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The Brand

Everyone who comes into contact with Jénk6ping University in
different ways forms a personal image of the brand. Today, there
are a large number of competing brands in the world of higher
education. Through a consistent communication approach, the
Jonkdping University brand becomes more credible and clear,

which leads to target groups being reached more effectively.

CONTENT

ldentity and Brand
Senders
Names

THE BRAND
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|dentity and Brand

Jonkdping University’s graphic profile is a good support
in the work of communicating a uniform and clear
image of our brand. By consistently using the graphic
profile, JU is perceived as a cohesive organization with
a clear sender, both when the whole and the parts are
the sender.

The graphic profile supports the user in communicating
the brand in a clear and professional way. All employees
and sender groups at Jonkdping University may use
the graphic profile.

The graphic profile may only be used when Jénkdping
University is the sender and not in other contexts, such
as Student Union associations, personal websites,
student projects or student blogs.

THE BRAND
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Senders

The university has five logos in a parent-child type
architecture. J6nkdping University is the parent brand.
The name is used in all logotypes and appears before
the name of the school/company. Other logotypes are
not permitted.

When the target group for the communication is the
target group for more than one school, Jénképing
University shall be the sender, not an individual
school/company. This also applies in the case of
employees from several schools who are collectively
the sender.

Category

Sender

Example

THE BRAND

Guideline

Parent brand

Jonkoping University

Category A is our parent brand. It can be used by all senders within the
organisation. The parent brand should be used when all or some of our
companies collaborate and/or where the target group is a target group
for more than one company. The parent brand should also be used in
employer marketing. In communication with the Swedish state, the
sender is always the parent brand.

Child brand

School of Health and Welfare

School of Education and Communication
School of Engineering

Jonkoping International Business School
Jonkoping University Enterprise

Category B is the child brands. They have their own logotype in a parent/
child hierarchy with relation to Category A. The logotype can be used in
printed materials, such as a company presentation or to market a specific
programme or course. As the recipient is limited to company-specific areas,
Category B can also be used in presentations, letters, invitations, etc. In all
contexts, the child brand must be presented as part of the parent brand.

Subordinate senders to
category Aor B

A: Career Center

A: Pathway Programmes

B: MMTC

B: International Communication (master)

This category includes programmes, projects, research centres, research
environments and similar, which are either under the parent brand or a
child brand. Senders in this category may not create their own logotypes
or graphic profiles.

External collaborations

JU Solar Team

Nextstep

Vertikals

JIBS Entrepreneurship Challenge

A brand, logotype or name that is used within Jonkoping University
together with one or more cooperative partners, acting wholly or partly
independently and in some cases have their own graphic profile.

The matrix clarifies how and when the different levels

of brand and senders within Jénkdping University

should be used.
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Other senders
and collaborations

VI SKAPAR
SUBORDINATE SENDERS FRAMTIDENS
Within the university there are many senders who TAN DLAKAR'

communicate, from individual employees to sub-
organisations and sub-activities of various kinds to UTBILDNING
the entire university as a sender. These subordinate

senders may not develop their own brands, logotypes,
visual identities or messages. Doing so makes the e T
sender unclear to the recipient and weakens the brand.
All employees are part of Jonkdéping University and

must use the common graphic profile.

VALKOMMEN TILL
Al-DAGEN

OTHER SENDERS 28 januari 2020
When Jonkdping University and the companies conduct
collaborations with external parties, there may be a .i
need to use the graphic profile or logotype to show

JONKOPING UNIVERSITY

the collaboration between the parties.

JONKOPINGS
SCIENCE PARK B oMnIN

When communicating about a collaboration, it is good

to think through who the main parties are. What role
Jonkdping University has in the collaboration governs
how the graphic profile may be used.

If Jonkdping University is the main If Jonkdping University is one of several
partner, Jonkdping University’s equal parties, the logotypes of the
graphic profile and logotype are used. parties shall be placed next to each

other, balanced in size and distance.



Names

Jonkoping University is the official name that should
always be used in text and speech, also in Swedish.
All senders within Jonkdping University may use the
name and the logotype. University Services uses
Joénkdping University's logotype in all external
communication.

The names of the schools may be used in both Swedish
and English text and speech. The logotypes only exist
with English text and they should also be used in
materials written in Swedish.

When signing agreements or making orders, among
other things, the legal names of the companies should
be used as registered with the Swedish Companies
Registration Office.

Official name

Legal name

Jonkoping University

Jonkoping University

Halsohodgskolan

Halsohogskolan i Jonkoping AB

Hogskolan for larande
och kommunikation

Hogskolan for larande och
kommunikation i Jonképing AB

Jonkoping International
Business School

Internationella handelshdgskolan
i Jonkoping AB

Tekniska Hogskolan

Tekniska Hogskolan
i Jonkoping AB

Jonkoping University Enterprise

Jonkoping University
Enterprise AB

Hogskoleservice

Hogskoleservice
I Jonkoping AB

THE BRAND

WRITING THE NAMES

Always write the companies’ full names where possible.
Abbreviations for the company should be used sparingly
and never in external communication.

For external communication, the name of a sender must
always be followed by the name of the university when it is
mentioned for the first time.

Example:
« School of X, Jonkdping University.
» Tekniska Hégskolan, J6nképing University.

Organizational affiliation may be stated at several levels
and must always end with the name of the university.

Example:
« Department X at School of X, Jonkdping University.
» Avdelning X vid Hélsohdgskolan, J6nkdping University.

« Professor Kurt Karlsson, Centre X, Jonkdping University.
» Professor Kurt Karlsson, Centrum X, Jénk&ping University.



Logotypes

The logotype is one of the most visible parts of J6nkdping
University’s brand. When the logotype is used correctly,
it creates recognition and contributes to strenghtening
the brand. It is therefore important that those that those
using the logotype know how and when it can be used.

CONTENT

JU’s logotype

Using the logotype

Versions

Free zone and placement

Sizes

Use of different logotype versions
Logotypes of JU's companies
Other logotypes

LOGOTYPES

8



JU’s logotype

The logotype is a key part of JU’s identity and should
be used in all communication. Employees within all
areas of Jonkoping University may use the logotype.

Students at Jonkdping University may use the
logotype on approved examiation work and essays
at undergraduate, master’s and postgraduate.

DESIGN OF THE LOGOTYPE

The university’s logotype consists of the name
Jonkoping University and a symbol. The symbol
Is a shape that combines the letters J and U.

The schools’ and J6nkdping University Enterprises’
logotypes consist of the name Jonképing University,
the symbol and the name of the school.

University Services does not have its own logotype.
When communicating externally, University Services
should use the Jonkdping University logotype. The
same applies to other areas of business within the
university, such as the Career Center, the library
and the Student Health Care.

JONKOPING UNIVERSITY

The proportions between the different parts of the
logotype are regulated and may not be altered.
The logotype must never be modified or distorted.
An approved original of the logotype that has not
been adjusted in any way must always be used.

Colours and design should follow the graphic manual.

LOGOTYPES
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Using the logotype

The logotype is available in black, white and grey.
The black and grey logotype is used on a light
background and the white on a dark background.

Deviations from the colours may occur, for instance
for plastic wrapping, embossing and varnishing.

USE OF THE SYMBOL ONLY

The main rule is that the logotype must be used in its
entirety and that the symbol should only be used without
the name Jonkdping University in exceptional cases.

This may be applicable for certain profile materials or
visual imagery where the sender is clear without the
logotype. The symbol must not be placed together
with or too close to other text, as the recipient may
view it as a logotype.

