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— Du dr viktig!

Foto/Photo: Jenny Svennas-Gillner, SLU

Ett SLU — du ar ambassador

I din hand haller du SLU:s varuméarkesmanual. Har finns
riktlinjer for hur vi tydliggor vart varumérke med gemen-
samma verktyg. Att vi ar konsekventa i var anvandning
av logotyp, farg, bild och sprak leder till att universitetet
blir en tydlig och trovérdig avséndare. Det 6kar ocksa
mojligheterna till igenkénning.

SLU:s varumirke ska signalera att vi ar ett universitet

i varldsklass inom livs- och miljovetenskaper.

Du &r en viktig férmedlare av SLU:s varumérke.
Tillsammans ska vi visa att vi dr ett universitet, ett SLU.

You are an ambassador
for a united SLU

SLU's Brand Manual. Here you will find
guidelines on how we use common tools to create a clear
profile. We must be consistent in our use of logotype,
colour, image and language, so that the university is
perceived as a clear and credible communicator. This
will also improve the chances of recognition.

should signal that we are a world-class
university in the fields of life and environmental sciences.
You are an important ambassador for SLU's brand.
Together we will demonstrate that we are one university
— a united SLU.

Lisa Sennerby Forsse

Rektor/Vice Chancellor
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Varumarket SLU

SLU:s varumarke utgdrs av vart namn, var logotyp

och de vérden som dessa representerar. | den har
tryckta manualen finns de 6vergripande riktlinjerna

for SLU:s varumarke. P4 SLU:s webbplats finns mer
hjalp sdsom mallar, anvisningar och kontaktpersoner.
Kommunikationsavdelningen ansvarar for att riktlinjerna
tas fram, finns tillgéngliga och utvecklas.

Riktlinjerna for SLU:s varumarke géller alla enheter
som &r en del av universitetet och all den information
som i SLU:s namn sprids inom och utanfor universitetet.
Kom ihag att alltid kontakta kommunikationsavdelningen

vid stérre kommunikationsinsatser eller om du har fragor.

>>> https://internt.slu.se/kommunikation

The SLU brand

comprises our name, our logo and the
values they represent. This printed manual contains the
general guidelines for SLU's brand. More help is available
on SLU's website in the form of templates, instructions
and contact persons. The Division of Communication is
responsible for ensuring that guidelines are drawn up,
made available and developed.

apply to all units that are part of
the university, and all information disseminated in SLU's
name within and outside the university. Remember
always to contact the Division of Communication if you
are involved in a major communication initiative or if you
have any questions.

>>> https://internt.slu.se/




202100-2817

Du ar en av 0ss

Det dr viktigt f6r mottagaren att det tydligt framgar vem
som &r avsdndare av ett budskap. Det &r dven viktigt
rent juridiskt att veta vem som &r ansvarig fér det som
formedlas fran SLU.

Bedrivs verksamheten under SLU:s organisationsnummer?
| s& fall ska SLU vara avséndare. Organisationsnummer

i Sverige avser en juridisk person med bade rattigheter
och skyldigheter.

Enligt marknadsféringslagen ska det tydligt framga
vem som svarar fér marknadsforingen. Darfor ar det
viktigt att alla vi som ar en del av verksamheten under
SLU:s organisationsnummer tydligt anger SLU som
avséndare vid all form av marknadsféring. P4 exempelvis
inbjudningar, platsannonser, webbsidor och trycksaker
ska mottagaren enkelt uppfatta att SLU &r avséndaren.

>>> https://internt.slu.se/kommunikation

ABOUT BRANDS 9

You are one of us

It is important to the recipient that the identity of the
sender of a message is clear. In purely legal terms, it is
also important to know who is responsible for information
communicated by SLU. Are the activities conducted
under SLU's registration number? If so, SLU should be
named as the sender. Swedish registration numbers refer
to legal entities, having rights as well as obligations.

Under the Swedish Marketing Act, the identity of the
person responsible for marketing must be clearly evident.
It is therefore important in all forms of marketing that
everyone involved in activities conducted under SLU's
registration number makes it clear that SLU is the
sender. For instance, those receiving invitations or
reading job advertisements, websites and printed matter
should easily be able to see that SLU is the sender.

>>> https://internt.slu.se/communication



“Every year the Swedish University of Agricultural Sciences, SLU, publishes...”

Vad heter vi — pa svenska?

Vart universitet heter:

= SLU

= Sveriges lantbruksuniversitet

| I6pande text anvands forkortningen SLU. Dock ska hela
namnet skrivas ut forsta gangen. Exempel: Forskare vid
SLU, Sveriges lantbruksuniversitet, har upptéackt. . .

