year 12. 
Plus, meeting ATAR requirements, 
prerequisite subjects and any  
extra requirements.

Successful completion of an 
Australian Year 12 program in the 
year prior to applying. Plus, 
meeting ATAR requirements, 
prerequisite subjects and any 
extra requirements.

Successful completion of Year 12. 
Plus, meeting ATAR requirements, 
prerequisite subjects and any 
extra requirements. Students 
must also maintain academic 
standards while at uni.

Successful completion of Year 12. 
Plus, meeting ATAR requirements, 
prerequisite subjects and any  
extra requirements.

Best suits Many certificates, including 
apprenticeships, will suit students 
who are interested in a trade or 
vocational career and wish to enter 
the workforce sooner. Other 
certificates can provide a stepping 
stone to pathway into a diploma or 
degree or help you take  
the next step in your career.

Many diplomas will suit students 
seeking to upskill or enter the 
workforce sooner. Others will suit 
those seeking to pathway into  
a degree or take the next step  
in their career.

Students seeking to master  
a specific skillset who are looking  
for a more in-depth education  
than a diploma but don’t require  
a bachelor qualification.

Students seeking a professional 
career who are ready for the next 
step in their education.

High achieving students who 
want  
to undertake one whole year  
of full-time work experience as  
part of their degree.

Students seeking a more  
in-depth study experience who  
are happy to complete a fourth  
year of study.

Students wishing to undertake  
a broad study experience across 
different study areas in order  
to achieve specific career goals.

The beauty of choosing a university like Swinburne 
is that you get options. You can jump in to a 
standard three-year degree, you can undertake an 
apprenticeship, you can dip your toe in the water 
with a certificate or diploma then progress to higher 
education or go straight into work. You can even start 
your study journey now and go on to postgraduate 
study – like a master or PhD – down the track.

There are so many options at Swinburne, it’s just a 
matter of choosing what’s right for you.

Certificates and diplomas

Swinburne has been offering TAFE 
qualifications for more than 100 years. 
From apprenticeships to courses in 
engineering, IT, health, business and 
more, we’ve got you covered. Many of 
our vocational courses fall under the 
banner of ‘nationally recognised training’, 
which means they have standardised 
curriculums that are recognised and 
respected around Australia.

Career progression

Gain skills that are in demand and 
get your hands on the latest tech and 
equipment used in industry. You’ll 
graduate prepared to get a job, progress 
to the next level in your career or go on 
to higher education.

Apprenticeships

A Swinburne apprenticeship is a 
partnership between you, your employer 
and Swinburne. Your employer will teach 
you on the job while Swinburne provides 
the formal training. Meaning you get paid 
while earning a qualification!

Degrees

Learn from industry experts and 
embrace work-based learning.

Standard degrees

Our standard degrees are anything 
but. They’re packed with practical skills, 
taught by experts in their fields and 
designed to give you an edge. They’re 
also some of the most flexible degrees 
around. Sharpen your focus with a  
major, which will become your primary 
area of study.

Degrees with honours

In some degrees, you can take on a 
fourth year to dive more deeply into 
your major area and develop your 
research skills. Many of our degrees, 
including some in design, engineering 
and psychology, have an integrated 
honours year.

Double degrees

Double degrees are a great way to 
broaden your study experience  
and are highly respected by employers. 
Generally, they only add one extra year 
to a standard degree – so you could get 
six years’ worth of study in four! 

Degree pathways

Don’t have the qualifications to enrol 
directly in a bachelor degree?  
Here are some Plan Bs that will get you 
into your Plan A.

UniLink diplomas

Not sure if jumping straight into a degree 
is for you? Or worried about not getting 
the ATAR you need? Generally equivalent 
to eight units of study (usually one year 
full-time), UniLink diplomas offer a more 
supportive style of learning and can 
provide a pathway to the second year of 
a related bachelor degree

Mathslink

Didn’t do enough maths to get into your 
preferred Swinburne course? MathsLink 
is your answer. It’s a bridging program  
for students who require Units 3 and 
4 Mathematical Methods or Units 3 
and 4 Further Mathematics to study at 
Swinburne. See page 97 for more.