The Communications Department
will decide in each instance when an
exception may be done with the logotype.

Primary logotype

Symbol

JONKOPING UNIVERSITY

JONKOPING UNIVERSITY

LOGOTYPES 10

JONKOPING UNIVERSITY




Versions of the logotype

There are three versions of the logotype.

Logotype A is the university’'s main logotype. It is
always the first choice. Only when it is not possible
to use logotype A do the other versions become
an option.

Logotype B is used when there are specific
requirements for legibility or a lack of space for
logotype A.

Example:

» Asthe university is a cooperative partner together
with other organisations and companies, the
logotypes must be presented together, e.g. in
a footnote.

« Display material

« Sponsor surfaces

Logotype C is a special variant and is only used in
exceptional cases. The Communications Department
will decide in each instance when logotype C is to
be used.

DOWNLOADS
The logotype is available for download in different file
formats in the media bank, access via the intranet.

LOGOTYPES

Logotype A
i
JONKOPING UNIVERSITY
Logotype B
m JONKOPING
QP univERSITY
Logotype C

" JONKOPING UNIVERSITY
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Free zone

Free zone and placement

The logotype must be clearly visible. It must therefore
not be placed too close to text or other graphical
elements. This also applies in cases where the symbol
is used without the name Jonkdping University.

[
Example:
« The logotype may not be included in headings

or running text.
« The logotype may not be placed too close to JONKOPING UNIVERSITY
the margins.

B JONKOPING
" UNIVERSITY

a
" JONKOPING UNIVERSITY "

The logotype must always be surrounded
by a free zone equivalent to or greater
than the width of the symbol.



Sizes

Logotype A

To ensure that the logotype is visible at all times,
the height of the symbol must always be a minimum
of 10 mm.

Logotyps B and C
For logotypes B and C, the height of the symbol must
be at least 6 mm.

If the logotype for Jonkdping University is to be printed
in a special size, such as on pens, there is a special
variation of logotype C which allows for prints as small
as 3 mm in height.

>10mm "

JONKOPING UNIVERSITY

a - ; - (1] nn
> 6mm JONKOPING UNIVERSITY
- _‘ School of Health and Welfare

> 6mm

3-6mm

B JONKOPING

QP univERSITY

-
|' JONKOPING UNIVERSITY

LOGOTYPES 13



Use of different
logotype versions

When creating graphic material, always use the version
of the Jonkdping University logotype that best suits the
context. On this page are some examples of which
logotype version is best suited for a certain type of
surface or layout.

LOGOTYPES 14

Logotype A is always -
used in the first place. "

JONKOPING UNIVERSITY

I o JU' Logotype B is used, .' JONKOPING
u for example, in adverts UNIVERSITY

where the format requires
a higher level of legibility.
TEKNISKA HOGSKOLAN SOKER

CHEF |
FRAMKANT

AVDELNINGEN FOR
DATAVETENSKAP

LAS MER PA JU.SE/JOBB

Logotype C is used, for
example, on nameplates
and lanyards.




Logotypes of JU's
companies

The companies’ logotypes consist of the name
Jonkoping University, the symbol and the name of
the school.

If the target group for the communication effort is
a target group for more than one company within
Joénkoping University, the Jonkdping University
logotype should always be used, not the company
logotype. This also applies when employees from
several of the companies send together.

Logotype A

LOGOTYPES

Logotype B

i
JONKOPING UNIVERSITY
School of Health and Welfare

JONKOPING UNIVERSITY
. School of Health and Welfare

a
JONKOPING UNIVERSITY

School of Education and
Communication

.' JONKOPING UNIVERSITY

School of Education and Communication

a
JONKOPING UNIVERSITY

Jonkdping International
Business School

.' JONKOPING UNIVERSITY

Jonképing International Business School

a
JONKOPING UNIVERSITY
School of Engineering

JONKOPING UNIVERSITY
. School of Engineering

i
JONKOPING UNIVERSITY
Jonképing University Enterprise

JONKOPING UNIVERSITY
. Jonkoping University Enterprise

15



Other logotypes

OWN “MARKS”

SPARK, CHILD and Jénképing Academy for
Improvement of Health and Welfare are the only
activities within Jénkoping University that may
use their own marks as symbols for their business.
The own mark can never replace the JU logotype.
Jonkdping University, or one of the companies,
is always the sender and legally responsible.
This must be clear to the recipeint.

The own mark must be placed at a clear distance
from Jonkdping University’'s logotype or that of
the company.

» |If you have any questions about the use of logotypes and
marks, please contact the Communications Department.

JONKOPING UNIVERSITY

Inkluderande
forskning med
barn och familjer

Guider och checklistor

JONKOPING UNIVERSITY

MASTech

MASTERS IN ASSISTIVE TECHNOLOGY

Assistive devices and technologies are used

as a means of maintaining or improving an
individual's function and independence and are
key factors in facilitating participation and overall
well-being. This project aims to develop a new
two-year Masters degree which focuses upon
design, manufacture and provision of assistive
technologies for individuals with disabilities.

The Masters in Assistive technology is the only
program in Scandinavia offering advanced

education in this sector. a
D>

For more information, contact - (. PA R K

project leader Nerrolyn Ramstrand: S,
nerrolyn.ramstrand@ju.se /I \\

FINANCIERS: PROJECT PARTNERS:

LOGOTYPES
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Other logotypes

ACCREDITATION LOGOTYPES

When companies wish to communicate accreditations,

this should be done in a way that does not confuse the
recipient. It should be clear that JU and the companies
are the sender. Place the accreditation logotypes far

down on the layout of the page, clearly subordinate to

the sender.

BRAND SWEDEN LOGOTYPE

The Brand Sweden logotype works as a mark of origin
and is mostly used for an international target audience.
It must never be used as an individual sender. Always
place the Brand Sweden logotype far away from the
Jonkoéping University logotype. The Brand Sweden
logotype must never be larger than the Jonkdping
University logotype or compete in any other way

for visibility.

If you have any questions about the use of logotypes and
marks, please contact the Communications Department.

" EQUIS

ACCREDITED

AACSB

ACCREDITED

Sweden

I B Sverige

e

Sweden

Sverige

& 1

o

TOMORROW
IS OUR
"BUSINESS.

FT | Euwrcpean Business Schaols
. X AACSB EQUIS oo | Farkmg2021

- Sweden
" I Sverige

JONKOPING UNIVERSITY

CREATE
YOUR OWN
TOMORROW.

JONKOPING
INTERNATIONAL
BUSINESS SCHOOL

JONKOPING UNIVERSITY

BACHELOR, MASTER AND
PATHWAY PROGRAMMES

Business - Economics - Engineering
Informatics / Computer Science
Health Sciences + Media Communication

Education - Global Studies

PROGRAM

LOGOTYPES
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COLOURS 18

Our colours

Colours are a key part of the Jénkdping University brand. CONTENT

When we use our colours, it creates recognition, a uniform
impression, and conveys a sense of JU’s identity. The colours JU’s colours

are adapted for all types of use. Using the colours



Colours

Jonkoping University has an identity colour that
helps to distinguish us from our competitors and
communicate with our different target groups.

IDENTITY COLOUR

Our identity colour is purple. It is particularly important
in our work to convey our identity and brand. When we
use the colour purple, we create recognition and stand
out amongst other senders.

COMPLEMENTARY COLOURS

Turquoise, yellow, dark blue and grey are our
complementary colours. Together with our identity
colour, we use them, to different extents, to convey
a sense of Jonkdping University.

The different colours facilitate variation. Never use a
complementary colour as the main colour. Never use
a complementary colour to profile a company or area
of business.

