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What is a brand lexicon? 
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INTRODUCTION 

Our brand lexicon is a fancy term for describing the verbal characteristics that 
make our brand sound true to who we are. 
• It differentiates us from everyone else and provides consistency 

with enough flexibility to talk to our many audiences.  
• It’s our guide for conveying personality, tone and feeling.  
• It’s for showing how we speak so we can craft unique copy that sounds 

just like us. Time and time again.  
• There are rules and tools we need to learn and follow, but not be 

constrained by them. This is a brand lexicon that invites you to  
be creative and brave. 



Everything starts with our brand 
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STATEMENT OF PURPOSE 

 

Nurtured to 
 
 
 
 

Created to challenge the education establishment, Macquarie 
University is the training ground of new generations of 
audacious world citizens and community leaders. 
Immersed in a nurturing culture, they are encouraged and 
inspired to break free from conventions, to be the best they 
can be, and to actively shape the issues defining the future  
of humanity. 
We will express our narrative with an attitude that is 
generous, open, audacious and engaged with the  
wider world. 

break free 

see Brand Identity Guidelines 1.4 



Pioneering Minds manifesto 
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Everything starts with our brand 
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WELL-ROUNDED EXPLORERS 

They are people from all socio-demographic backgrounds, 
who are not afraid to choose the less trodden path in their 
quest for a fulfilling education and career. 
For them a life worth living should be approached as an 
exhilarating source of possibilities to grow intellectually, 
professionally and spiritually – unconstrained by pointless 
traditions and conventions. 
In their quest, they value collaboration as much as 
competition. Being a leader is about being a generous  
team player. 
They know that success in today’s hyper-connected world  
is driven first and foremost by collaborating with the  
right people, on the right issues – so they want to be  
part of innovative and ambitious teams where they can 
develop their hard and soft skills to become sought after 
and influential. 
They are down-to-earth, naturally curious and open to the 
most diverse intellectual perspectives. They want to grow 
into well-rounded citizens of the world, actively engaged  
in the complex issues that define the future of their 
disciplines, professions, communities – and humanity. 
Afraid of getting trapped in a life of conformity and 
mediocrity, they live by the motto ‘don’t fence me in’, ready 
to embrace new approaches, experiences and ideas. 

see Brand Identity Guidelines 1.3 



Everything starts with our brand 
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BRAND PILLARS 

How we engage with each other 
A collegial culture openly supporting and 
encouraging everyone to seize new opportunities 

Where we engage with each other 
One beautiful campus facilitating collaboration 
among the most diverse people and perspectives 

How we think 
Brave new thinking that defies the traditional 
boundaries of an academic institution, industry  
and other key constituents 

How we engage the world around us 
A community of world citizens deeply engaged 
with the big issues shaping the future of society 

Generous 

Engaged 

Audacious 

Open 

1 

2 

3 

4 
see Brand Identity Guidelines 1.5 



Language principle #1 
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GENEROUS 

Show what’s possible. 
 
Imagine all the things we could do together. 
We celebrate the power of intellectual enquiry when it is pursued within a 
culture that is supportive and generous. Together we open the individual’s 
world up to entirely new possibilities. 
With our eye firmly focused on the future, we use an active voice and reveal to 
our audiences what exciting opportunities lie ahead for them, no matter 
whether they’re a postgraduate international student or a school leaver. 
Our language is dynamic and energetic. 
Ours is the voice of aspiration for a new generation of ‘well-rounded 
explorers’. 



Language principle #1 
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GENEROUS 

Show what’s possible. 
 
• Speak about life-changing possibilities, the diversity of options 

available, and the unique outcomes that arise from being a part of the 
Macquarie University ‘community’ – we then ground these in proven 
experiences and achievements. 

• Deliver writing with absolute enthusiasm and energy, always choosing 
words that reveal our passion for education. 

• Place today’s conversation in a future context. What’s most relevant, 
poignant and interesting for your audience? Take them there.  
Get creative. 

• Avoid clichés. Find a new way to frame your point of view. If you’ve heard 
it before, look for a way to say it differently. 

• Write in an active, not passive voice. Tell them what we are doing, not what 
is going to be done. 



Language principle #1 
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GENEROUS 

For example… 
 
Since 1964, Macquarie University has 
been doing some seemingly weird and 
certainly wonderful things. Why?  
To search for and find medical 
breakthroughs sooner. To safeguard 
the environment and future 
ecosystems. To examine the long  
and short of life, and enjoy it more. 
And to stargaze, hopefully into 
brighter tomorrows. 

