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The toolkit is current as of June 
2015. The Office of Strategic 
Marketing and Communications 
is currently reviewing our brand, 
which will result in a refresh later 
in 2015. Until then, this toolkit 
defines the Monash visual style. 

Please contact Strategy,  
Brand and Marketing Services 
if you have any queries.  
Email: brand@monash.edu
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Our brand



What is a brand? How to use this toolkit 1For more information please email brand@monash.edu

Brand is an impression that 
resides in the customer’s mind, 
the sum of their observations 
and experiences with a particular 
organisation.

It is more than an organisation’s 
logo or slogan. It’s a reflection of 
everything the organisation says 
and does. Brand encompasses 
the whole kit and caboodle, from 
corporate colours to company 
culture.  Think about Apple,  
or Woolworths, or Harvard 
University – each will conjure  
up a range of attributes, both 
positive and negative. That’s 
brand.  

As such, we (Monash University 
staff) don’t determine our brand, 
but we can influence it. By 
developing consistent marketing 
communications we provide our 
audiences with a sense of who 
we are through what we say  
(our narrative) and how we show 
it (our visual identity). The aim is 
to grow awareness and build 
preference for our brand.

This toolkit outlines the 
guidelines that govern how  
our marketing communications 
(print and online) look and feel. 
These rules ensure we present 
ourselves consistently. 

That way, when people 
encounter our work, they  
know exactly who we are  
and what we stand for. 

How to use this toolkit 
This toolkit will help you develop 
clearly identifiable, relevant 
marketing communications that 
consistently reflect the Monash 
University brand. It is designed 
to stimulate your creativity as 
well as outline the guidelines you 
need to adhere to.

This section, Part A, tells the 
Monash University brand story. 
You’ll find our brand elements in 
Part B, and their creative 
applications in Part C. 

Use this toolkit in conjunction 
with other Monash resources, 
like: 

n  Monash Editorial Style Guide: 
monash.edu/about/
editorialstyle

n  Web Style Guide for TeamSite: 
intranet.monash.edu.au/web/
style-guide

n  Web Style Guide  
for SquizMatrix:  
webtoolkit.monash

1  What is a brand? How to use this toolkit

“Your brand is what other people say about you when you’re not in the room”

Jeff Bezos, Founder, Amazon  

Please contact Strategy,  
Brand and Marketing Services 
if you have any queries.  
Email: brand@monash.edu
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What is the Monash University brand? 2For more information please email brand@monash.edu

Our statement of purpose
Monash University seeks to 
improve the human condition  
by advancing knowledge and 
fostering creativity. It does so 
through research and education 
and a commitment to social 
justice, human rights and a 
sustainable environment. 

2  What is the Monash University brand?

n  Conscious impact

n   A nurturing/supportive 
environment

n Progress
n  Impact at global and  

grassroots levels
n  Connectedness – being 

outward facing
n Big thinking – being visionary 

n    Optimistic
n   Open and approachable
n   Ambitious/driven
n   Youthful
n   Focused 

n    The Monash education 
experience

n    Our people
n    Being embedded in our 

communities
n    Our global footprint
n    Research with impact

Our  
promise

Our values

Our personality

Our pillars

Who we are

Our current brand positioning 
was the result of extensive 
qualitative and quantitative 
research conducted at the  
end of 2010 with internal  
and external stakeholders  
at all levels.

i



What is the Monash University brand? 2For more information please email brand@monash.edu

This represents the desire  
of Monash people to make a 
difference – to their lives, and to 
the communities they are part of.

This sentiment is consistent with 
the statement made by our 
namesake Sir John Monash 
about the need for education:

‘Conscious impact’ is not an 
external marketing message but 
rather an internal guide. Every 
communication we develop 
should convey this essence.

Our values
Our innermost desires define our 
values. In order to help people 
make a conscious impact, what 
must we be prepared to never 
compromise on? 

We value:

n  a nurturing/supportive 
environment

n progress

n  impact at global and  
grassroots levels

n  connectedness –  
being outward facing

n big thinking –  
 being visionary. 