Identity colour

PURPLE

CMYK: 50,100,0,0
RGB: 150, 27,129
HEX: 961B3&1
NCS: 3055-R40B
PMS 254

20%

Complementary colours

. =

TURQUOISE
CMYK: &0,0,40,0
RGB: 85,170,167
HEX: 55AAA7
NCS: 2060-B50G
PMS 326

CMYK: 0, 30,100,0
RGB: 255,181, 0
HEX: FFB500
NCS: 0580-Y20R
PMS 7549

50%

20%

80%

50%

20%

DARK BLUE

CMYK: 100, 35,0, 60

RGB: 0, 56,101

HEX: 003865

NCS:  6030-R90B

PMS 2955 20%
GREY

CMYK: 0.0,0.66

RGB: 121,121 121 50%
HEX: 797979

NCS:  5500-N

PMS 424 20%

WHITE

COLOURS 19



Marketing

COLOURS 20

Using the colours

Our profile colours are used in different proportions
depending on the target group that the produced

TODAY AND
TOMORROW  gist
-THI S Is JU. e

material is aimed at. The distribution of colours is
applicable for the material’s overall impression; for
example, it does not need to be applied on every page

in a folder.

CREATEY™
YOUR OWN . *
. TOMORROW.

We have two different categories with divisions of
profile colours: Marketing and Corporate.

Examples of materials in the Marketing category.

MARKETING
The Marketing category is used in material that markets
JU, such as:

« Marketing material for Swedish and Corporate

-
[ ] SOk
JONKOPING UNIVERSITY NU!

PLUGGA
| VAR.

SOK SENAST 15 OKTOBER

international student recruitment
 Website
* Trade fairs

CORPORATE
The Corporate category is used in materials that
communicate JU’s business operations, such as:

ARSREDOVISNING OCH
KONCERNREDOVISNING
for rakenskapséaret 2021

« Annual report
e Research brochures

Examples of materials in the Corporate category.

NNNNNNNNNNNNNNN

ACADEMIC CEREMONY

INAUGURATION OF FULL PROFESSORS AND
CONFERMENT OF HONORARY DOCTORS AND PhDs

8 OCTOBER 2022




Graphic Elements

Graphic elements are used to create a unique expression that
distinguishes itself from other organisations. When we use
graphical elements, it creates recognition and visualises
Jonkdping University’s brand.

CONTENT

Using graphic elements
lcons
lllustrations

Tables and diagrams

GRAPHIC ELEMENTS 21



Using
graphic elements

Within the Jonkdping University style it is possible to
use different graphic elements. It is possible to use
angular or rounded corners in figures, diagrams and
tables. The same goes for squares or other shapes.

All graphic elements should be based on the following:
« No gradients or shadows
* No lines around the colours (if there are lines,
they should be white only).
« Use vector format as much as possible
« Use the JU colour hierarchy.
« Use a contrasting background colour

Make sure that the background colour does not
interfere with the colours of the graphic elements.
Use white, light grey, light purple or similar.

> =

all e

GRAPHIC ELEMENTS 22
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Ilcons

Icons are used at Jonkdping University to describe
processes, clarify instructions or create recognition
within the strategic work.

If you wish to use these types of icons, please
contact the Communications Department. Icons
should always be developed in cooperation with
the Communications Department.
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lllustrations

lllustrations are used within Jonképing University
to explain complicated contexts or give a visual
understanding of how something might look when
an icon or a photograph is not enough.

When preparing an illustration, JU’s own colours should
be used as much as possible. In exceptional cases,
other colours can be used, mainly if the purpose is
to depict reality. For example, if a building is to be
depicted where the JU colours are not sufficient.

If you wish to use this type of illustration, please
contact the Communications Department. lllustrations
should always be developed in collaboration with the
Communications Department.



Tables and diagrams

The purpose of tables and charts is to clarify figures
and make it easy for the reader to understand the
information.

It is important that the contrast between colours is
good and legibility is high. Keep in mind that charts
and tables should be designed to be readable without
relying solely on colours.

GRAPHIC ELEMENTS 25



Typography

Typography involves the craft of desighing a text — in print
or on screen — so that the message is conveyed in the best
possible way to the reader. This means that the text must

be easy to read and aesthetically pleasing.

CONTENT

Typefaces
Replacement typefaces
Readability

Figures and quotes

TYPOGRAPHY 26



Typefaces

The main font used by JU is BentonSans, which has
high readability both on screen and in print. The font
Scala OT is mainly used for longer body texts and
information texts. ScalaSans OT is used sparingly.

BENTONSANS
Used primarily for:
* Headings

Preambles
Tables
Shorter texts

Everything to be read on screen

SCALA OT
Used primarily for:
* Running text (body text)
« Typographic “seasoning” in the form of capitals
(capital letters of the same height)

Scala OT can be used as italic to mark and highlight
certain passages of running text. Scala OT works best
with a little extra space between the lines.

SCALASANS OT
Used sparingly and in the first instance for:
» Typographic variation

BentonSans

Bentonsans Light
BentonSans Regular
BentonSans Regular Italic
BentonSans Medium
BentonSans Bold

Scala OT

Scala OT Regular
Scala OT Italic

ScalaSans OT

ScalaSans OT ltalic

TYPOGRAPHY 27
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Replacement typefaces

When the main typefaces are not available in different

programmes or on websites, Arial is used for headings m
and Times New Roman for body text. A r I aI

ARIAL
Used primarily for:

Arial Regular

» Headings . _
« Preambles Arial Italic
+ Tables Arial Bold

e Shorter texts

TIMES NEW ROMAN

Times New Roman

Times New Roman Regular
Times New Roman ltalic



Readability

To make texts easy to read, JU follows different
typographic characteristics.

TEXT ADJUSTMENT

JU uses left-aligned text because it is best for
readability, especially in long texts. Short texts
can be centred on special occasions.

LINE SPACING
JU uses 130 % to 150 % of the line spacing in running
text. 100 % till 120 % of the font size in headings.

PARAGRAPH MARKER

Use indents and blank lines to mark a new paragraph.
There should never be an indent on the first line after
headings, bullet points, tables, figures and blank lines.

LENGTH OF LINES

The ideal length of a line is 55-65 characters, maximum.

UPPER OR LOWER CASE

Headings are capitalised in BentonSans Bold.
When the heading is too long, lower case is used
instead, and the remaining weights can be used.
The important thing is that the headings create
sufficient contrast with the rest of the text.

Heading

BentonSans

Bold, Medium or Light

Font size: 30pt

Line spacing: 35pt

Colour: black, white or purple

Preamble

BentonSans

Light or Regular
Font size: 11pt
Line spacing: 15pt

Body text

Scala OT
Font size: 9pt
Line spacing: 12pt

Paragraph marker

Indent like a square

Subheading

BentonSans Bold
Font size: 8,5pt
Line spacing: 12pt

LOREM IPSUM
dolor sit amet
DOM qulor

Sed gue veliqui bea ipiendi veliguam
nonseca borepro dolenditae nist et et
lant ilit enitem dolupta turehendiae pore,
consequo offic totatis eatiunt es exceat.

Sed que veliqui bea ipiendi veliquam nonseca sed
borepro dolenditae nist et et lant ilit enitem dolupta
turehendi veliqui bea ipiendi veliquam nonseca que
borepro dolenditae nist et et lant ilit enitem dolupta.
turehendi veliqui bea ipiendi veliquam nonseca que

Sed que veliqui bea ipiendi veliquam nonseca que
orepro dolenditae nist et et lant ilit enitem dolupta
turehendiae pore, consequo offic totatis eatiunt es
exceat.