What’s right for me: 
certificate, diploma 
or degree?

*Free TAFE for Priority Courses is a Victorian Government initiative that covers a select range of TAFE courses.
**JobTrainer is a joint Commonwealth and State Government initiative which provides additional funding to increase access to 
free or low fee training places for young people and job seekers who have been most affected by the COVID-19 pandemic.

FT = Full time study
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Facilities and services
Get free access to the Adobe Creative 
Cloud anywhere, on any device,  
for the entire time you’re studying  
at Swinburne. 
There’s wi-fi across campus and the  
on-campus library and computer 
labs provide you with the space and 
resources for study outside class. 
There’s also a range of services to 
support your wellbeing:
• careers and employment
• counselling
• health
• housing
• disability support
• financial advice
• learning and study skills
• advocacy 
• legal advice
• childcare.

Learning and Academic 
Skills Centre
Attend free workshops and seminars, 
access online resources, or chat with  
an adviser. Develop your skills in:
• essay, report and thesis writing
•  maths, statistics, physics and 

chemistry
• giving presentations
• researching and referencing
•  making assignments look  

more professional
• preparing for exams.

Visit swinburne.edu.au/las

Mathematics and  
Statistics Help Centre
Open five days a week during semester, 
here’s where you can ask questions 
about the maths and statistics in  
your course.
Visit swinburne.edu.au/mash

Safety on campus
Swinburne takes safety and security 
very seriously. We offer a range of 
services to keep you feeling safe on 
campus, particularly during those late-
night study sessions.
• Hawthorn night bus to drop you  

home locally.
• Security officers on patrol and 

available to accompany you anywhere 
on campus.

• Safe@Swin app with links to 
emergency and support services, 
safety tools and campus maps.

• Safer Community team for support 
on issues such as bullying and 
harassment.

Moondani  
Toombadool Centre
The MTC offers Indigenous students 
support with pre-enrolment, subject 
selection, orientation, graduation, and 
life beyond study  – so you can feel in 
control of your studies and career. We 
make sure your Swinburne experience 
is positive, inclusive and successful. 

Claire m
aking the m

ost of her study abroad experience.

Swinburne Student Life 
Get involved in clubs, sports, 
volunteering, and leadership 
opportunities – all coordinated by 
Swinburne Student Life. We even 
have our very own mascot, Razor  
(he’s hard to miss – the big red 
Razorback Pig) to keep you in the know 
about complimentary services, fun 
events, freebies and more.

Clubs and sport

Join a club and make life-long friends. 
Choose from a huge range of social, 
cultural, sporting and academic 
interests. You could even travel 
with your favourite sport to play at 
intervarsity competitions.

Volunteering

Give back, make new mates and be 
part of an amazing community. You’ll 
score awesome experience for your 
CV (making yourself attractive to 
future employers), gain access to free 
accredited training, and be eligible  
for the Emerging Leaders Program.

Leadership

The Swinburne Student Life Leadership 
Program fosters leadership skills, 
provides opportunities to lead, and 
celebrates the success of student 
leaders. Attend talks, workshops, 
panels and more, and get experience 
that will boost your career. 

Events and activities

There’s always something happening 
at Swinburne – both on campus and 
online. From Orientation (think food 
trucks and live bands) to cultural 
celebrations, wellbeing carnivals, Pride 
parades, trivia nights, Netflix parties 
and much more.
Visit swinburne.edu.au/studentlife

Swinburne Student Union
Enjoy the perks and support from 
Swinburne’s student-run representation, 
welfare and events service. Or join in 
their campaigning to protect student 
rights and interests. 
As a union member, you can get:
• free breakfasts on weekdays
• a weekly barbecue
• free printing
• locker hire
• local discounts.
• and much more.