Our personality
Our values define our 
personality. How we speak, act 
and visually represent ourselves 
are tangible and emotional 
expressions of our values.

We are:

n  optimistic

n open and approachable

n ambitious/driven

n youthful

n focused.

Our pillars
Our pillars are how we go  
about enacting our values.  
How do we help our people 
make a conscious impact? 

n  The Monash education 
experience

n Our people

n  Being embedded in our 
communities

n Global footprint

n Research with impact

2  What is the Monash University brand?

“Adopt as your fundamental creed that you 
equip yourself not just for your own benefit  
but for the benefit of the entire community.”

To provide Monash University 
with a consistent identity in 
the crowded global market 
place it is important all of our 
communications reflect our 
brand.

Our brand spirit:  
Conscious impact

! Important information
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Brand elements



Brand elements – Introduction 3For more information please email brand@monash.edu

Our brand elements are the 
visual cues for our brand.  
Apply them consistently across 
our marketing communications 
to reinforce our brand reputation 
and reassure audiences they're 
reading an official Monash 
University communication.

These are our:

1 Visual markers
n Logo

n Typography

n  Monash University  
colour palette

n Nick

2 Supporting elements
n Global footprint

n Group of Eight logo 

3 Legal requirements 
n CRICOS provider code 

n Disclaimer

3  Introduction

Monash Unversity logo

Front cover Back cover

Global footprint

The nick

Group of eight logo

AustrAliA    CHiNA    iNdiA    itAly    MAlAysiA    soutH AfriCA monash.edu

Sub headline 
can be two lines

This heading  
is top level

Optional subhead line

All information contained in this document is current at the time  
of publication. Monash University reserves the right to alter this 
information at any time (should the need arise). Please check the Monash 
University website for updates: www.monash.edu 
Published <insert month and year>

CRICOS provider: Monash University 00008C

Design style area 
(marked in blue)

Disclaimer and  
CRICOS code 
(appear on the 
last page of 
collateral when 
there is more  
than one page)



Application of brand elements 4For more information please email brand@monash.edu

4  Application of brand elements

This table lists the brand 
elements that appear on  
specific marketing collateral. 

The positioning of brand 
elements is locked. Please  
see style sheets (22) for 
specifications.

Application Brand elements

Monash logo Typography Masterbrand 
colour palette

The nick Global 
footprint

Group of eight CRICOS provider  
name and code

Disclaimer

Publications/brochures n n n n n n n n

Flyers n n n n n n n n

Postcards n n n n n n n

Posters n n n n n n n

Banners n n n n n n n

Merchandise n n n n

Sponsorship n n n n

Invitations n n n n n n n

Certificates n n n n n n

Powerpoint n n n n n n n n

Advertising n n n n n

Stationery n n n n

Online n n n n

Social media n n n n

Visually define Monash Validate  
our license

Legal 
requirement

Reinforce our  
brand positioning



The Monash University logo 5For more information please email brand@monash.edu

Monash University logo
Our logo is the most 
recognisable visual symbol  
of our brand. 

It embodies our brand promise 
and values: our heritage,  
who we are today and who  
we aspire to be.

There are set ways in which  
the logo must be applied  
on all creative applications. 

Please see style sheets (22).

The Monash shield: 

n  The open book is  
commonly found in the 
shields of universities 
symbolising the pursuit  
of knowledge. 

n  The stars of the Southern  
Cross relate to the 
University’s geographical 
base.

n  The sword and wreath  
are references to the shield 
granted to the University’s 
namesake Sir John Monash. 

n  The University’s motto  
‘Ancora Imparo’ means  
‘I am still learning’.

For more information please see: 

n  Appendix 1: History of the 
Monash University logo

n  Appendix 2: Monash University  
sub-brands

n  Appendix 3: Monash University 
co-brands

n  Appendix 4: Naming new entities

5  The Monash University logo

While our logo may have developed over 
the years, its elements and who we are 
as a brand have not changed.