SUBHEADING

Sed que veliqui bea ipiendi veliquam nonseca
borepro dolenditae nist et et lant ilit enitem dolupta
turehendiae pore, consequo offic totatis eatiunt es
exceat facererum lanimol uptatia dolorum quibus,
siment offic tem dolo

TYPOGRAPHY 29



Figures and quotes

Figures and quotes are used to lighten and reinforce
the text.

FIGURES

Figures are printed with BentonSans in different
variations. The aim is to create contrast, either with
size, colour or weight.

QUOTES

In quotations, BentonSans is used in different
variants in lower case. Entries are reinforced with
larger quotation marks, known as 99s, using both
Benton Sans and Scala OT. It is important that the

99s are not placed on the text, but that there is always

space around them.

Depending on the layout of the text, it can be varied
with left aligned or centred quotes.

NO.1

Et harcia consequo te nobitat
’ ’ velecto taquatiori ullenimus

sequis quiae non.Bo. Et maxi

musandam lautam sunt magni

1994

Et harcia consequo te nobitat
velecto taquatiori ullenimus.

NAME NAMESON | PROGRAMME

- 100%

, Recumaquunt eos quas sunt.
Ci tet assenim iliatiu. Desto
optat voloruntio eaquia velis perepta
natis et quam dus, sit, est volum
harum quia dest, test et magnatet.

NAME NAMESON | PROGRAMME

TYPOGRAPHY 30



Image concept

Images spread messages and convey emotions
very effectively. Using a common visual language
strengthens J6nképing University’'s image and
mission to bridge knowledge and society.

CONTENT

Introduction
Image/profile
Operations

Portraits
Environments
Technical guidelines
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Introduction

Joénkdping University's visual expression for
photography and film can be summarised in
five keywords:

» authenticity

* innovation

« diversity

« community

« activity

People are depicted in an authentic way - in real
events and situations. Creative and innovative contexts
showcase innovative people. The environment where
students and staff interact and work is intercultural
and characterised by diversity and community.
Jonkdping University is constantly alive with
activity in and around all parts of the campus.

Be aware of copyright and make sure you have a
photo/film agreement or consent with the people
involved. The creator’s name should always be
given, if practicable.

» Contact the Communications Department to
get access to the JU media bank. JU staff can
find the media bank via the intranet.

A

IMAGE CONCEPT 32
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Image/profile

Images in this category are used to promote Jonkdping
University. The images convey more attitude and use
exciting solutions to create interest and stand out. JU’s
purple profile colour is worked into the images with
the help of profile products, backgrounds and other
details.

Different lighting can be used to bring out the
unexpected and interesting aspects of the image.

JONKIPING
TNIVERSITY

IMAGE CONCEPT 33




Operations

Operational images are used to showcase
Jonkdping University's activities: research,
education and collaboration.

People from different backgrounds should be seen
in credible environments in natural light to create
authenticity in the images. The perspective should
be observational; the viewer should feel involved.
The feeling that the images should convey is:

“I could have been there.”

Use unexpected angles with simple and clean
compositions to show the constant movement at JU.

IMAGE CONCEPT 34




Portraits

The portraits should present people authentically.
This is done by photographing and filming the person
in their natural environment.

The person’s character should be emphasised in an
unaffected way by making them look relaxed and

confident. Strive for the person to be perceived as

genuine and friendly.
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Environments

The images should present places, nature and
environments on campus and in Jonk6ping and the
surrounding area. The viewer should get a positive
and welcoming image of the physical place.

To give life and a sense of movement, the images
should preferably include people.
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Technical guidelines

To facilitate the process of creating images and film
material, there are various technical guidelines that
follow the JU’s visual expression guidelines.

LIGHTING

Depending on the existing environment, external
light sources are sometimes needed. The light should
emphasise a person’s face in a good way and at the
same time fit into the existing environment. Soft light
is preferable for portraits.

Warm light

O

Short JU's images
depth of field

Straight
angles

O

Colour JU's images

O

Soft light JU's images

O

JU's images

O

JU's images

Cold light

Long
depth of field

Oblique
angles

Black and white

Harsh light
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Moving images

The use of moving images is an effective way to convey
different messages, for example when explaining or telling
a story or engaging the recipient. With common guidelines
for film and animation, Jénkdping University’s image and
mission to bridge knowledge and society are strengthened.

CONTENT

Introduction
The logotype
Text graphics
Nameplates
Accessibility
Audio and music
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Introduction

When producing moving images, the content must
always be based on Jénkdping University’s graphic
profile. Regardless of the type of graphics used in
moving images, it should always be produced based
on purpose, effect and target group to get the right
message across.

ANIMATION
Jonkdping University uses an animation called
“Fade in” or “Fade out”.
Fade in:
« Used at the start
« Opacity from 0-100 % in about one second

Fade out:
» Used at the end
* Opacity from 100-0 % in about one second

The animation should be subtle. It should not take
the focus away from the content or be distracting.
Other types of animations are only used if the
purpose allows it.
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The logotype

OUTRO

To clarify Jonképing University as a sender in filmed
or animated material, there is an outro, which appears
at the end of a film. The outro contains an animated
version of Jonkoping University’s logotype in white
against a purple background. The duration of the
outro is approximately six seconds. If necessary,
the outro can be used as a still image without
animation. Ready-made outro templates are
available for all companies.

ANIMATED LOGOTYPE

If Jonkdping University's logotype is animated only
“Fade in” or “Fade out” can be used. No other
animations may be used on the logotype.

LOGOTYPE EXCEPT IN OUTROS

On special occasions, the logotype needs to be visible
throughout the film, for example during various types
of advertising or events. If you are unsure, contact
the Communications Department. In these cases,

the logotype should not take focus from the content,
but can be placed in a corner. Remember that the

free zones for JU’s logotype also apply in filmed and
animated material and that the correct version of the
logotype is used for best readability.

Contact the Communications Department
to get access to outro templates.

. . -riF' fff‘:.?eFG!Eﬂ}.J.

JONKOPING UNIVERSITY

JONKOPING UNIVERSITY
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Text graphics

The design of text graphics is done in an integrated
way for Jonkoping University’s filmed and animated
materials.

DESIGN OF TEXT GRAPHICS
Shorter texts/messages:
« Typeface BentonSans or Arial
« White text
 |f the white text is poorly visible, use a slightly
darker tone over the film sequence for better
contrast.

Longer information texts:
« Typeface BentonSans or Arial
« White text on a purple background at
80-90 % opacity

Lorem ipsum dolor sit amet,
consectetur adipiscing elit.

Proin maximus risus laoreet orci
vehicula, nec porta tortor posuere.

!.
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Nameplates

The design of nameplates is done in a unified way for

Jonkdping University's filmed and animated material.

ELEMENTS OF THE NAMEPLATE
« Typeface BentonSans or Arial
« White text on a purple background with
80-90 % opacity
« "Fade in” from the side of the nameplate in
one second and“Fade out” in one second

PLACING THE NAMEPLATE

The nameplate is placed on the left side. Remember
to place the nameplate in a way that does not prevent
the subtitle from being seen, regardless of the device
on which the film is viewed. In situations where there
are two people in the picture, the nameplate can be
placed under the person.

Contact the Communications Department
to get access to templates for nameplates.

- J.ﬁ"' ﬁ

Firstname Lastname

Titel
Company or school

Lorem ipsum dolor sit'amet, consecteturadipiscing elit. Nullam leo sem.