Study Abroad with 
Swinburne
Trying to choose between a gap year to 
travel the world, or study? You don’t have  
to give up your dreams of adventure when 
you choose Swinburne. In fact, most of  
our students are eligible for an overseas 
study program. (Worldwide pandemics 
notwithstanding, of course.)
Choose from student exchange, study 
tours or overseas internships – the 
opportunities are endless. 
Plus, our Swinburne travel scholarships 
are there to help with the financial side 
of things. So, no matter your situation, 
you have the chance to get your 
qualification and conquer the world 
while you’re at it. 
Visit swinburne.edu.au/abroad

Swinburne life is what you make it

Uni isn’t just about study. It’s about expanding your 
horizons, making new friends and packing everything 
you can into the next few years before full-time work 
kicks in.

Swinburne empowers you to make the most of your 
uni experience. With learning and study support, of 
course, but with life stuff, too. From support services 
that will help you through hard times, to clubs, activities 
and events, to an overseas adventure. We recommend 
getting involved in all that Swinburne has to offer.

These will be some of the most memorable years of 
your life. At Swinburne, they’ll also be the foundation 
that will set you on your path to success.
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Aviation

Is it a bird? Is it a plane? Well, yes actually – and it could 
be you flying it! Our Bachelor of Aviation will have you 
taking to the skies from week three. Prefer to keep 
your feet firmly on the ground? Our aviation 
management course could be just the ticket. 

Soar into a future in piloting aircraft, air traffic 
control, management, compliance, network analysis 
and beyond.

Jetstar
Swinburne is proud to provide cadet pilot training for Jetstar. 
The cadetship program trains future First and Second 
Officers to fly Jetstar Airbus A320 and Boeing 787 Dreamliner 
aircraft.

Qantas Future Pilot Program
We have partnered with Qantas to offer a pilot pathway  
program that qualifies Swinburne’s flight crew of the  
future to fly with QantasLink, the airline’s regional brand.

Leading aviation educationMore than 
25 years

To offer bachelor degree-level 
courses that specifically train you  
to be a commercial pilot 

Only Uni 
 in Victoria

Courses at a glance

Core Major ElectiveUnit types

Bachelor of Aviation 

Bachelor of Aviation Management  

Associate Degree of Aviation  
– Jetstar cadetship program  

Scan for more info about our 
Aviation courses

Bachelor of Aviation  

  3 yrs FT/ 6 yrs PT      H  EV RC      V or D     Units    

Prerequisites 
Units 3 and 4: a minimum study score of 25 in English 
(or equivalent) or 30 in English (EAL); and Units 3 and 4:  
a minimum study score of 20. Applicants must complete  
a skills test. 

Pathways options
• Diploma of Engineering (UniLink) see page 55

Career opportunities 
• Professional pilot.

Become equipped for a professional career as a pilot. 

Learn about the structure and operation of the aviation industry; 
undertake flying training at CAE Australia Flight Training; develop 
practical capabilities in management and analysis.

This course is designed to take graduates beyond the requirements 
for the Civil Aviation Safety Authority Air Transport Pilot Licence 
theory examination, and Commercial Pilot Licence and Multi-engine 
Aeroplane Instrument Endorsement practical tests. Elect to 
complete additional flying qualifications such as a Flight Instructor 
Rating or Part 61 approved Multi-crew Cooperation Course.

Combine this degree with Bachelor of Business (double degree 
duration 4 years).

Bachelor of Aviation Management  

  3 yrs FT/ 6 yrs PT      H      70^      V or D      Units  

Prerequisites  
Units 3 and 4: a minimum study score of 25 in English 
(or equivalent) or 30 in English (EAL); and Units 3 and 4:  
a minimum study score of 20 in any Mathematics.

