UVic Edge Voice Guidelines

Our voice

It's our role as UVic communicators to tell a clear, consistent, and compelling story to the world about who
we are, what we do and why we matter. The language we use to tell the UVic story matters. Our voice plays an
important role in how we attract students, interact with community partners and engage with alumni, faculty,
sta and supporters.

Our voice is a combination of three elements: the tone of our communications, the overall character we convey,

and our unique messaging.
Character Message
world-inspired positioning
vital & creative brand story
discovery-centered

passionately engaged

| 4 | 4

Tone

UVic’s voice is not just about what we say but also how we say it. As a shorthand, remember the three
Cs of our tone of voice:

Clear—direct, succinct, easy-to-understand

Credible—Dbelievable, authentic, genuine

Conversational—compelling, engaging, evocative, personal

A clear voice

Strong expression is direct, succinct, and easy-to-understand. Passive voice and excessive wordiness can confuse
readers. Get straight to the point. UVic's voice is active. It doesn't wa e. State what we do. Avoid bureaucratic
language and legalese.

Weak expression Strong expression

We are focusing our attention on the development of [x] We develop [X]

We seek to explore [X] We are exploring [x]

We have a diverse range of programs that provide [x] Our programs provide [X]

We strive to ensure that ... We ensure that ...

Subsequent to reviewing the aforementioned report ... After reviewing the report ...

As part of the institution’s ongoing commitment to ensuring We're proud of our service quality. To make it even
better quality services, we intend to ... better, we are ...




A credible voice

Be genuine and speci c.Vague generalities and hyperbole undermine credibility. Include facts and gures.

Explain the bene ts.

Less credible More credible

An exciting new course ...

This course is grounded in the latest research from (or other quali ers) ...

Our facilities are world class ...

You'll work with lab equipment that is usually reserved for international

research teams ...

We're a leading research university

We're consistently ranked in the top [X] in research

A conversational voice

The goal of communications is to bring the UVic experience to life. Make the language personal, engaging, and

evocative. Use colourful nouns and active verbs that convey real emotions like “explore” or “defy boundaries’ We're
welcoming and passionate. Be conversational with personal pronouns like “you”and “we.” Avoid bureaucratic, institu-
tional language. Write as though you are telling a good friend about an experience that really matters.

Here are a few principles to keep in mind when crafting your communications.

We're personal. Speak directly to your
audience. Use rst person pronouns.

The University runs a series of
open houses for prospective
students in October.

Join us for one of our open houses in
October. We'd love to show you the campus
and answer your questions

We're empathetic. Show we really care
with inclusive welcoming language!

Students have access to
academic support resources.

We know that your rst weeks can seem over-
whelming. Right from the start, your academic
advisor provides practical advice on [X].

We're optimistic and passionate ...

Inspire people with a sense of possibilities.

The university is involved in
important research.

We tackle essential issues that matter—
to people, places and the planet.

We're smart but accessible ... Respect
the intelligence of our audiences
without being esoteric.

Our approach disambiguates
the relationship between
experiential and theoretical
learning while building on
synergies across disciplines.

Our multi-disciplinary approach combines
the best of theory and hands-on experience.

Check out UVic's Style Guide for speci ¢ details on spelling, abbreviations, punctuation, inclusive language,
academic terms and other editorial content.




Character

Our character attributes are the distinct qualities that
re ect“UVic-ness”and our one-of-a-kind spirit. In your
communications, ask yourself if these traits come
through:

r -,!: /@ e :\We celebrate the natural environment
éKd the diverse cultures—Indigenous and international—
that help shape our knowledge of the world.



Vital impact

Vital impact drives our sense of purpose. As an
internationally renowned teaching and research hub,
we tackle essential issues that matter to people, places
and the planet.

Sample copy lines:

AEssential, life sustaining—that's the kind of vital
impact that de nes us.

AWe're focused on urgent issues that matter to
people, places and the planet.

A Sustainability, healthy societies, social justice,
jobs and a strong economy are at the core of our
commitment to meaningful change.

Extraordinary environment

Discovery, creativity and innovation come naturally here.
We're at the heart of a vibrant Paci ¢ Rim community,
rich with Indigenous and international perspectives,
that inspires us to defy traditional boundaries and world
views. Our extraordinary environment inspires bold
action and new ways of thinking:

Sample copy lines:

AOur size and structure nurture rich personal
connections on campus and beyond.

AOur Paci ¢ Rim location breeds a passion for
exploration.

AWe live, learn, work and explore on the edge of
what's next—for our planet and its peoples.

Our key audiences

These core messages can be adapted to suit the
priorities of speci ¢ audiences, but it's important that
we use the same tone across our diverse audiences.
Just because we're speaking to students, for example,
doesn't mean we speak like students, rather, we speak
in the tone and voice we've described in this document.

One way to bring the key messages into a vocabulary
that our audiences best understand is through the