,

P
E

Firsthame Lastname

Titel
Company or school

Firsthame Lastname

Titel
Company or school
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Accessibility

All of Jonkdping University's films are required by
law to be accessible and therefore include subtitles.
Auto-generated subtitles are primarily used if the
channel has that functionality. When this function is

not available, the subtitles must be “burned” into

the film.

DESIGN OF SUBTITLES
When subtitling, it is important to consider readability.
Jonkdping University uses two different types
of subtitles.
Used primarily:

« Typeface BentonSans or Arial

« White text on a black background with

50-80 % opacity

Used secondarily:
« Typeface BentonSans or Arial
« White text with shading

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Nullam leo sem, vestibulum.
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Audio and music

Music or other imposed sound is used to enhance the
experience of the film. Make sure to adapt the sound
and music for each occasion, taking into account the
purpose, effect and audience of the film.

COPYRIGHT

If music or other imposed sound is used, it is
important that rights are acquired to use the sound.
Remember that rights are also required if music or
sound is recorded and can be clearly heard in the
background of the film.

Contact the Communications Department
for help with the choice of audio and music.




Applications

The combination of the different graphic building blocks creates
Jonkoéping University’s graphic profile. The following pages contain
examples of how the graphic profile should be applied to different
types of productions, both printed and digital.

CONTENT

Social media

Brochures

Job advertisements
Roll-ups and posters
Profile materials

Office printing

Flags and signs

Office templates
University specific printing
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Social media

All visual communication in social media should,
as far as possible, follow Jonkdping University's
graphic manual.

Social media is constantly developing and changing.
It is important to be updated on how the different
channels work and what the conditions look like.
JU has an overall strategy document for social media

that is managed by the Communications Department.

» To access the social media strategy document,
please contact the Communications Department.

VIKTIGA
DATUM!
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Brochures

COVER - MARKETING
This spread presents examples of what covers
in the marketing colour category can look like.

JONKOPING UNIVERSITY

THIS IS JU.

HALSOHOGSKOLAN \ HOGSKOLAN FOR LARANDE OCH KOMMUNIKATION
JONKOPING INTERNATIONAL BUSINESS SCHOOL \ TEKNISKA HOGSKOLAN

2023

Sweden

-
.' Sverige

JONKOPING UNIVERSITY

CREATE
YOUR OWN
TOMORROW.

- Sweden.
' I Sverige

JONKOPING UNIVERSITY

EXCHANGE
STUDIES

AT JONKOPING UNIVERSITY

ACADEMIC YEAR
202372024

APPLICATIONS
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Brochures

SPREAD - MARKETING
Presented here are examples of how spreads
in the marketing colour category can look like.

COLLAGE

When combining images in collages, it is important to
think about the images used. The images should vary in
their detail and in the type of activity they show. It is
good to strive for contrast between the images, while
the reader should perceive the overall impression as
harmonious.

THIS IS JU.

P& Jonkoping University bygger vi broar mellan
vetenskap och samhalle och utbildar framtidens formagor.

Lagg grunden for din karriar hos oss. Har far du vara dig sjalv
och méta manniskor fran hela varlden, i en kreativ miljo med hog
akademisk standard. Tillsammans skapar vi en hallbar framtid
med kunskap och innovationer som kommer att géra skillnad.

DET HAR AR Ju.

BAST

PA INTERNATIONELLT
STUDENTUTBYTE

12 0 0 0 ENTREPRENORSANDA

STUDENTER JU uppmuntrar studenter och

personal att utveckla sina affars-
idéer och innovationer och har ett
nara samarbete med Science Park.

2400

INTERNATIONELLA STUDENTER
FRAN 70 LANDER

90%

ANSTALLS INOM TVA

To P 10 MANADER EFTER EXAMEN

1 VARLDENS STORSTA
SOLBILSTAVLING | AUSTRALIEN

250

NYA AFFARSIDEER SKAPAS

AV STUDENTER OCH
PARTNERSKOLOR OCH FORSKARE VARJE AR
PARTNERINSTITUTIONER
5
~—
~—
(o
v
~—

CREATE YOUR OWN TOMORROW.

JONKOPING
UNIVERSITY

Forma din framtid tillsammans med oss
pa Jonkosping University.

VI UTBILDAR MORGONDAGENS TALANGER
Pa Jonkoping University (JU) utbildar och forskar
vivid fyra fackhégskolor. Var och en specialist
inom sitt omrade:

Hélsohégskolan

Haégskolan fér larande och kommunikation
Jonképing International Business School
Tekniska Hogskolan

Med en stark internationell profil och nara samverkan
med arbetslivet ger vi vara studenter unika mojligheter.

Har formar du din framtid. Vi ser fram emot
att fa vara med pa din resa.

utbildning och forskning.

+ Engagera dig i vara natverk

for hallbarhet och mangfald.
Varje ar genomfdrs JU:s
hallbarhetsfestival pa campus.

KUNGS(?A“N
S
3
;\"0 e e e
& W y cr|f oo|F oo
-
) foule el ole s ™ T T la o o s | | | I L1
25 T I
L
o -
—

GET A FEELING OF
JONKOPING & JU

Fa en kansla for hur det ser ut
hos 0ss pa JU och i Jonkoping

& y

STRA STRANDGATAN

ODENGATAN

GEMENSAMT CAMPUS MITT | STAN

4

SPECIALISERADE FACKHOGSKOLOR

12 000

STUDENTER

2000

INTERNATIONELLA STUDENTER

800

PARTNERFORETAG

-~~~ VISES!

.
A Vivet att det ar ett stort beslut du
'b XN ar pa vag att ta. Vi hoppas att du blir

-

B R

inspirerad och vill veta mer. Du hittar
information om alla vara program
och kan lasa om vad nuvarande och
‘ ﬂ ’ tidigare studenter tycker om sin
utbildning och om livet som student
pa JU.SE/STUDERA

Qavsett varfor du vill borja lasa, vem
du &r, vilka egenskaper du har eller var
du kommer ifran kan du vara del av
Jonkoping University.

VALKOMMEN!

s

APPLICATIONS

ARBETSLIVET
Genom praktik, internship,
karriardagar och gastforelasare.

VARLDEN

Genom 2 000 internationella
studenter och mjlighet till
studier eller praktik utomlands.

OCH PERSONLIGT
Genom ett gemensamt campus
mitti stan med narhet mellan
studenter och larare.

TILL JOBB
Genom att véra utbildningar
snabbt forbereder for en Karriar
i Sverige och utomlands.

NASTA AFFARSIDE
Genom 250 nya idéer som gror
bland entreprendrerna pa

Science Park varje ar.
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Brochures

-
i JONKOPING INTERNATIONAL BUSINESS SCHOOL
. . SELF-ASSESSMENT REPORT
JONKOTING pnvERsTY FOR EQUIS RE-ACCREDITATION

28 NOVEMBER, 2022

JONKOPING UNIVERSITY

COVER - CORPORATE
This spread presents examples of what covers
in the corporate colour category can look like.

20 21

JONKOPING UNIVERSITY

ACADEMIC CEREMONY

INAUGURATION OF FULL PROFESSORS AND
CONFERMENT OF HONORARY DOCTORS AND PhDs

8 OCTOBER 2022

ARSREDOVISNING




Brochure

SPREAD - CORPORATE
Presented here are examples of what spreads
in the corporate colour category can look like.

COLLAGE

When combining images in collages, it is important to
think about the images used. The images should vary in
their detail and in the type of activity they show. It is
good to strive for contrast between the images, while
the reader should perceive the overall impression as
harmonious.