If you require the Monash 
University logo, please email 
brand@monash.edu

Contact us

i



The Monash University logo – versions 6For more information please email brand@monash.edu

There are two versions of the 
Monash University logo: single 
line (1) and stacked (2). 

The logo can be colour (1, 2, 3), 
mono (4, 5) or reversed out  
(6, 7, 8). We use different 
versions depending on the 
communication channel and 
space requirements.

1 Single line colour
 Use the single line version  

on most applications.

2  Two line/stacked colour
This version is suitable when 
space and format restrict 
suitable scale application  
of the one-line version.

3 Online 
Use the RGB version for  
online applications.

4 and 5 mono
Use mono version in one-colour 
applications such as press 
advertising.

The mono version only  
ever appears in black. 

To maintain brand integrity,  
the Monash University logo 
must not be redrawn, typeset  
or altered in any way. 

Size
The size and positioning of  
the shield in relationship to the 
typography remains fixed and 
locked to the logo. 

Please email  
brand@monash.edu  
if you require a logo.

6  The Monash University logo – versions

1

2

3

4

5

Important information!



The Monash University logo – versions 6For more information please email brand@monash.edu

6  The Monash University logo – versions

Where the Monash University 
logo appears on solid colour 
backgrounds (other than white), 
it is reversed out in white, or 
black when the background 
colour is light. 

The keyline logo (outline  
version 6, 7, 8) is used 
whenever the logo is not  
on a white background. 

6 Preferred background colour: 
100% PMS 2945

7 Preferred background colour: 
100% black

8 For any light background colour, 
use the keyline logo

6

7

8



The Monash University logo – usage 7

7  The Monash University logo – usage

For more information please email brand@monash.edu

Minimum size and clear  
space specifications ensure  
the Monash University logo 
remains legible in all applications.  

Minimum size
n  Do not reproduce the logo 

smaller than the minimum 
indicated sizes. 40 mm 23 mm

Minimum size

Clear space
n  The minimum area 

surrounding the logo is  
to remain free of any other 
graphic element or text.

n  The clear space area is 
defined by the cap height  
of the letter 'M'.

n  Minimum clear space  
must be observed in all 
applications.

Output Minimum logo width

Print/web 40mm

Newsprint 75mm



The Monash University logo – usage 7For more information please email brand@monash.edu

7  The Monash University logo – usage

The Monash University
Masterbrand cannot be redrawn,
typeset or altered in any way,
under any circumstances.

The Monash University
Masterbrand can only be
reproduced as depicted
within these guidelines
(refer to 3.2 – 3.7). 

These examples show various
ways in which the Monash
University Masterbrand might
be incorrectly reproduced.

1 Do not alter the colours
of the Masterbrand.

2 Do not separate the elements
of the Masterbrand.

3 Do not rotate the Masterbrand.

4 Do not reproduce the
Masterbrand on an illustrative
or photographic background.

5 Do not reproduce the
Masterbrand without the shield.

6 Do not alter the size or
relationship of the elements
of the Masterbrand.

7 Do not compress, extend
or distort the Masterbrand
in any way.

8 Do not reproduce the full
colour Masterbrand on a
coloured background.

9 Do not reproduce the
Masterbrand in another typeface.

Do not reproduce the shield
without the Masterbrand as
shown here.

Australian campuses cannot be
expressed as sub-brands.

Please contact Marketing and
Public Affairs for assistance on
+(613) 9905 2139 or email
monashid@adm.monash.edu.au.

Incorrect use of the Masterbrand

Masterbrand  3.13

A campus of Monash University

Clayton

1 6 11

2 7

3 8

4 9

5 10

10 

11 

The Monash University logo  
and its applications are locked.  

 

To preserve the integrity  
of our logo we do not:

 n alter colours

 n  separate the elements  
of the logo

 n rotate the logo

 n  reproduce the logo on 
illustrative or photographic 
backgrounds

 n  reproduce the logo without  
the shield

 n  alter the size or relationship  
of the elements of the Monash 
University logo

 n  compress, extend or distort 
the logo in any way

 n  reproduce the full colour logo  
on a coloured background

 n  reproduce the logo in another 
typeface

 n  reproduce the shield on its 
own without the Monash 
University logo

 n  create sub brands without  
the approval of the Strategy, 
Brand and Marketing Services. 
Please see Appendix 2 or 
email: brand@monash.edu.