 
 

Imagine what 30,000 
students on one campus 
can achieve together. 
 
Every day, students from all walks of 
life get a step closer to fulfilling their 
ultimate dream of becoming the 
greatest version of themselves. 
Join them today. 



Language principle #2 
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OPEN 

Be on the same page. 
 
It all starts with you. So let’s get personal. 
We talk to our audience in a tone that is familiar, inviting  
and inclusive, helping everyone to stay on the same page and share a  
clear sense of purpose. 
We use language that helps people out. By being absolutely clear  
in the message we’re trying to get across, no one is left wondering what  
we’re talking about. 
This principle is essential to our inclusive, community-minded culture 
and a big part of our identity and story. When we write and speak, we’re 
always looking to make people feel as though they’re well understood and 
that we’re always capable of giving them what they’re looking for. 



Language principle #2 
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OPEN 

Be on the same page. 
 
• Help our audiences to feel like they are part of our story, by putting their 

world at the centre of ours. 
• Use a combination of first person plural (‘we’ and ‘our’) and second 

person singular (‘you’). This narrative approach helps us to talk with our 
audiences on their level, making them feel part of the conversation. 

• Keep things simple, which gives us a better chance of connecting with 
everyone and not being misunderstood. 

• Choose words that feel inviting and language that is friendly  
and conversational. 

• Use contractions in your language such as ‘you’re’ instead of ‘you are’. 
This will relax the voice, and allow for your copy to flow more smoothly. 



Language principle #2 
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OPEN 

For example… 

 
We hear you. 
 
Culture is nothing without collaboration. 
Having one unified voice allows us to call on every one of our people and ask 
them to stand up and share their opinions, ideas and inspiration with all of us. 
By working together, we create more opportunities for ourselves, our 
community and the world. 
Teamwork is our culture, so go ahead and speak your mind. 
 
OUR CAMPUS IS A CELEBRATION OF GLOBAL CULTURE 
AND LOCAL COMMUNITY. WE WELCOME YOU. 



Language principle #3 
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AUDACIOUS 

Embrace paradoxes. 
 
We nurture people. So they can break free. 
A paradox is at the heart of our brand essence: our ability to challenge the 
conventions is enhanced by our supportive and collegial culture. 
Tradition and innovation. Togetherness and individuality. 
Collaboration and competition. The paradoxes that makes our narrative  
rich are plenty. 
Our language should embrace the paradoxes that lie at the heart of our  
identity and that define some of the key challenges of the corporate  
world and the wider society. 
By embracing paradoxes, our voice will be original, clever  
and thought provoking. 



Language principle #3 
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AUDACIOUS 

Embrace paradoxes. 
 
• Show intelligence and cleverness through the way you can join dots, 

especially when they may appear to contradict each other at a first glance. 
• Use a 2-step rhythm in headlines: Start by making a strong statement 

covering one aspect of our narrative and then flip our conversation by 
closing with an opposing yet related perspective. 

• Introduce questions into our voice, helping to spark thought. 
• Dial up our level of cleverness by introducing word play, reworking 

idioms and searching for language techniques that will create a smile in 
the mind for our audiences. 



Language principle #3 
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AUDACIOUS 

For example… 
 

Sit back, relax and change 
the world forever 
 
A comfortable and nurturing space 
for groundbreaking research. 

 
 

Find your feet – then break 
the ground beneath you 
 
This is postgraduate Science and 
Engineering at Macquarie University. 
Don’t hold back. 



Language principle #4 
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ENGAGED 

Get to the point that matters. 
 
We always start and end by asking, “So what?” 
We value language so much that we use it very wisely – appreciating  
that it’s our tool to remaining honest, true and engaged with the  
things we care about. 
Through our language we get to the heart of the matter on issues that are 
big and small, and focus on phenomena and actions that have consequences. 
We bring to life our stories with clarity. In a world that is increasingly 
complex and ambiguous, it’s our responsibility to reveal what’s  
relevant and truthful. 



Language principle #4 
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ENGAGED 

Get to the point that matters. 
 