REKTOR

a1

STYRKA OCH
HANDLINGSKRAFT

Aret 2021 blev ett ar da Jonkoping University (JU) ingick

nya spannande forskningssamarbeten och tilldelades stora
forskningsanslag. Vi arbetade fram viktiga forskningsprofiler,
intensifierade och forstarkte var samverkan med foretag och

organisationer i var narhet och internationellt. Fantastiska

framgangar har uppnatts alltmedan coronapandemin fortsatt

att utmana verksamheten.

Tack vare var goda fsrmaga att stilla om
har den akademiska vardagen med under-
visning, seminarier och forskning fortsatt,
i forsta hand digitalt. Vara engagerade
Tirare har bidragit till att vra studenter
Klarat sina kurser och examina. Den veten-
skapliga produktionen har uppratthallits.
Hemstudier och hemarbete har dessutom
forstarkt insikten om att var 3

ettav de 25 biist presterande lirosiitena i
varlden, sett till studentmobilitet.

PRESTIGEFYLLDA UTMARKELSER
Under 2021 har JU uppmirksammats
bade nationellt och internationellt. Vi
Kan glidjas dver utmirkelser som tydligt
visar pa var hoga utbildningskvalitet, vara
och

ir fantastisk och nagot att virna. Tack vare
engagerade studenter och medarbetare
gar vi starka ur 2021, redo att mota savil
utmaningar som nya méjligheter.

GKAT SOKTRYCK
Det totala antalet studenter som valde JU
skade under 2021 jamfort med

var samverkansskicklighet.

UKA har under aret godkant vart
gemensamma kvalitetssystem for utbild-
ning, vilket ér ett kvitto pa att vi uppritt-
haller mycket hog kvalitet i vara kurser och

siten over hela virlden inom olika dmnen.

Tekniska Hogskolan tilldelades som
andra svenska lirosite ackrediteringen
“Engaged University” av den inter-
nationella organisationen ACEEU
(Accreditation Council for Entrepreneurial
and Engaged Universities).

Jonksping International Business
School (JIBS) har fatt fornyad ackredite-
ring fran den internationella organisa-
tionen AACSB. JIBS har ocksa for forsta
gangen sikrat en plats pa Financial Times
prestigefyllda lista ver virldens 100 hogst
rankade handelshogskolor nar det giller

program pa samtliga
JU finns sedan hosten med i Best
Global U som det

En otrolig prestation
‘med tanke pé att det finns narmare 15 000
i vérlden. I slutet av aret

ar. Det ar gladjande att soktrycket 4r hogt
och att si manga viljer JU. Under 2021 tog
vi emot 3100 nya studenter, varav 6oo fran
annat land 4n Sverige. Den senaste inter-
nationella studentnsjdhetsmitningen visar
att JU:s internationella studenter rankar
studentlivet, vart campus och var undervis-
ning en bra bit éver Europasnittet. Vi note-
rar ocksa med stolthet att JU rankats som

ARSREDOVISNING 2021

enda svenska lirositet pa denna rankning,
Under aret har Hilsohdgskolans verk-
samhetsforlagda utbildning (VFU) rankats
som bist i Sverige av Vardforbundet.
Medie- och kommunikationsforsk-
ningen pa Hogskolan for lirande och
kommunikation fanns for forsta gingen
med i den prestigefylida Shanghai-rank-
ningen som rankar forskningen pé laro-

kom dessutom beskedet att JIBS tagit sig
in pa Financial Times lista over de basta
handelshogskolorna totalt sett i Europa.

STARKTA INTERNATIONELLA
SAMARBETEN

Vart internationella fokus och strategiska
samarbete har stirkts under dret genom
fler internationella samarbeten. Vi har valt

X b

att inga i det k-itali

Swetaly, med fokus p aldrande, Al och
riskutsatta forskare. Vi ir sedan i varas
en del av SASUF - ett samarbete mellan
svenska och sydafrikanska larositen med
syfte att stirka forskning, utbildning och
innovation. Sedan 2020 ir vi ocksa en del
i Mirai 2.0, ett hogprofilerat samarbete
‘mellan svenska och japanska larosiiten
med fokus pa aldrande, entreprendrskap
och materiallira.

JU blev i ar signatir till Magna Charta
Universitatum, en internationell deklara-
tion om lirositenas roll i samhillet. Vi ser
det som en sjalvklarhet att visa vrt stod for
de lirosaten i varlden dir den vardagliga
tryggheten och 6ppenheten inte existerar.

OKAD PRIORITERING AV FORSKNING
Behovet av skad forskning 4r nagot som
har prioriterats och JU har varit lyckosamt
i en rad viktiga forskningsansokningar.
Vid arsskiftet limnade KK-stiftelsen
besked om en storsatsning pa JU genom
att bevilja 67 miljoner kronor till atta
olika projekt inom forsknings- och utbild-

SPARK som fokuserar pa
innovativ produktrealisering. Storsta delen
av summan gir till en tvirvetenskaplig
satsning pa tillimpad Al déir forskare fran
flera discipliner samarbetar med ledare
och experter i naringslivet.

Under aret har KK-stiftelsen ocksa
beviliat 12 miljoner kronor till forsknings-
projektet "System for ledarskapsutveck-
ling”, ett projekt som samlar forskare fran
alla fyra fackskolorna och som drivs i sam-
arbete med naringslivet. Annu ett utmrkt
exempel pa hur vi, genom att samla var
kompetens inom olika amnesomraden,
skapar spetskompetens och bidrar till
forskningsfronten.

1 juni stod det klart att Vetenskapsradet
beviliar 39 miljoner kronor i anslag till den
nya nationella och prestigefylida forskar-
skolan "Kulturellt méjliggorande under-
visning genom sprik och litteratur” med
placering vid JU. Forskarskolan syftar till
att bygga upp forskningskapacitet for att
forbereda nista generations lirare for att
undervisa for svenska skolans mangfald.

JU ir det lirosiite som levererat flest

avhandlingar i Sverige i
skap och innovation un
Ett resultat av medvete
att vara en av virldens
miljéer inom innovatio
nérskapsforskning,
JU har i bade forsknif
ett vil utvecklat samarb
livet och den offentliga
méjligheterna att attrah
och kompetens till fors
ning visar p JU:s rele
forskning. Extern samvd
besked och forutsittnin,

ETT FORANDERLIGT

P4 europeisk niva har d

forindringar inom den

sektorn och det gar fort. Utvecklingen
beskrivas som en tydlig politisk vilja att
integrera utbildning och forskning och
att skapa ett betydligt tydligare Europa
med yttre grinser. Medlemsstaternas
och kommissionens dvergripande mal
ir att utbildning, forskning och inno-
vation ska harmoniseras inom EU och

JU- ARSRED:
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—
—
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Vi utvecklar kunskap och innovationer
tillsammans med det omgivande samhéllet

Innovation och uppstar och innovationer

nar akademi och samhalle mots. En ska vi, tillsammans med véra samarbets-
valetablerad samverkan med néringsliv partners, vara del av samhallsutvecklingen
och offentlig sektor ar darfor en integre-  och aktivt bidra till svensk innovationskraft
rad del av verksamheten vid Jonkoping och konkurrensformaga. Vi genererar
University. Det tita samarbetet driver samhallsnytta i regionen, i Sverige och i
kvalitet och relevans, samtidigt som det  varlden genom forskningsbaserad kunskap,
utvecklar séval larosatet som regionens  innovativa idéer och kompetens for att
entreprencriella tradition och interna- mota framtidens utmaningar.

tionella attraktionskraft. Genom

We co-create knowledge
and innovate with society

Innovation and value creation occur Through knowledge development and
when academia and society meet. A well- innovations and together with our partners,
established collaboration with business we participate in societal development and
and the public sector is subsequentlyan  actively contribute to Sweden’s innovation
integral part of operations at Jonk6ping power and competitiveness. We generate
University. Close collaboration promotes  societal benefits in our region, in Sweden,
quality and relevance while also contributing  and in the world, through research-based
to development of the university, the region's  knowledge, innovative ideas and by developing
d that are relevant for the future.

attractiveness,
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Job advertisements

Job advertisements are customised according to the
advertisement format purchased. Emphasis is placed
on readability with a large headline and clear, concise
body text. Images can be used where space is available
and mainly for digital advertising.