Typography 8For more information please email brand@monash.edu

Typography is another  
important element of the 
Monash University look and feel. 
Consistent typography is  
an easy way to align our  
visual identity.

8  Typography

Font Application

Primary font Heveltica Neue Preferred font for all collateral content

Tables

Captions

Headlines

Highlight boxes

Zapf Dingbats Square bullet points only

Arial Online 

Used when Helvetica Neue is not available.

Secondary font New Century Schoolbook Italics Used to highlight/emphasise key words in main headline and/or key content.

Schoolbook Italics Online 

Used when New Century Schoolbook Italics is not available.



Typography 8

 1 Primary font

Helvetica Neue is the primary 
font used in our marketing 
communications. It is a clean, 
legible font, enabling our 
audiences to focus on our 
content.

As a sans serif font, Helvetica's 
sleek lines reflect Monash's 
youthful, progressive outlook.

8  Typography

For more information please email brand@monash.edu

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Helvetica Neue 45 Light Helvetica Neue 46 Light Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Helvetica Neue 55 Roman Helvetica Neue 56 Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Helvetica Neue 65 Medium Helvetica Neue 66 Medium Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Helvetica Neue 75 Bold Helvetica Neue 76 Bold Italic

Important information!
n Tracking is -20 for large 

headlines



Typography 8For more information please email brand@monash.edu

 1 Primary font continued 

Only use Hevetica Neue 
Condensed in tables.

Zapf Dingbats is for  
square bullet points only.

Arial is our alternative font  
family. Use it online and  
when Helvetica Neue  
is not available.

8  Typography

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Helvetica Neue 47 Light Condensed Helvetica Neue 47 Light Condensed Oblique

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Helvetica Neue 57 Condensed Helvetica Neue 57 Condensed Oblique

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Helvetica Neue 77 Bold Condensed Helvetica Neue 77 Bold Condensed Oblique

n

Zapf Dingbats

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Arial



Typography 8For more information please email brand@monash.edu

 2 Secondary font 

Our secondary font is New 
Century Schoolbook Italic.  

As a highlight font, it gives  
our audiences a shortcut to 
understanding our messages. 

Century Schoolbook Italic  
is our alternative font. Use it 
online and when New Century 
Schoolbook Italic is not 
available.

n  Use the secondary font in 
conjunction with Helvetica 
Bold to create emphasis in 
headlines and in key 
messages.

n  The italicised words should  
have impact when read in 
isolation. 

n  The secondary font must 
align to the same x-height  
as the primary font.

n  Used sparingly for maximum 
impact.

n Tracking is -30.

n  Punctuation is in  
Helvetica Neue.

8  Typography

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

New Century Schoolbook Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Century Schoolbook Italic

Don’t wait. 
Study specialist 
degrees at Monash 
from day one. 

Use of secondary font New Century Schoolbook Italic to highlight text 
within headline

Must align to the same 
x-height as the primary font

Notes for use



Colour palette 9For more information please email brand@monash.edu

Consistent use of colour 
encourages visual cohesion 
across our communications  
and supports our brand.

We have two colour palettes 
designed to appeal to distinct 
audiences while staying true to 
the Monash University brand.

9  Colour palette

Colour palette Application

Primary All print and digital marketing communications 

Design style Supports primary colour palette 



Colour palette 9For more information please email brand@monash.edu

n  Our most identifiable colour  
is the Monash University blue. 
This is our legacy colour. It is 
a vibrant blue which conveys 
youthfulness, possibility and 
openness.

n  Black is our second primary 
colour, used to convey 
prestige, timelessness and 
sophistication.

n  White space in design 
conveys the brand personality 
of being open and youthful.