Fakulteter, institutioner, omraden, enheter, avdelningar
och utbildningsprogram ska skriva sitt namn med liten
bokstav i [6pande text. Exempel: Forskare vid institutionen
fér energi och teknik har upptéckt. . .

SLU:s orter skrivs som SLU Grimsd, SLU Wangen, osv.

Det dr viktigt att vi anvander enhetliga bendmningar
for vart universitet. Det ska vara enkelt att férsta vilken
enhet som &r avséndare. Vid vetenskaplig publicering
kravs réatt namn pa universitetet. Det paverkar SLU:s
vetenskapliga anseende och vara forskningsanslag.

>>> https://internt.slu.se/sprak

TEXT AND LANGUAGE | ] 1

What is our name — in English?

Our university is called:

= The Swedish University of Agricultural Sciences

In English our full name is used primarily but in running
text you can use the abbreviation, SLU.

Faculties, departments, fields, units, divisions and
education programmes should write their name in
English using capital letters for every significant word
in running text. Example: Researchers at the Department
of Energy and Technology have...

SLU's various centres are always written as
SLU Grims6, SLU Wangen and so on.

It is important that we use correct and uniform names
for our university, especially in the context of scientific
publications. This has an impact on SLU's scientific
reputation and our research appropriation. It should be
easy to understand which unit at SLU is the sender.

>>> https://internt.slu.se/language




Christina Fréberg
Student pa trddgardsingenjér — odling

Foto/Photo: Jenny Svennas-Gillner, SLU

Master's student: Ecology

Ett universitet, tva sprak

SLU ar ett tvasprakigt universitet dar information ska
finnas pa bade svenska och engelska.

Tvasprakigheten innebaér till exempel:

= styrdokument ska finnas p& bade svenska
och engelska

= all administrativ dokumentation ska vara tvasprakig

= dar det finns medarbetare eller studenter som inte
talar svenska ska all skriftlig information finnas pa
bada spraken

= muntlig information vid institutionsmoten och liknande
ar pa engelska om inte alla forstar svenska

= pa grundutbildningarna &r det svenska spraket i
fokus, pa avancerade utbildningar och forskar-
utbildning &r engelskan i fokus

Tvasprakighet ar ett ambitiost mal f6r SLU som vill vara
ett universitet i varldsklass inom livs- och miljévetenskap.

>>> https://internt.slu.se/sprak

19

One university, two languages

where information should

be available in both Swedish and English.

These are some implications of this bilingual approach:

governing documents should be available in Swedish
and English

all administrative documentation should be in the two
languages

where there are employees or students who do not
speak Swedish, all written information should be
available in both languages

oral information at departmental meetings and the like is
given in English if everyone does not understand Swedish
The emphasis is on Swedish in first-cycle programmes;
English is the main language on second and third-
cycle programmes

The parallel use of two languages is an ambitious goal

for SLU, whose aim is to be a world-class university in

the fields of life and environmental sciences.

>>> https://internt.slu.se/



Anvand klarsprak!

handlar om att uttrycka sig latt-

begripligt och att anpassa spraket till mottagaren. Det &r
lag pa att myndigheter ska anvénda klarsprak, sa det ar
viktigt att du som representerar SLU tanker pa att:
= uttrycka dig begripligt
= folja svenska skrivregler och

myndigheternas skrivregler
= mota lasaren/lyssnaren med en respektfull ton
= klarsprakskravet géller &ven om du uttrycker dig

pa andra sprak &n svenska

anstéllda och studenter, som fyller
varumarket SLU med dess varden. Att m&ta omvarlden
i en respektfull dialog som anpassats till malgruppen ar
ett satt att stérka varumarket SLU.

>>> https://internt.slu.se/

Use plain language!

is about expressing yourself in
a way that is easy to understand, and adapting your
language to the recipient. It is a legal requirement that
public authorities and agencies use plain language, so
if you represent SLU, remember:
= to express yourself comprehensibly
= abide by Swedish writing rules and the rules for
writing official material
= address the reader/listener in a respectful tone
= the need to use plain language also applies if you
express yourself in languages other than Swedish

we the employees and students impart value
to the SLU brand. Meeting the world around us in a
respectful dialogue adapted to the target group is a way
of enhancing the SLU brand.

>>> https://internt.slu.se/
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SLU

Det har ar var logotyp.

SLU:s logotyp bestar av en symbol som &r grén (som
naturen) och réd (som blodet) tillsammans med ordbilden
"SLU" i gron farg. Den kénnetecknar var verksamhet:

det levande.

Logotypen &r den yttersta férmedlaren av var visuella

identitet och utgér en barande del av vart varumérke.

Det ar darfor véldigt viktigt att:

= logotypen inte forandras eller férvanskas. Det innebéar
att den till exempel inte far beskaras eller dndras i
proportioner. Den far heller inte inga i andra symboler,
logotyper, marken eller liknande.