• Put your story in the bigger social and human context. 
• Get to the point quickly and make it interesting. Tell it like it is. 
• Use short, sharp sentences that create an impact in your writing. 
• Be authoritative. Not pompous or jargonistic. 
• Back it up with facts. If you can ground your conversation in facts, 

figures, a genuine story or a testimonial – do it. 



Language principle #4 
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ENGAGED 

For example… 
 

Last year, more than 1100 people died on 
Australia's roads. 
 
Discover how our research in road safety signage is putting a stop to this 
national tragedy and changing lives for good. 



Brand language 
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TONE OF VOICE 

We need one distinctive 
voice. 
But do we need different 
tonalities? 



Brand language 
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TONE OF VOICE 

Core  
tone 

Institutional 
tone 

Casual 
tone 

Procedural 
tone 

Ty
pe

 

Policies Social media Advertising and collateral Ceremonies 

A
ud

ie
nc

e 

Students 

Staff 

Parents and advisers 
Alumni and donors 

Corporate partners and industry leaders 

Wider community 

see Brand Identity Guidelines 6.9 



Tone of voice 
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PROCEDUAL TONE CASUAL TONE CORE TONE INSTITUTIONAL TONE 

Take a micro-perspective – focus on 
conveying the information in the simplest, 
clearest way possible. 

Take a community perspective – talk to 
people as members of teams and 
communities engaging with one another. 

Take a big picture perspective – talk to 
people as global citizens engaged with issues 
that will shape our future society. 

Take a big picture perspective – talk to 
people as global citizens engaged with issues 
that will shape our future society, and who 
want to leave a long lasting legacy. 

Adopt a neutral, factual tone without being 
excessively formal. 

Adopt a friendly, casual tone (but avoid 
being ‘cutesy’). 

Adopt a friendly, conversational tone. Adopt an authoritative tone without being 
pompous or jargonistic. 

The tone should be rational (focusing on 
factual information) rather than seeking  
to connect with the audience on an 
emotional level. 

Seek to establish an emotional connection 
with the audience with a focus on immediacy 
and the everyday (eg ‘Your future  
starts now’). 

Seek to establish an emotional connection 
with the audience by adopting 
unconventional approaches and challenging 
the status quo (eg ‘We nurture people. So 
they can break free.’). 

Seek to establish an emotional connection 
with the audience by adopting 
unconventional approaches and 
inspirational language that implies  
an impact that will be felt over a long  
period of time. 

Use the passive voice very sparingly,  
and only when it provides greater clarity  
to the sentence. 

Use the active voice. Use the active voice. Use the active voice. 

Write in the third person (‘the University’, 
‘the students’), and second person singular 
(‘you’) when appropriate. 

Use a combination of first person plural  
(‘we’ and ‘our’) and second person  
singular (‘you’). 

Use a combination of first person plural  
(‘we’ and ‘our’) and second person  
singular (‘you’). 

Use a combination of first person plural  
(‘we’ and ‘our’) and second person  
singular (‘you’). 

Use contractions sparingly  
(eg ‘weren’t’). 

Use contractions widely (eg ‘that’s’, 
‘where’d’, ‘you’re’, ‘can’t’). 

Use contractions (eg ‘you're’ instead  
of ‘you are’). 

Use contractions sparingly  
(eg ‘weren’t’). 

Always apply correct grammar  
and punctuation. 

Always apply correct grammar and 
punctuation (ie don’t write in ‘text speak’). 

Always apply correct grammar  
and punctuation. 

Always apply correct grammar  
and punctuation. 

Don’t use colloquial expressions, acronyms, 
buzzwords or clichés. 

Use colloquial expressions when appropriate 
(ie will not offend), but avoid acronyms, 
buzzwords and clichés. 

Use colloquial expressions very sparingly 
and only when appropriate (ie will not 
offend), but avoid acronyms, buzzwords  
and clichés. 

Don’t use colloquial expressions, acronyms, 
buzzwords or clichés. 

Don’t use humour as it will undermine  
the message. 

Use humour through word play, reworking 
idioms and exploring paradoxes. 

Use humour through word play, reworking 
idioms and exploring paradoxes. 

Use humour sparingly, through wit  
rather than jokes. 

Focus on one idea or concept per sentence 
and keep it as brief as possible without 
compromising meaning. 

Use short, sharp sentences as well as  
one-liners to create an impact while being  
as brief as possible. 

Use short, sharp sentences that create  
an impact. 

Use a mix of short, sharp sentences and 
slightly longer sentences to give your  
writing rhythm and flow. 