Pathway options 
•   Diploma of Engineering (UniLink) see page 55

Career opportunities 
• Aviation consultant
• Aviation regulatory and safety services manager
• Airline ground operations manager
• Airport manager
• Airline operations manager.

Gain a sound professional understanding of the aviation industry and 
develop skills in organisational, regulatory, safety, technical and 
business management.

Combine this degree with Bachelor of Business or Bachelor of Laws 
(double degree duration 4 to 5 years).

Associate Degree of Aviation - Jetstar cadetship program  

  1.5 yrs FT      H  EV      RC         Jetstar     Units   

Prerequisites 
Units 3 and 4: a minimum study score of 25 in English 
(or equivalent) or 30 in English (EAL); and a study score  
of at least 20 in Further Mathematics.

Career opportunities 
• Commercial pilot.

  

Undertake your professional pilot training at CAE Australia Flight 
Training, Moorabbin Airport, as part of the Jetstar cadetship 
program. You’ll obtain a Commercial Pilot Licence (CPL) and 
Multi-engine Aeroplane Instrument Endorsement. You will also 
complete a Multi-crew Cooperation and Jet Orientation Course, and 
the required theory for the Air Transport Pilot Licence in order to 
prepare you for a career as a commercial pilot. This course is 
offered in conjunction with Swinburne through Jetstar and must be 
applied for directly with them.

RC Range of criteria
For more information about ATARs,  
please refer to page 100.

 Entry ATAR
^ Guaranteed entry 
# Minimum entry

 Duration
FT Full-time 
PT Part-time

W Wantirna
O Online
EV External venue

 Location
C Croydon
H Hawthorn

 Where to apply
V VTAC
D Direct
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"Switching to study what I love has given me a sense of purpose  
and direction in life. My capstone project has been a real highlight.  
It culminated with an exhibition that was planned and set up by the  
entire class. The teachers are all so supportive, but also push me to 
take my ideas further. Plus, they’ve helped me secure a month-long  
internship in Tokyo my favourite city)!" 

Suzanne 
Bachelor of Design  
with a major in Photomedia

Design

Bachelor of Design 

  3 yrs FT / 6 yrs PT       H*         70^        V or D    Units  8 8 8

Prerequisites  
Units 3 and 4: a minimum study score of 25 in English (or 
equivalent) or 30 in English (EAL); and Units 3 and 4: a 
minimum study score of 20 in one of Art, Product Design 
and Technology, Media, Interactive Digital Media C, 
Creative and Digital Media (VCE VET) I, Studio Arts, or 
Visual Communication Design.

Pathway options 
• Diploma of Design (UniLink) see page 45 
• Advanced Diploma of Graphic Design CUA60315 

see page 45
• Advanced Diploma of Interior Design MSF60118  

see page 45
• Diploma of Digital and Interactive Games ICT50215 

see page 62
• Diploma of Graphic Design CUA50715 see page 45
• Diploma of Interior Design MSF50218 see page 46
• Diploma of Visual Merchandising MSF50218 see page 46

Complete core units in your first year that introduce different 
design fields and to assist in selecting a major.

Choose from studies in branded environments, communication 
design, motion design, photomedia, and UX interaction design.

Combine this degree with Bachelor of Business or Bachelor  
of Media and Communication (double degree duration 4 years).

Also see Bachelor of Design (Architecture) and Bachelor of Design 
(Interior Architecture) (Honours) page 30.

Majoring in 

Branded Environments

This multidisciplinary course integrates 
communication design, interior 
architecture and environmental and 
experience design principles. You’ll take  
a brand’s identity beyond the visual and 
translate it into three dimensions. Learn 
how to think conceptually and 
communicate visually in our collaborative 
studios. Explore contemporary retail 
design and branding design problems.

Career opportunities
• Exhibition designer
• Visual merchandiser
• Interior designer
• Set designer
• Communications designer
• Communications researcher.