= den anvénds nadr SLU &r avséndare

= den anvands mot vit bakgrund for att framsta tydligare

Logotypen utarbetades av hovkalligraf Lars Laurentii
och togs i bruk den 1 januari 1996. | december 2011
antogs en nagot justerad version av logotypen som ar
den du ser till vénster.

>>> https://internt.slu.se/logotyp JE—

LOGOTYP

This is our logotype.

consists of a symbol that is green
(as in nature) and red (as in blood) together with the
letters “SLU" in green. This is a symbol that reflects
the values characterising our activities: living things.

is the ultimate medium for communicating our
visual identity and is a central element of our brand. It is
therefore essential that:
= the logo is not altered or distorted. This means that the
logo's proportions must not be adjusted and may not
be included in other symbols, logotypes, badges, etc.
= itis used when SLU is the sender
= the logo is always used against a white background
so that it stands out even more

Lars Laurentii, Master of
Calligraphy, and was introduced on 1 January 1996.
In December 201 1an adapted version of the logo was
introduced. This logo is seen on the left.

>>> https://internt.slu.se/

1/



2x

= = = Frizonen runt var logotyp &r halva héjden alt bredden, x,
at alla hall.
The free space around our logo is half of the logo's
height or width, x, in all directions.

Pantone: 336 C
CMYK: C 100,M 0, Y 67,K 47 CMYK: C 21,M 97, Y 35, K61

Pantone: 209 C

RGB: R0, G 102, B 82 RGB: R 113, G 39, B 61
HEX: #006652 HEX: #71273d
NCS: S 4550-B90G NCS: S 4050-R10B

= == Dessa ar SLU:s logotypfarger.
These are SLU's logotype colours.

Lyft fram SLU

SLU:s logotyp ska alltid ha en val synlig placering i alla
vara produkter. Nar det géller trycksaker, som till exempel
tidskrifter, ska SLU:s logotyp finnas pa framsidan.

Logotypen ska ha luft runt om f6r att tydligt framtréda,
respektera darfér logotypens frizon.

SLU:s grona och roda farg far inte finnas

nagon annanstans &n i logotypen. Toningar av
logotypfargerna far inte heller anvéndas. Anvand
fargerna i SLU:s fargpalett istéllet, se sidan 27.

>>> https://internt.slu.se/logotyp

[ LogotyP | 19

Highlight SLU

on all SLU products. When it involves printed material,
for example, journals, SLU's logo should always be used
on the front page.

around it so that it stands
out clearly, so respect the free space around the logo.

may not be used anywhere
else than in the logo. In addition, the tones of the logo's
colours may not be used. The colours in SLU's colour
palett can be used instead. Please see page 27.

>>> https://internt.slu.se/
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SLU

Logotypvarianter

i farg mot vit bakgrund ska alltid anvéndas
ndr det ar mojligt. | de fall det inte gar kan istéllet en
svart eller vit logotyp anvéndas. Valj den variant, svart
eller vit, som ger storst kontrast och syns béast mot
bakgrunden.

finns endast i svart och vit, inga
andra farger far anvandas.

>>> https://internt.slu.se/ I

21

Logotype variants

in colour against a white background should
always be used where possible. Where this is not
possible, a black or white variant may be used. Use the
variant, black or white, that gives the greatest contrast and
stands out most clearly against the background.

are only available in black and white;
no other colours may be used.

>>> https://internt.slu.se/
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Sveriges lantbruksuniversitet
S L u Swedish University of Agricultural Sciences

Sveriges lantbruksuniversitet
S L u Swedish University of Agricultural Sciences

Institutionen for mark och miljo

Sveriges lantbruksuniversitet
S L u Swedish University of Agricultural Sciences

Department of Soil and Environment

Nar SLU behover forklaras

Behdver SLU skrivas ut gors det p& bade svenska och
engelska, oavsett sprak i det foljande innehallet. Detta
signalerar att vi &r ett tvasprakigt universitet.

De utskrivna namnen kopplas till logotypen med ett
grafiskt element. Det grafiska elementet &r en linje i
vinkelform och har ett fast lage som inte far &ndras.
Logotypen med véra utskrivna namn och grafiska
element ska alltid placeras i Ovre véanstra hornet.

Det kan ocksa vara viktigt att lyfta fram en specifik
avsidndare inom SLU. Det kan vara en fakultet, kluster,
institution, omrade, centrumbildning, enhet eller
avdelning. Namnet pa den specifika avsandaren skrivs
pa en eller hégst tva rader under linjen i fet stil, som
bilderna till vanster visar. Den specifika avsdndaren
skrivs pa antingen svenska eller engelska beroende pa
vem mottagaren ar.