Provide the essential details – facts  
and figures – and avoid embellishment or 
creative language. 

Keep language simple. Be vivid but not  
too detailed. 

Keep language simple. Be vivid but not  
too detailed. 

Incorporate more complex words and data 
when expressing complex concepts. 

Provide instructions according to the 
sequence in which they should occur (eg 
‘Turn the green knob then press the red 
button’ not ‘Press the red button after 
turning the green knob’). 

Introduce fragmented sentences into  
your writing (eg ‘I’m ready. There’s so much 
to learn.’). 

Introduce fragmented sentences into  
your writing (eg ‘I’m ready. There’s so much 
to learn.’). 

Begin sentences or paragraphs with a point 
of common knowledge and end with new 
content to emphasize its importance and 
provide more gravitas. 

see Brand Identity Guidelines 6.10 



Prospective domestic students 
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CORE TONE – BEFORE AND AFTER 

Imagine your future 
Transform yourself with Macquarie 

 
Macquarie is more than your  
traditional university. 

When you choose Macquarie, you are not only 
choosing a world-class educational experience, 
you will also gain access to our first-class facilities, 
friendly staff and students, and park-like campus. 

You will learn from the best and apply your 
knowledge to real-life situations through PACE, 
our international exchange program and many 
other opportunities we provide our students. 

Macquarie does more than offer you an 
exceptional education with outstanding career 
prospects. Macquarie offers you the opportunity 
to transform yourself. Through global 
engagement, real-world experiences and our 
unique curriculum. Macquarie will help you 
realise your aspirations, whatever they might be. 

So what are you waiting for? 

There’s no present like the future 
START YOURS NOW AT MACQUARIE 
 

Now 50 years young, Macquarie has established a tradition for 
being untraditional. 

Far from the impersonal university stereotype, everything about 
Macquarie – our staff, our facilities and the campus itself – is a 
welcoming and embracing experience. 

Before you can walk, then stride confidently, and finally run, you 
need a good grounding. We nurture first, providing you with the 
knowledge and confidence to break free. Then we can unleash 
you on the world – be it through PACE, our international 
exchange program, or countless other real-life experiences and 
opportunities. 

An exceptional education at Macquarie is about personal 
transformation that brings your aspirations, however sky-high, 
within reach. 

Your time starts now. 

Before After 



Prospective international students 
via the Adviser Guide 
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CORE TONE – BEFORE AND AFTER 

From your first day as an international student 
at Macquarie University, you will be welcomed 
into our student community. 

Our campus comes complete with shops, cafes, 
banks, bar, pharmacy, medical clinic, private 
hospital, counselling services, child care centres 
and on-campus wi-fi. With everything at your 
fingertips, there’s no stress fitting things in  
around your lectures. 
Diversity 
Macquarie is a vibrant and diverse community 
with students and staff from more than 100 
different countries. Over 50 languages are spoken 
by our students. We celebrate the diversity of 
cultures, and through our Equity and Diversity 
Unit make sure everyone has an equal 
opportunity to participate in university life 
Student Groups 
One of the best ways to make friends at university 
is to join student groups. There are more than 140 
groups and clubs to choose from, ranging from  
film, drama, dance and sporting clubs to clubs 
with a cultural, religious or political focus. 

New to Macquarie University? 
You’ll soon feel like an old friend 

Nestled in one of the world’s great cities, Macquarie University is 
a friendly, tight-knit, modern global village. Whether you need a 
bank or a bar, a café or counselling, a private hospital or child 
care centre, you’ll find everything you need on campus to 
seamlessly fit in with your studies. 

Macquarie speaks your language  

We have staff and students from more than 100 countries 
speaking more than 50 languages, so you will quickly familiarise 
yourself with, interact with and integrate into a wonderfully 
diverse and vibrant community. Culture differences are a 
unifying force at Macquarie. Everyone here enjoys an equal 
opportunity to participate fully in university life. 

Join the club 

We encourage you to act, dance, play, pray, debate or anything 
else that helps you meet like-minded people and make friends at 
Macquarie. There are more than 140 groups and clubs you can 
join, with activities, interests and pursuits including physical, 
political, cultural and religious. 

Before After 



Alumni via EDM 
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CORE TONE – BEFORE AND AFTER 

Boost your career with further study 

Dear Maria, 

In the recent 2014 Alumni Survey, you indicated that you were 
interested in further study. 