Majoring in 

Communication Design*

Develop your design thinking and 
practice in order to prepare you to 
thrive in today’s fast-paced digital 
environment. Learn core specialisms 
such as typography, image-making, 
brand and identity, 3D form packaging, 
information design, web design and 
publication design. Combine them with 
strategy, concept development and 
design to create razor-sharp ideas that 
cut through the competition.

Also see Bachelor of Design 
(Communication Design) (Honours)  
page 44.

Career opportunities
• Communications designer 
• Web designer 
• UX designer 
• Interaction designer 
• Experience designer 
• Design consultant.

Majoring in 

Motion Design

Design and motion come together in 
the future of visual communication. 
Mixing graphics, type, animation, video, 
photography and sound, you’ll become 
a creative communicator for the whole 
range of digital platforms.

Career opportunities
• Motion designer 
• Digital designer 
• Animator 
• Video producer 
• Design consultant.

Unit types 
 Core 
 Major

 
 Elective 
 Prof Placement

RC Range of criteria
For more information about ATARs,  
please refer to page 100.

 Entry ATAR
^ Guaranteed entry 
# Minimum entry

 Duration
FT Full-time 
PT Part-time

W Wantirna
O Online
EV External venue

 Location
C Croydon
H Hawthorn

 Where to apply
V VTAC
D Direct

*The Bachelor of Design with a major in Communication Design can also be done via Swinburne Online.
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Accounting  35, 38

Accounting and finance  35

Accounting and financial planning  35

Advertising  21, 22, 80

Animation  61, 62

Applied mathematics  89

Architectural engineering  53

Architecture and building design  31

Arts  21, 24

Aviation management  27

Biochemistry  89

Biomedical  65

Biomedical engineering  53

Biotechnology  89

Branded environments  43

Bridging courses  97

Building and construction  92

Business  34, 39

Business administration  35

Business analysis  37

Business foundational  39

Business information systems  37, 73

Business systems  73

Chemistry  89

Cinema and screen studies  21, 80

Civil engineering  53, 55

Clinical technologies  65

Communication design  43, 44

Community services  66

Computer science  72

Conservation and   31, 92
land management

Creative product development 45

Creative writing and literature  21, 80

Criminology  21, 24

Cybersecurity  72, 74

Data analytics  37

Data science  72

Design  43, 45

Digital advertising technology  22, 80

Digital and interactive games  62

Disability 68

Early childhood and primary teaching  49

Early childhood education and care  50

Early childhood teaching  49

Educational studies  50

Electrical  93

Electrical and electronic  53, 55

Engineering  53, 54, 55, 93

English as a second language  97

Entrepreneurship and innovation  35

Environmental science  89

Environmental sustainability  22

Event management  39

Exercise and sport science  64

Film and screen production  58

Finance  35

Financial planning  36

Games and interactivity  61, 62, 81

Games development  61, 62, 72

General education for adults  97

Global studies  22

Graphic design  45

Health promotion 65

Health science  64, 68

History  22

Horticulture and landscape  31, 94

Human resource management  36, 39

Indigenous studies  22

Industrial design  44

Information technology  38, 73, 74

Interior architecture  30

Interior design  45

Internet of Things  72

Journalism  23, 81, 82

Justice  77

Laboratory technology  90

Law   77

Library and information services  25

Logistics and supply chain  36
management

Management  36

Marketing  36

Mechanical  53, 55

Media and communication  80, 82

Media industries  23, 81

Motion design  43

Networks  72, 73, 74

Neuroscience  65

Non-Emergency Patient Transport  68

Nursing  84

Nutrition  65

Paramedical science  68

Philosophy  23

Photography  46

Physics  89

Plumbing  94

Politics and international relations  23

Primary teaching  49

Product design engineering  53

Professional piloting  27

Professional writing and editing  23, 25, 81

Psychological sciences  86

Psychology and forensic science  65

Psychology and psychophysiology  66

Public relations  81

Robotics and mechatronics  54, 55

Science  89, 90

Screen and media  68

Social media  23, 81

Social media marketing  40

Sociology  23

Software  54, 73, 75

Software engineering  54

Sports management  36, 40, 68

Sports media  58, 82

Systems  74

UX interaction design  44

VCAL  98

VCE connect  98

Visual arts  46

Visual merchandising  46

Website design and development  75

Course Index
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Campus posters

These A3 templates are available for 
download. Please see page 59

NOTE. there will be loud music during the event. Please consider 
your choice of study location during these celebrations.