>>> https://internt.slu.se/logotyp JE—

[ Logotyr | | 23

Using our names

this should
be done in both Swedish and English, regardless of the
language used in the following content. This signals that
we are a bilingual university.

The full name of the university in the two languages is
linked to the logo by a graphic element. This is a line
in angled form, in a fixed position, which may not be
altered. The logo, along with SLU's printed name and
graphic element, should always be placed in the top
left-hand corner.

to highlight a specific sender
at SLU. This may be a faculty, cluster, department, field,
collaborative centre, unit or division. The name of the
specific sender is written in bold on one or two lines at
the most, as shown in the illustrations to the left. The
name of the specific sender is written either in Swedish
or English, depending on the identity of the recipient.

>>> https://internt.slu.se/
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Sveriges lantbruksuniversitet
S L u Swedish University of Agricultural Sciences

Tva linjer i vinkel som grafiskt element

SLU:s grafiska element &r en del av den
grafiska profilen och ett av kdnnetecken
for varumarket SLU.

is part of SLU's
graphic profile and a distinctive feature
of the SLU brand.

svart eller vitt
tva linjer i vinkel pa 90°
hogst en gang per sida

black or white
two lines at an angle of 90°
no more than once per page

De aterkommande linjerna

For att avgransa eller framhava text i ett dokument kan
man anvanda SLU:s grafiska element som bestar av tva
linjer i vinkel.
= linjerna har samma tjocklek som logotypens
grafiska element
= de tva linjerna ska std mot varandra i en rét vinkel
= linjerna ska vara antingen svarta eller vita
= det ska anvandas sparsamt — hégst en gang per sida
= linjerna ska linjera med logotypens grafiska element,
se figur till vanster. Observera att endast logotypens
grafiska element far ha tva vinklar.

Det grafiska elementet maste inte anvéndas, layouten
fungerar bra dven utan detta. Nar det anvénds ar det
viktigt att det anvéands enligt riktlinjerna, eftersom det &r
en del av SLU:s grafiska profil och ett av kdnnetecknen
for varumarket SLU.

>>> https://internt.slu.se/grafisktelement

The recurring lines

or highlight text in a document, SLU's
graphic element, the recurring lines, can be used. The
recurring lines are composed of two lines at an angle.
= The line has the same thickness as
the graphic element of the logo
= |t consists of two lines at an angle of 90°
= The lines should be in either black or white
= It should be used sparingly
— no more than once per page
= The lines should match the graphic element of the
logo; see the example on the left. Please observe
that according to the graphic element only two lines
may be used.

need not be used; the layout also
works well without it. When it is used, it is important
that it is used as specified in the guidelines, since it is
part of SLU's graphic profile and a distinctive feature
of the SLU brand.

>>> https://internt.slu.se/

29



= == SLU:s fargpalett
=== SLU's colour palette

80%

60%

40%

20%

Pantone: 7441 C

CMYK: C 36,M50,Y0,KO
RGB: R 153, G 97, B 195
HEX: #9961c3

NCS S 2050-R50B

80%
60%
40%

20%

Pantone: 131 C

CMYK: C0,M32,Y100,K9
RGB: R 210,G 142,B0
HEX: #d28e00

NCS S 2070-Y20R

80%
60%
40%
20%
Pantone: 397 C

CMYK:C 10,M 0, Y 100, K 11

RGB: R 193,G 187,B0

HEX: #c1bb00
NCS S 1075-G80Y

80%
60%
40%

20%

Pantone: Cool Grey 10 C
CMYK:C0,M2,Y0,K60
RGB: R 97, G 98, B 101
HEX: #616265

NCS S 6502-B

Pantone: 7459 C
CMYK:C57,M0,Y6,K13
RGB: R 44, G 149,B 181
HEX: #2c95b5

NCS S 2050-B10G

Pantone: 400 C
CMYK:CO,M3,Y6,K16
RGB: R 204, G 199, B 192
HEX: #ccc7c0

NCS S 2502-Y

80%

60%

40%

20%

80%

60%

40%

20%

Satt farg pa tillvaron

For att ge mojlighet till manga olika uttryck finns SLU:s
fargpalett med sex farger och trettio fargtoner att valja
bland!

Nar vi anvénder férg i till exempel tonplattor, som bak-
grund eller som markering bér dessa farger anvéndas.
Logotypens grona och réda farg far enbart anvandas i
logotypen.

Det finns dven hogtidsfiarger: guld, silver och brons.
De far endast anvandas i hogtidliga sammanhang, som

till exempel vid vara akademiska hogtider.

Férgerna bidrar till ett sammanhallet uttryck av var
grafiska profil och starker varumarket SLU.

>>> https://internt.slu.se/farger

| FAreer ] coours ] 2/

Brighten things up

To give scope for a wide variety of expression, SLU's
colour palette is available in six colours and thirty
shades to choose between. When we use shading, for
example, as a background or for emphasis, one of these
colours should be used. The green and red used in the
SLU logo should not be used elsewhere.