At Macquarie, we offer a range of postgraduate degrees and short 
courses that will help you build on your existing skills and 
develop the knowledge you seek in the comfort of a familiar, 
welcoming environment. 

So, if you’d like to reconnect with old friends and familiar places, 
be inspired towards further study or broaden your career options, 
then read on. 

Broaden your skills 
Further study is a great way to boost your career, get  
the accreditation you need, or explore a new path you are 
passionate about. 

With more than 300 postgraduate coursework and research 
programs, we are well placed to help you specialize and upgrade 
your skills and take your career to the next level. 

We recognize that life is often a balancing act. With this in  
mind, we offer flexible study options, including online lectures,  
so you can balance your study responsibilities to other areas of 
your life… 

Would you like to learn more? 
Join us for a postgraduate admissions online chat on Wednesday 
19 November from 6pm AEDT. Our expert will be online to answer 
all your questions about applications and admissions. 

We look forward to welcoming you back to Macquarie. 

Looking forward to your welcome return 
 

Dear Maria, 

We’re always reinvigorated by the prospect of bright stars returning.  
So we were thrilled by news of your recent interest to consider future  
study at Macquarie.  

Knowledge is power. And rest assured, we’ll do everything in our power  
to point you in the direction of a postgrad degree or short course to expand 
your horizons. 

Old friends and familiar environments are waiting to welcome you back. 

Ready, set… 

Whether you’re giving your career a quantum lift or exploring new personal 
paths and passions, Macquarie has over more than postgraduate courses and 
research programs ready to feed your desire for more knowledge. 

Of course, we’re well aware that your responsibilities may have changed  
since we last met. That’s why we have flexible study options that respect  
and facilitate life’s delicate balancing act. 

… grow. 

With all of us a little older and wiser, we’re ready to reacquaint you with life’s 
learning curve. Please drop into our postgraduate admissions online chat on 
Wednesday 19 November  from 6pm, where our experts will be ready to 
answer all your questions about rejoining Macquarie. 

We look forward to helping you grow, beginning with the warmest of 
welcomes back. 

Before After 



Alumni and ‘supporters’ via the 
Giving Impact newsletter 
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CORE TONE – BEFORE AND AFTER 

Share your Macquarie Story 

This year promises to be an exciting one for 
Macquarie University. 14 June marks our 50th 
anniversary. We are looking forward to celebrating 
our Jubilee and all the achievements and 
developments that we have experienced over the  
last 50 years. 

If you have a story to share from the first 50 years  
of our University, we would love to hear from you. 
We’re currently collecting memorable stories from 
alumni and the community about their experiences  
at Macquarie. 

Let us know about the people, places and 
peculiarities of your Macquarie experience – the 
things that make us different. Secret spots, notable 
alumni before they were famous, personal triumphs 
and definitive moments that have become part of the 
University’s fabric of service and engagement. 

Prose, poems, interviews, anecdotes, pictures, video 
or audio – any medium that best conveys your tale 
can be accommodated. You can share your story at 
(URL) 

50 years on, have you got something  
to add? 
 

A 50th anniversary is a time not just for celebration, but also reflection. 
On past achievements. On roaring successes. Or perhaps heroic 
failures. On happy and occasionally sad times. On lessons learned. And 
on people met and admired. 

14 June marks the Macquarie University half-century. Over the course 
of this year, we look forward to looking back. 

After all, the university that fine-tuned three Wiggles, helped make  
wi-fi a reality and wrote the first Australian English dictionary surely 
has thousands of tales to tell. 

Perhaps you can help jog our memories. Do you have a story to share 
with us? Who were the people, where were the places and what were 
the peculiarities of your personal Macquarie experience? 

Whether you’re one of our celebrated alumni, a beloved  
ex-groundskeeper or someone who’s observed Macquarie  
from afar, feel free to enlighten us. 

Poetry, prose, picture or post… bring back some Macquarie  
memories at (URL) 

Before After 



Prospective students via Facebook 
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CASUAL TONE – BEFORE AND AFTER 

Macquarie University Future 
Students 
 
Enrolling at Macquarie? 

Make sure you get involved in the many student 
organised and run associations and groups that 
keep hundreds of our students involved and 
entertained!  

From food, to sport, to entertainment and more, 
there’s so much to do! 