Our primary colours are 
supported by a palette of  
blues and greys which provide 
flexibility to the design while 
remaining true to the Monash 
look and feel.

n Use the primary colour  
palette across the University  
for all outward facing marketing 
communications.

n The Monash University blue 
should be the dominant colour 
in all marketing collateral.

n We use black for body copy. 

 

Monash University blue

Black

Supporting blues and greys

Full suite of colours – for use by all faculties

Colour balance – 80% blues / greys, 20% ‘pop’ colours

Primary colour

Applications may include variations of blues and greys, but no more than two ‘pop’ colours Text-heavy applications may use less colours

Supporting blues and greys Pops of colour

Monash University colour palette – December 2013

Pantone  2945C
C 100  M 50  Y 5  K 5

Pantone  299C
C 86  M 8  Y 0  K 0

Pantone  5265C
C 74  M 68  Y 7  K 31

Pantone  227C
C 7  M 100  Y 10  K 21

Pantone  375C
C 46  M 0  Y 90  K 0

Pantone  637C
C 62  M 0  Y 8  K 0

Pantone  629C
C 36  M 0  Y 9  K 0

Black
C 0  M 0  Y 0  K 100

Pantone Black 7
C 38  M 35  Y 33  K 72

Pantone 130C
C 0  M 32  Y 100  K 0

Pantone Warm Red C
C 0  M 83  Y 80  K 0

Pantone 326C
C 81  M 0  Y 39  K 0

50% Black
C 0  M 0  Y 0  K 50

20% Black
C 0  M 0  Y 0  K 20

Full suite of colours – for use by all faculties

Colour balance – 80% blues / greys, 20% ‘pop’ colours

Primary colour

Applications may include variations of blues and greys, but no more than two ‘pop’ colours Text-heavy applications may use less colours

Supporting blues and greys Pops of colour

Monash University colour palette – December 2013

Pantone  2945C
C 100  M 50  Y 5  K 5

Pantone  299C
C 86  M 8  Y 0  K 0

Pantone  5265C
C 74  M 68  Y 7  K 31

Pantone  227C
C 7  M 100  Y 10  K 21

Pantone  375C
C 46  M 0  Y 90  K 0

Pantone  637C
C 62  M 0  Y 8  K 0

Pantone  629C
C 36  M 0  Y 9  K 0

Black
C 0  M 0  Y 0  K 100

Pantone Black 7
C 38  M 35  Y 33  K 72

Pantone 130C
C 0  M 32  Y 100  K 0

Pantone Warm Red C
C 0  M 83  Y 80  K 0

Pantone 326C
C 81  M 0  Y 39  K 0

50% Black
C 0  M 0  Y 0  K 50

20% Black
C 0  M 0  Y 0  K 20

Full suite of colours – for use by all faculties

Colour balance – 80% blues / greys, 20% ‘pop’ colours

Primary colour

Applications may include variations of blues and greys, but no more than two ‘pop’ colours Text-heavy applications may use less colours

Supporting blues and greys Pops of colour

Monash University colour palette – December 2013

Pantone  2945C
C 100  M 50  Y 5  K 5

Pantone  299C
C 86  M 8  Y 0  K 0

Pantone  5265C
C 74  M 68  Y 7  K 31

Pantone  227C
C 7  M 100  Y 10  K 21

Pantone  375C
C 46  M 0  Y 90  K 0

Pantone  637C
C 62  M 0  Y 8  K 0

Pantone  629C
C 36  M 0  Y 9  K 0

Black
C 0  M 0  Y 0  K 100

Pantone Black 7
C 38  M 35  Y 33  K 72

Pantone 130C
C 0  M 32  Y 100  K 0

Pantone Warm Red C
C 0  M 83  Y 80  K 0

Pantone 326C
C 81  M 0  Y 39  K 0

50% Black
C 0  M 0  Y 0  K 50

20% Black
C 0  M 0  Y 0  K 20

R 0  G 109  B 174 R 0  G 149  B 231 R 78  G 187  B 220 R 191  G 228  B 236

Full suite of colours – for use by all faculties

Colour balance – 80% blues / greys, 20% ‘pop’ colours

Primary colour

Applications may include variations of blues and greys, but no more than two ‘pop’ colours Text-heavy applications may use less colours