There are also colours for ceremonial use: gold, silver
and bronze. These may only be used on special occasions,
such as our academic ceremonies.

The colours help to create a consistent and coherent

expression of our graphic profile, and to reinforce the
SLU brand.

>>> https://internt.slu.se/colours
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o Egna marken Own badges
SLU \ Swadi Uneriy of el Scinces u \ Sweden Unversy of e Scences
::'T::’.:‘;“m,:n?::l(‘mp"okxgmdukﬂon Centre for Organic Food and Farming (EPOK) ‘

Vissa verksamheter inom SLU har egna godkénda Some operational areas at SLU also have their own
marken, en symbol f6r den egna verksamheten. Egna badges, which act as a symbol for their own operations.
marken kan aldrig ersétta SLU:s logotyp. The badge must never replace SLU's logo.
SLU ar alltid avséndare och juridiskt ansvarig. Det ska SLU is always the primary sender and legally responsible;
vara tydligt f6r mottagaren. this should be clear to the recipient.
Det egna market ska placeras pa ett tydligt avstand The badge must be placed at a clear distance under
under SLU:s logotyp. SLU's logo.
Skriv gérna ut verksamhetens namn under linjen i SLU:s Feel free to print out the operational area's name under
logotyp, se sidan 23. the line in SLU's logo. Please see page 23.

>>> https://internt.slu.se/marken J— >>> https://internt.slu.se/badges



SLU

SLU tillsammans med andra

Nar SLU samarbetar med andra externa aktorer och ska
kommunicera gemensamt galler féljande:

Om SLU dr huvudpart ska SLU:s grafiska profil f6ljas
och samarbetspartnerns logotyp placeras som SLU:s
egna marken, se sidan 29.

Om SLU ir en av flera jambordiga parter ska
logotyperna placeras bredvid varandra balanserade i
storlek och avstand. Ar det manga parter sa skriv hellre
ut namnen pé& parterna.

Om SLU dr minoritetspart géller huvudpartens
grafiska profil.

>>> https://internt.slu.se/logotyp JE—

FLERA LOGOTYPER

SLU in collaboration

When SLU collaborates with external partners we
should communicate collectively using the following
guidelines:

SLU's graphic profile should
be used, and the partner's logotype should be placed in
the same way as other SLU badges. Please see page 29.

the logotypes
should be placed next to one another and equalised in
size and distance. If many parties are involved, it is better
to write out their names.

the main partner's
graphic profile is used.

>>> https://internt.slu.se/



Arial
ABCDEFGHIJKLMNOPQRSTUVWX
abcdefghijklmnopqrstuvwxyz
0123456789 @&éfiflcaadaeglulli

Times New Roman
ABCDEFGHIJKLMNOPQRSTU
abcdefghijklmnopqrstuvwxyz
0123456789 @& ¢éfiflcdddeoiiln

Arial och Times New Roman

Vara typsnitt @r en viktig del av igenkénningen av varu-
market SLU. Om typsnittsanvdndningen &ar konsekvent
blir var kommunikation tydligare och varumérket stérks.

| var dagliga kommunikation anvander vi typsnitten Arial
och Times New Roman, i till exempel Word-dokument
eller PowerPoint-presentationer. De finns som standard-
typsnitt i de flesta datorer.

Times New Roman anvénds i langre, I6pande text.
Arial anvénds framst i rubriker och kortare texter.
P& SLU:s webb och i e-post ska Arial anvéndas.

I annonser, skyltar, profilprodukter och sarskilda tryck-
saker anvénds de profilerande typsnitten Bembo och
Akzidenz Grotesk. For dessa typsnitt krévs sarskilda
licenser.

>>> https://internt.slu.se/typsnitt JE—

99

Arial and Times New Roman

aiding recognition
of the SLU brand. If our use of fonts is consistent,
our communication will be clearer and our brand will
be reinforced. The fonts we use in our day-to-day
communications are Arial and Times New Roman.
They are standard fonts on most computers.
We use them in Word documents, or in PowerPoint
presentations.

Times New Roman is used in longer pieces of running
text. Arial is used mainly in headings and short texts. Arial
should be used on the SLU website and in e-mails.

signs, profile products and other
printed matter we use the distinctive fonts Bembo and
Akzidenz Grotesk. Special licences are required for
these fonts.

>>> https://internt.slu.se/



oto: Viktor Wrange, SLU

Beratta med bilder

att omedelbart férmedla en
kansla till mottagaren. Med bra bilder bidrar vi positivt till
varumarket SLU.

Vi ska anvdnda autentiska bilder fran var verksamhet i s&
stor utstrackning som mdjligt.