Congratulations to our University Cheerleading 
and Dance Teams that have just placed at the 
annual AASCF Cheer and Dance Nationals 
competition! Just another example of the thriving 
talent and motivation of our student groups. 

Macquarie University new faces 
 

Attention, Macquarie Newbies… 

Uni life isn’t all work and no play. 

Food, sport, entertainment – there are heaps of activities for you 
to get to know each other, enjoy some time out, maybe blow off a 
bit of steam … 

Speaking of which, congrats to our Cheerleading Team for 
placing in the AASCF Cheer and Dance Nationals competition. 
Nice one. Bring your extracurricular talents to campus life.  
Don’t be shy. 

Before After 



Current students via Twitter 
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CASUAL TONE – BEFORE AND AFTER 

Session 3 starts soon! MT @BigHistoryInst: Study #BigHistory over summer – 
enrol in #mhis115 for Session 3: handbook.mq.edu.au/2015/Units/UGU… 

Go BIG this summer – #BigHistory is on for Session 3. Enrol in #mhis115 and 
hit the books this summer with MQ. goto.mq/mhis115 

Before 

After 



Evolving the way Macquarie speaks 
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BRAND LEXICON 

Learn the rules but do 
not feel too constrained 
by them. 
This is a brand lexicon 
that invites you to be 
creative and brave. 



Headings and typography 

29 GROUP MARKETING 

HEADINGS AND SUB-HEADINGS 

see Brand Identity Guidelines 3.10 



Headings and typography 
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TYPOGRAPHY 

see Brand Identity Guidelines 3.11 



Consistency is key 
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STYLE GUIDE 

Spell check and proofread everything before it’s published.  
You cannot proof something you wrote. Ask someone else to check as they 
will pick up things you miss in your own work. 
 
Use the University’s style guide for all media to ensure consistency 
across the brand. The style guide covers how we write: 
• abbreviations 
• capitals 
• captions 
• contact details 
• dates 
• headings 
• lists 
• names  
• titles. 

 
 



Brand language 
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CHECKLIST 

1 

As you start to write, have you decided whether the collateral 
should adopt a ‘propositional’ or ‘informative’ approach? If 
the former, it’s important that the proposition is clear, 
powerful and followed through inside the collateral. 

2 
What tone of voice will you adopt? Should you stick to the 
core tone or adopt one of its variations? Carefully consider 
your audience and the general context. 

3 

Are you adopting the four general language principles? Try to 
use a combination of all four principles in each 
communication to bring depth and diversity to your language.  

4 
While writing, look to the brand lexicon protocols and style 
guide to ensure you’re adhering to the writing rules set out by 
the University. 

5 

Finally, as you review what you’ve written, ask yourself: If the 
text were stripped of all literal references to Macquarie 
University (the name, the logo, etc), would you still feel it’s 
our University speaking? If so, it’s working. 

see Brand Identity Guidelines 6.29 



5 step world-class process 
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PROVEN PROCESS CREATES COMPELLING COMMUNICATION 

1. Insight 2. Strategy 3. Content 4. Creative 5. Media channels 

Audience knowledge: 
• Behaviour 
• Attitude 
• Experience 
 
Audience 
segmentation 

 

A series of decisions: 
• Which audience are 

we targeting? 
• What benefit are we 

offering? 
• Why can the 

audience believe 
us? 

• What is our desired 
behaviour change 
from the audience? 

Different audiences 
require the same story 
to be told in different 
ways. 
 
Two critical 
dependencies: 
• Audience 
• Media channel 

While differentiation 
can be difficult to 
achieve, creative  
approaches can 
enable organisations 
to attract and engage 
audiences. 

The efficiency and 
scale of a media 
channel’s reach varies 
greatly between target 
audiences. 
 
While owned media 
(web, email) is 
cheaper, its scale is 
limited. 

 
 

A better understanding 
of our audience helps 
us to position our 
message in a relevant 
way to the audience. 

Strategy creates a 
clear purpose to the 
communications. 
Ensures cumulative 
stories told with 
consistency. 

Compelling stories 
tailored for the 
audience to create 
engagement. 

Even when we are not 
unique, we can be 
distinctive and 
impactful through 
creative approaches. 

Media channel 
selection is critical to 
creating an efficient 
communication. 

 
 

Relevance Purpose Engagement Impact Efficiency 

GROUP MARKETING 



 
 
 
marketing@mq.edu.au 
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