Jonképing University sdker

RUBRIK PA
TVA ELLER
TRE RADER

| rollen som verksamhetsutvecklare bidrar du till
hoégskolans strategiska utveckling. Du kommer
arbeta i en spannande internationell miljé under
tillvéxt och féréndring.

LAS MER PA JU.SE/JOBB

Hogskolan for larande och kommunikation séker

LEKTOR
| PEDAGOGIK

Detta dr en tjinst for dig som vill forska med
relevans f6r skola och lirarutbildning kopplat till
HLK:s forskningsmiljéer och som vill undervisa
pa grund- och avancerad nivd. Du ska ha formagan
att se och utnyttja sambanden mellan utbildning
och forskning och ir flexibel, malinriktad och
initiativrik. Du kommer att arbeta i en spinnande

internationell milj6 under tillvixt och férindring.

LAS MER PA JU.SE/JOBB

JONKOPING UNIVERSITY

Hogskoleservice sdker

STUDIE-
VAGLEDARE

LAS MER PA JU.SE/JOBB

Jonkdping University sdker

AVDELNINGSCHEF FOR
INTERNATIONELLA
KONTORET

B JONKOPING
.' UNIVERSITY
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Roll-ups and posters

This spread presents examples of what roll-ups
and posters can look like.

JONKOPING UNIVERSITY

WELCOME TO
JONKOPING
UNIVERSITY!

THIS IS JU:

Utbildningar nara arbetslivet
och néra vérlden

FIRA IN VAREN

MED JONKOPING UNIVERSITY

PACAMPUS

30APRIL k113,00

FRISTAENDE
KURS | VAR!

15 oktober | Las mer

Det blir sang och musik av den akademliska
koren JUVE ledd av dirigent Dan Boberg.
Vartal kommer héllas av Marie Ernsth Bravell,
vd for Halsohogskolan. Valkommen!

DET BJUDS
PAFIKA!

= ae—eeee——————————
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Profile materials

Profile materials refer to all items that have
Jonkdping University’s logotype and/or symbol on
them. Depending on the context, profile materials
are also produced with a message that may take
up more space than the logo.

The profile products represent the university’s brand,
both in the choice of products and their design. It is
therefore important that the choice of products is
made with care and that it is preferable to refrain from
producing a product that does not reflect the brand.

SUSTAINABILITY

Jonkoping University uses suppliers that prioritise
sustainability and environmental certifications that
fit JU's profile. It is important to develop products
that have a long lifespan and that new products
are not developed unnecessarily.

The Communication Department and the Service Center
develop and provide a range of promotional products.
New promotional products must be approved on a
case-by-case basis.

APPLICATIONS 53




Office printing

Office printing includes business cards, envelopes and

correspondence cards and has a fixed basic shape.

Employees can order office printing on the intranet.

GUIDELINES WHEN CHOOSING PAPER

Age-resistant

Uncoated

Munken Polar

Area weight for loose leaf: 120 g
Area weight for covers: 300 g

JONKOPING UNIVERSITY

B JONKOPING
W UniversiTy

JOHANNA GRAN Professor
Research Director

Centre of Rocket Science, Jonkoping University
PHONE: +46 (0)709 36 36 36 E-MAIL: johanna.gran@ju.se
TWITTER: jogran SKYPE: jogran WEB: ju.se

JONKOPING UNIVERSITY

JONKOPING UNIVERSITY
School of Education and Communication

PHONE: +46 (0)709 36 36 36 E-MAIL: lars.henzel@ju.se

A

LARS HENZEL
Assistant Professor

JONKOPING UNIVERSITY
Schy [

P Sverige, Port Payé

PostNord 20306093

Frankeringsservice

JONKOPING UNIVERSITY
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Flags and signhs

The flag of Jonkoping University is purple with the
logotype in white. The flag is used for example for
flagging on campus.

The university’s flag has a white background with a
grey logotype. The flag is used, for example, at the
Academic Ceremony.

Both the flag and the banner are available in versions
with Jénkodping University’s logotype and with the
logotypes of the schools.

Signs should be made with white text on a grey
background. The text is placed to the right and
separated by a white line.

- Library
" Second floor

JONKOPING UNIVERSITY Technology and Science

Helpdesk

i Computer services

JONKOPING UNIVERSITY
School of Health and Welfare
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Office templates

Employees at Jonkdping University have access

to templates in the Office programmes Word and
PowerPoint. There are a number of different pre-set
templates that can be used when a new document is
created, so that employees do not have to make their

own settings and choices to follow the graphic profile.

In Word, there are templates for letters, diplomas,
reports, etc. PowerPoint contains presentation
templates, templates for research posters and
nameplates. The templates are available in Swedish
and English, as well as for JU and company-specific.

JONKOPING UNIVERSITY

Title of the
presentation

Lorem ipsum dolor sit amet

JONKOPING UNIVERSITY

Title of the
presentation

Lorem ipsum dolor sit amet

Title of the
presentation

Lorem ipsum dolor sit amet
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University specific
printing

DIPLOMAS AND DEGREE CERTIFICATES
Diplomas and degree certificates must be produced

at the respective school using an agreed template.

-
JONKOPING UNIVERSITY

Jonkdping International
Business School

EKONOMIE
KANDIDATEXAMEN

med huvudomradet foretagsekonomi 180 hogskolepoing har avlagts av
Degree of Bachelor of Science in Business and Economics with a major
in Business Administration 180 credits has been awarded to

ANNA ANDERSSON
9Q00000-0000

Med innehall enligt bilaga. Utbildningen slutférd 2014-05-28
With contents as enclosed. The education was completed on May 28, 2014

SUSANNE EKEBERG
Examenshandliggare
Degree Office

Jonkoping den 14 november 2014
Jonkdoping, November 14, 2014
Jonkoping International Business School
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University specific
printing

DISSERTATION AND REPORT SERIES

Dissertation and report series must be created for
each school, based on a template. Dissertations have
blue front pages. To maintain a continuity in image for
publications, the blue colour has been retained from
a previous version of the graphic manual. Use of the
blue complementary colour in this way is an exception
from the current graphic manual.

LICENTIATE THESES

Licentiate theses from Jonkdping International Business
School and the School of Education and Communication
are being published in the same series as Research
Reports and thus use the template for Research Reports.
Licentiate theses from the School of Health and
Welfare and the School of Engineering are included

in the dissertation series, but have a special cover.

Title
Subtitle

Picature proribus dem. Itatectam eosam id maximporNatus, nost comnitius se cus apereis
confex nos, Ti. Gra vil hicii condem, sena, teriam senam et neist cum inat vo, condicaet; nultori
piorus hoculos cri, eosam id quam tesiliae nularidit. Fulintis nulus artus. Ahacchu idius ox
nos, cont que ad in sedo.