For att stérka varuméarket SLU ska vara bilder:
= inge fortroende och kénnas &kta

= vara intressanta och aktuella

= vara av hog estetisk och teknisk kvalitet

= spegla SLU:s verksamhetsomraden

= visa SLU:s mangfald

SLU ska alltid vara en tydlig avsdndare och bilderna
bidrar till att formedla information om var verksamhet
och skapa intresse. Darfor &r det viktigt att SLU inte
forekommer i negativa sammanhang, med symboler eller

bilder som associeras med vapen och droger med mera.

>>> https://internt.slu.se/ —

Every picture tells a story...

to immediately communicate
a feeling to the recipient. By using good images we
enhance the SLU brand.

As often as possible, we should use authentic images
of our activities.

To reinforce the SLU brand, our images should:
= inspire confidence and feel genuine

= be interesting and topical

= be of high aesthetic and technical quality

= reflect SLU's operational areas

= show SLU's diversity

It should always be clear that SLU is the sender.
Images should help to communicate information about
our activities and generate interest. It is therefore
essential that SLU is not depicted in negative contexts,
with symbols associated with weapons or drugs, etc.

>>> https://internt.slu.se/



= = = Portratt i milj6 hjélper till att berétta vem personen
ar eller i vilket sammanhang personen &r aktuell.

Portraits in context help to say who the person is, or show
the context in which the person is of current interest.

Foto/Photo: Julio Gonzalez, SLU

h {24 = —
Foto/Photo: Julio Gonzalez, SLU

Foto/Photo: Viktor Wrange, SLU

= = = Verksamhetsbilder ska om mdjligt visa autentiska situationer. = = = Bilder som innehaller ménniskor ger en kénsla av livlighet och aktivitet.

If possible, images of our activities should show authentic situations. Images containing people give a livelier, more active impression.

Bilder och rattigheter

| SLU:s bildbank hittar du ett utbud av verksamhets-,
genre- och portrattbilder som kontinuerligt fylls pa.

Dessa far du anvénda fritt i redaktionella sammanhang
som till exempel trycksaker och webb. Dessa bilder far inte
anvandas kommersiellt for att marknadsfoéra ndgot annat
an SLU. Som anstalld eller student vid SLU har du tillgang
till stérre utbud av bilder &n vara externa besokare.

Upphovsratten har ett starkt skydd i svensk lagstiftning.
Den som skapat ett konstnérligt verk (till exempel foto,
maélning, film, illustration eller skulptur) dger alltid den
ideella ratten till sitt verk. Darmed far det inte beskaras,
forvanskas eller anvandas utan upphovsmannens tillstand,
och namnet pa upphovsmannen/konstnéren ska alltid
anges vid anvandning.

>>> https://internt.slu.se/bild

Images and rights

you will find images of our activities,
genres and portrait photographs. New additions are
continuously made. You are free to use these images
in editorial contexts, e.g., in printed matter and on the
website. They may not be used commercially to market
anything except SLU. As an SLU employee or student,
you have access to a larger selection of images than our
external visitors.

is well protected under Swedish law. Anyone
creating an artistic work (such as a photograph, painting,
film, illustration or sculpture) always owns the right to their
work. Hence, it may not be cropped, distorted or used
without the right holder's permission. The name of the
copyright holder/artist must always be stated.

>>> https://internt.slu.se/

ya
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Att synas med produkter

Med profilprodukter for SLU avses klader och present-

artiklar med SLU:s logotyp. Profilprodukterna &r ett led

i marknadsféringen av SLU och ska stérka bilden av

universitetet. SLU:s profilprodukter ska darfor:

= ha kopplingar till SLU:s verksamhetsomraden

= tillverkas i enlighet med SLU:s miljopolicy

= utformas enligt riktlinjerna fér SLU:s grafiska profil

= béara SLU:s logotyp om det &r mdjligt,
annars bara texten Sveriges lantbruksuniversitet/
Swedish University of Agricultural Sciences

= ha ett tydligt avstdnd mellan logotypen och
eventuella kampanjbudskap, namn eller andra
godkénda mérken

Kommunikationsavdelningen tar fram och tillhandahaller
ett sortiment av profilprodukter. Hér av dig om du har
egna behov eller idéer!

>>> https://internt.slu.se/profilprodukter JE—

3%

Using products to be seen

such as clothing and presents,
use SLU's logo. Profile products are a way of adverti-
sing SLU and strengthen the image of the university.
SLU's profile products should therefore:
= be related to SLU's operational areas
= be manufactured in accordance with SLU's
environmental policy
= be designed in accordance with SLU's graphic
profile guidelines
= bear the SLU logotype if possible, otherwise
Sveriges lantbruksuniversitet/Swedish University
of Agricultural Sciences
= have a clear distance between the logotype and any
campaign message, hame or other approved badges

The Division of Communication produces and supplies

a range of profile products. Contact us for your own
requirements or if you have any ideas.