Diwali Celebrations
Join us for Bollywood dancing, singing 
performances and traditional food from all over 
India to celebrate Diwali, the Festival of Lights.

Thursday October 10
1pm, Atrium

swi.nu/diwali

CRICOS 00111D  RTO 3059  TEQSA PRV12148 
Australian University SUT0308_1910

Finding Common 
Ground
Inter belief and world view dialogue

Vegetarian snacks provided.
Open to anyone, just turn up!
Eevery Thursday at 12.30pm, Room GS 302

For more information, contact Ruth Sandy at: 
rsandy@swin.edu.au | 9214 4334

CRICOS 00111D  RTO 3059  TEQSA PRV12148 
Australian University SUT0308_1910

Wellbeing at Swinburne, and our partners Medibank are 
offering free 30 minute health assessments, available 
exclusively to international students who are signed up to 
Medibank’s Overseas Student Health Cover.

Start your 
semester
on a healthy 
note

Getting your health assessed will help you take a proactive approach 
to your health and wellbeing, and be ready to take on your studies 
this Semester.

You will be assessed by one of our experienced nurses at Hawthorn 
campus, and receive professional health advice based on your results. 
You may then be eligible for additional appointments to receive a 
selection of free immunisations.

Places are limited to the fi rst 150 students, so get in quick!

Call 9214 8483 to make a booking

Free 30 minute Health 
assessment and 
immunisations

Exclusively for 
international 
students who use 
Medibank’s OSHC

Limited to first 150 
students

CRICOS 00111D  RTO 3059  TEQSA PRV12148 
Australian University SUT0308_1910

Layout examples
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Pull-up banners

Pathways and 
Master Qualifying 
programs

swinburne.edu.au

CRICOS 00111D  RTO 3059  TEQSA PRV12148 
AUSTRALIAN UNIVERSITY SUT0308_1910

Enrolment
support hub
Your one-stop enrolment shop.

Efficient. Available. Helpful.

CRICOS 00111D  RTO 3059  TEQSA PRV12148 
AUSTRALIAN UNIVERSITY SUT0308_1910

Sport Innovation 
Research Group

swinburne.edu.au/sportinnovation

CRICOS 00111D  RTO 3059  TEQSA PRV12148 
AUSTRALIAN UNIVERSITY SUT0308_1910

Layout examples
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Digital displayLayout examples

970x250 – 2 frames 600x300 – 2 frames

728x90 – 3 frames

300x250 – 3 frames

In digital display, we use an  
off-white background colour and 
include a light keyline around the 
artwork to ensure that artwork 
stands out distinctly on websites. 
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WebsiteLayout examples
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PowerPointLayout examples
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Templates and  
ready-made assets
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Resources
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Templates and  
ready-made assets

You may download the following resources on this page. Please note that these downloads are 
accurate as of 10 August 2021. Additional templates will be provided in future releases.

– Email signature with new brand tagline

– PowerPoint slide deck template

– A3 poster template

– A4 flyer template

– Certificate template

– Email (EDM) header banner template

– Swinburne landscape and portrait logo

Video templates and accompanying guidelines are available on Swinburne Commons from 4 May 2021.

Please contact Marketing at marketingservices@swin.edu.au for further advice.
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Thank you

Information is accurate  
as of 9 September 2021

For further information:

marketingservices@swinburne.edu.au