Tum aure in te, consua more te re fur. Gra inendam consus Ad con aucturesent, quasdac
eristodi con rendescies! Huid pra stam inc faceres esinatient ocaet inpre cussignatiae de
audam P. Satis sigil ublibus, demunt. Um med senatrac iam in se consultum ommorae,
conihic menata, entia omninte rraciis hi, escis eret patimunt, crior quod dem ius hicaeste
sicitil iculvit vis habisse niurenium uniquastra rem octum, que ad in sedo, nesimil nerionsu ine
mus ina, ni per imis. Iqui re solum venihitia doloris venditaeris as sam vellaccusae reruntur,
ullut plam, quam restrum soloratur?

Obit, ommoloriam vent. Rum nihit vellabo. Ost, vel ium exerias restia estrunt eatem et, senis
nonem. Nem volenis sum unt ese non nis quodis quam laut alia cuptureiur, que velectas
ut facillabo. Picature proribus dem. Itatectam eosam id maximporNatus, nost rete num
comnitius se cus apereis confex nos, Ti. Gra vil hicii condem, sena, teriam senam et neist
cum inat vo, condicaet; nultori piorus hoculos cri, quam tesiliae nularidit. Fulintis nulus artus.
Ahacchu idius. Ox nos, cont.

NAME SURNAME presentation of author. Picature proribus dem.

Itatectam eosam id maximporNatus, nost rete num comnitius se

Place for cus apereis confex nos, Ti. Gra vil hicii condem, sena, teriam senam

photo et neist cum inat vo, condicaet; nultori piorus hoculos cri, quam
tesiliae nularidit. Fulintis nulus artus. Ahacchu idius.

ISBN XXX-XX-XXXXX-XX-X

Cover for Research Report

Title
Subtitle

Picature proribus dem. Itatectam eosam id maximporNatus, nost comnitius se cus apereis
confex nos, Ti. Gra vil hicii condem, sena, teriam senam et neist cum inat vo, condicaet; nultori
piorus hoculos cri, eosam id quam tesiliae nularidit. Fulintis nulus artus. Ahacchu idius ox
nos, cont que ad in sedo.

Tum aure in te, consua more te re fur. Gra inendam consus Ad con aucturesent, quasdac
eristodi con rendescies! Huid pra stam inc faceres esinatient ocaet inpre cussignatiae de
audam P. Satis sigil ublibus, demunt. Um med senatrac iam in se consultum ommorae,
conihic menata, entia omninte rraciis hi, escis eret patimunt, crior quod dem ius hicaeste
sicitil iculvit vis habisse niurenium uniquastra rem octum, que ad in sedo, nesimil nerionsu ine
mus ina, ni per imis. Iqui re solum venihitia doloris venditaeris as sam vellaccusae reruntur,
ullut plam, quam restrum soloratur?

Obit, ommoloriam vent. Rum nihit vellabo. Ost, vel ium exerias restia estrunt eatem et, senis
nonem. Nem volenis sum unt ese non nis quodis quam laut alia cuptureiur, que velectas
ut facillabo. Picature proribus dem. Itatectam eosam id maximporNatus, nost rete num
comnitius se cus apereis confex nos, Ti. Gra vil hicii condem, sena, teriam senam et neist
cum inat vo, condicaet; nultori piorus hoculos cri, quam tesiliae nularidit. Fulintis nulus artus.
Ahacchu idius. Ox nos, cont.

NAME SURNAME presentation of author. Picature proribus dem.

Itatectam eosam id maximporNatus, nost rete num comnitius se

Place for cus apereis confex nos, Ti. Gra vil hicii condem, sena, teriam senam

photo et neist cum inat vo, condicaet; nultori piorus hoculos cri, quam
tesiliae nularidit. Fulintis nulus artus. Ahacchu idius.

ISSN XXXX-XXXX
ISBN XXX-XX-XXXXX-XX-X

Cover for Working Paper
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Research Report

Patimanteris duntur, aboribus
dolora simus acium eri quident.
Aborerrum imo dolupitat

simus acium eri.

Mulostr asperum num doloriorest
sus et verovit esequos apel imaiore
mporro occusdae.

Férnamn Efternamn

Jonkoping University
School of Education and Communication
Research Reports No. 000 « 201X

JONKOPING UNIVERSITY

Working Paper

Patimanteris duntur, aboribus
dolora simus acium eri quident.
Aborerrum imo dolupitat

simus acium eri.

Mulostr asperum num doloriorest
sus et verovit esequos apel imaiore
mporro occusdae.

Férnamn Efternamn

Jonksping University
School of Engineering
Working Paper Series No. 000 + 2017

Title
Subtitle

Picature proribus dem. Itatectam eosam id maximporNatus, nost comnitius se cus apereis
confex nos, Ti. Gra vil hicii condem, sena, teriam senam et neist cum inat vo, condicaet; nultori
piorus hoculos cri, eosam id quam tesiliae nularidit. Fulintis nulus artus. Ahacchu idius ox
nos, cont que ad in sedo.

Tum aure in te, consua more te re fur. Gra inendam consus Ad con aucturesent, quasdac
eristodi con rendescies! Huid pra stam inc faceres esinatient ocaet inpre cussignatiae de
audam P. Satis sigil ublibus, demunt. Um med senatrac iam in se consultum ommorae,
conihic menata, entia omninte rraciis hi, escis eret patimunt, crior quod dem ius hicaeste
sicitil iculvit vis habisse niurenium uniquastra rem octum, que ad in sedo, nesimil nerionsu ine
mus ina, ni per imis. Iqui re solum venihitia doloris venditaeris as sam vellaccusae reruntur,
ullut plam, quam restrum soloratur?

Obit, ommoloriam vent. Rum nihit vellabo. Ost, vel ium exerias restia estrunt eatem et, senis.
nonem. Nem volenis sum unt ese non nis quodis quam laut alia cuptureiur, que velectas
ut facillabo. Picature proribus dem. Itatectam eosam id maximporNatus, nost rete num
comnitius se cus apereis confex nos, Ti. Gra vil hicii condem, sena, teriam senam et neist
cum inat vo, condicaet; nultori piorus hoculos cri, quam tesiliae nularidit. Fulintis nulus artus.
Ahacchu idius. Ox nos, cont.

NAME SURNAME presentation of author. Picature proribus dem.

Itatectam eosam id maximporNatus, nost rete num comnitius se

Place for cus apereis confex nos, Ti. Gra vil hicii condem, sena, teriam senam

photo et neist cum inat vo, condicaet; nultori piorus hoculos cri, quam
tesiliae nularidit. Fulintis nulus artus. Ahacchu idius.

ISSN 1403-0470
ISBN 978-91-86345-66-2

Cover for dissertation

ISSN XXXX-XXXX
ISBN XXX-XX-XXXXX-XX-X
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Doctoral Thesis

Patimanteris duntur, aboribus
dolora simus acium eri quident.
Aborerrum imo dolupitat

simus acium eri.

Mulostr asperum num doloriorest
sus et verovit esequos apel imaiore
mporro occusdae.

Foérnamn Efternamn

Jonksping University
Jonkoping International Business School
Dissertation Series No. 000 » 2017

JONKOPING UNIVERSITY

Licentiate Thesis

Patimanteris duntur, aboribus
dolora simus acium eri quident.
Aborerrum imo dolupitat

simus acium eri.

Mulostr asperum num doloriorest
sus et verovit esequos apel imaiore
mporro occusdae.

Férnamn Efternamn

Jonksping University
School of Health and Welfare
Dissertation Series No. 000 + 2017

Cover for licentiate thesis at the School of Health and Welfare and the
School of Engineering
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