>>> https://internt.slu.se/



Sveriges lantbruksuniversitet
S L u Swedish University of Agricultural Sciences
Namn Efternamn

Tjanstetitel
ev akademisk titel

S

Sveriges lantbruksuniversitet
S L u Swedish University of Agricultural Sciences

Namn Efternamn
Tjanstetitel

S

SLU ]

Sveriges lantbruksuniversitet
Swedish University of Agricultural Sciences

Forename Surname
Professional title
Academic title (if any)

Avdelning/institution/enhet/motsvarande
ev tva rader

Box 1234, 123 45 ORT
Besoksadress: Gatunamn 12

Telefon: 012-34 56 78
Mobil: 010-234 56 78

Plats for
namn.efternamn@slu.se poHtrettbildy
. QR-kod el.
www.slu.se/avdelning
eget marke

S

S L u Sveriges lantbruksuniversitet
Swedish University of Agricultural Sciences

Forename Surname
Professional title

Division/Department/Unit/Equivalent
space for two rows

PO Box 1234, SE-1283 45 CITY
Visiting address: Street name 12

Phone: +46 12 34 56 78
Mobile: +46 10-234 56 78

forename.surname@slu.se
www.slu.se/division

Space for
photograph,
QR code or
other SLU mark

= == Visitkort &r tvasprakiga och dubbelvikta.

= = = Business cards are printed in two languages and folded.

Ramen ar klar

Sa hdr ser SLU:s visitkort ut. De &r tvasprakiga, dubbel-
vikta och har baksidor med fyra olika farger. Pa insidan
finns plats for eget marke, portrattbild eller QR-kod.

Det finns &ven en enkelsidig variant for studenter och
anstallda dér begransad information far plats.

>>> https://internt.slu.se/visitkort

Behover du gora en affisch, folder eller roll-up?
Hér finns det ett basutbud av mallar framtagna for detta
som du kan se pa webben.

>>> https://internt.slu.se/trycksaksmallar

For vetenskaplig poster finns det mallar tillgéngliga for
dig pa webben liksom tips pa hur du kan gora for att
fdnga uppmarksamheten till din poster.

>>> https://internt.slu.se/vetenskapligposter
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A ready-to-use framework

Here you can see the format for SLU's business cards.
They are printed in Swedish and English, folded and the
reverse side is in four colours. Inside there is space for
other SLU badges, a photograph or QR code. There is
also a one-sided version for students and employees
that has limited space for information.

>>> https://internt.slu.se/businesscard

Do you need to make a poster, folder or roll-up?
You can find a basic selection of templates produced
for this purpose on the website.

>>> https://internt.slu.se/printtemplates

There are templates for scientific posters available
to you on the website, together with hints on how to
ensure that the poster attracts attention.

>>> https://internt.slu.se/scientificposter



Onr SLUa Fo 2011.1.0-1028
Expecierat AAAA-MN-DD/itial
o 109

SLU

Fakultetinstitution/centrumbildning DOKUMENTTYP
Befattningshavare AAAAMM.DD

Mottagamamn
Mottagaradress
Postnr Ort
Ev.land

Rubrik skrivs med typsnittet Arial

I bridtexten anvinds typsnittet Times New Roman. I bridtexten anvinds
typsnittet Times New Roman. I bridtexten anviinds typsnittet Times New
Roman. T bridtexten anviinds typsnittet Times New Roman. I brodtexten

anviinds typsnittet Times New Roman. I brdtexten anvinds typsnittet Ti-
mes New Roman. I bridtexten anviinds typsnittet Times New Roman.

PO Box 7070, SE-750 07 Uppsala Telofonphons: +48 18:67 1000
Org rog o 2021002817 nfo@siuse
wisluse

= = = Sa hér ser grundmallen ut fér SLU:s Word-dokument.

Here you can see a basic template for an SLU Word-document.

Uppfinn inte hjulet

Word-dokumenten ar kanske var mest anvanda kanal

i kommunikationen. Dokumenten &r inte bara férmedlare
av information, de &r ocksa viktiga barare av varumarket
SLU. For att effektivisera arbetet finns mallar f6r vara
vanligaste dokument. Genom att anvdnda mallar ger vi
ett professionellt och enhetligt intryck.

Mallar finns for bland annat styrande dokument, begéran,
yttrande, beslut, brev, promemoria och protokoll.

Pa webben hittar du fler mallar, dven fér PowerPoint.

>>> https://internt.slu.se/mallar

Don't reinvent the wheel

are perhaps the communication
channel we use most. These documents are not merely
a means of communication, they are also a key compo-
nent of the SLU brand. For the sake of efficiency, there
are templates for our most common documents. Using
templates gives a professional and united impression.

There are templates for governing documents, requests,
statements, decisions, letters, memoranda, minutes and

other documents.

Visit the website and you will find more templates,
including some for PowerPoint.

>>> https://internt.slu.se/
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Férnamn Efternamn
Titel

Sveriges lantbruksuniversitet
Swedish University of Agricultural Sciences

Avdelning/institution/etc

Box 1234, 123 45 ORT

Besoksadress: Exempelvagen 1

Telefon: 012-34 56 78, mobil: 070-123 45 67
fornamn.efternamn@slu.se, www.slu.se

S

SLU

E-postsignatur pa svenska
Typsnitt: Arial 9 pkt
Hyperldnka gérna e-post- och webbadressen.

Forename Surname
Title

Sveriges lantbruksuniversitet
Swedish University of Agricultural Sciences

Division/Department/etc

PO Box 1234, SE-123 45 CITY

Visiting address: Examplestreet 1

Phone: +46 12 34 56 78, Mobile: +46 70 123 45 67
forename.surename@slu.se, www.slu.se

S

SLU

Font: Arial 9 pt
Avoid hyphens in telephone numbers. Hyperlink
your e-mail address and the website address.

Férnamn Efternamn
Student pa <programnamn/kurs/etc>

Sveriges lantbruksuniversitet
Swedish University of Agricultural Sciences

Mobil: 070-123 45 67
fornamn.efternamn@slu.se, www.slu.se

S

SLU

For studenter/For students
Typsnitt: Arial 9 pkt.
Font: Arial 9 pt.

E-postsignatur

Vi e-postar som aldrig forr, bade inom SLU och till
omvérlden. Precis som vid all annan kommunikation &r
det viktigt att avsandaren &r tydlig nér vi e-postar. Om
du e-postar i egenskap av anstalld eller student vid SLU
ska det tydligt framga.

Nu finns signaturmallar fér SLU:s e-post som alla kan
anvanda och som:
= bidrar till en enhetlighet i v&r e-postkommunikation
= bidrar till att varda vart varumérke SLU
= hjélper oss att f& med allt vasentligt

i avsdndarsignaturen
= finns bade pa svenska och engelska

Instruktioner finns om hur du skapar e-postsignaturen
i ditt e-postprogram. Ge dig sjalv en SLU-signatur
och hjélp till att starka varumarket SLU genom din
e-postkommunikation.

>>> https://internt.slu.se/epostsignatur
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E-mail signatures

both within SLU and to
the outside world. Just as with all other communication,
it is important that the sender's identity is clear when we
e-mail. If you e-mail in your capacity as an SLU employee
or student, this must be clearly evident.

that can be used by anyone and that:

= help to make our e-mail communication uniform

= help us to nurture the SLU brand

= help us to include all necessary information in
the sender's signature

= are available in Swedish and English

on how to create an e-mail
signature in your e-mail program. Give yourself an SLU
signature and help to reinforce the SLU brand via your
e-mail communication.

>>> https://internt.slu.se/



SLU:s digitala verktyg
for kommunikation

Har finns olika verktyg for dig som ar SLU-anstalld.

WEBB: EPiServer
Det verktyg som vi anvéander for att publicera webbsidor
pa www.slu.se och pa medarbetarwebben internt.slu.se.

>>> https://internt.slu.se/webbpublicering

BLOGG: WordPress

Det system som vi anvander for SLU:s egna
bloggplattform blogg.slu.se.

>>> https://internt.slu.se/blogg

NYHETSBREV: Apsis Newsletter Pro

SLU:s verktyg for att géra och skicka ut digitala e-brev.
Verktyget ger bra mojligheter till att félja upp utskick och
ar relativt enkelt att anvénda.

>>> https://internt.slu.se/nyhetsbrev

SLU's digital
communication tools

Here you will find various tools available to SLU employees.

The tool we use to publish web pages on www.slu.se
and on the internal website internt.slu.se.

>>> https://internt.slu.se/

The system we use for SLU's blog platform blogg.slu.se.

>>> https://internt.slu.se/

SLU's tool for creating and distributing e-letters.
The tool includes the ability to follow up digital mailouts
and is fairly easy to use.

>>> https://internt.slu.se/

Fran tiliférlitliga

FSC® C020459

CO, emissions (kg/tonne product)

Papper 115 Paper 115
Produktion (inkl. emballage) 337 Production (incl. packaging) 337
Transporter 128 Transportation 128




Du ar SLU:s basta ambassador.

Den har varumarkesmanualen ar ett redskap i ditt arbete.
Den fullstandiga véagledningen finner du pa SLU:s webbplats:
https://internt.slu.se/kommunikation