Supporting blues and greys Pops of colour

Monash University colour palette – December 2013

Pantone  2945C
C 100  M 50  Y 5  K 5

Pantone  299C
C 86  M 8  Y 0  K 0

Pantone  5265C
C 74  M 68  Y 7  K 31

Pantone  227C
C 7  M 100  Y 10  K 21

Pantone  375C
C 46  M 0  Y 90  K 0

Pantone  637C
C 62  M 0  Y 8  K 0

Pantone  629C
C 36  M 0  Y 9  K 0

Black
C 0  M 0  Y 0  K 100

Pantone Black 7
C 38  M 35  Y 33  K 72

Pantone 130C
C 0  M 32  Y 100  K 0

Pantone Warm Red C
C 0  M 83  Y 80  K 0

Pantone 326C
C 81  M 0  Y 39  K 0

50% Black
C 0  M 0  Y 0  K 50

20% Black
C 0  M 0  Y 0  K 20

R 0  G 0  B 0 R 65  G 63  B 64 R 147  G 149  B 151 R 227  G 229  B 229

Primary colour palette

9  Colour palette – primary

Notes for use
Primary colour palette



Colour palette 9For more information please email brand@monash.edu

Web developers should use 
these HEX colours. They 
support accessability.

9  Colour palette – web development

Monash University blue

Black

Supporting blues and greys

# 006CAB White 5.6

# 231F20 White 16.3

# 009FD8  
White at 18+ 3.0

# 423F40 White 10.4

# 43C5E4 Black 10.3 # 9DDAE5 Black 13.6

# 666768 # 939598  
White at 18+ 3.0

# EEF1F2# D1D3D4 
Black 14.0

Primary colour palette

Accessibility
#White denotes WCAG 2.0 AA compliance between foreground and background colours (min contrast ratio of 4.5)
#Black denotes WCAG 2.0 AA compliance between foreground and background colours (min contrast ratio of 4.5)
at 18+ denotes WCAG 2.0 AA compliance between foreground and background colours (min contrast ratio of 3.0 with font size of 18+ (24px+) or 14pt (18px+) Bold)
Adjusted denotes that the original colour supplied has been adjusted to pass WCAG 2.0 compliance.



Formatting 10For more information please email brand@monash.edu

We use a simple and clean 
formatting style across our 
marketing communications.  
This ensures readability and 
reinforces the Monash look  
and feel. It reflects our sense  
of youthfulness and our 
approachability.

n Alignment: Left align  
all content.

n Bullet points: Use square 
points in Zapf Dingbats font. 
Ensure the x-height aligns with 
the text.

n Highlight boxes: Pull out 
important information for 
emphasis. Use the nick and  
a colour box.

n Tables: Use Helvetica Neue 
Condensed fonts if space  
is an issue.

n Social media icons: Insert 
these if they're relevant to the 
marketing and campaign 
message. Please refer to 
individual platform guidelines  
for their use.

10  Formatting

n

Bullet points: should  
be square and the x-height 
of the corresponding text

 Helvetica Neue is our Primary font.

An example of how text can 
be highlighted by using a 
coloured text box and the nick 
to direct the audience.

An example of a possible highlight text box 



The nick 11For more information please email brand@monash.edu

The nick demonstrates 
progress, movement, action 
and connection. It evolved  
from the point of the Monash 
shield and the middle of the  
‘M’ in Monash. 

It acts as a pointer, drawing 
attention to elements of the 
communication.

11  The nick

Rotate 45º The nickInner width

Positioning of nick with logo at top of page

Content area

Positioning of nick with logo at bottom of page

Content area

Notes for use Notes for use

Internal pages

n The nick becomes a navigation 
tool. It can draw attention to 
headers and sub-headers.

n The size of the nick is flexible 
based on the design layout, but 
should be consistent throughout 
a piece of collateral.

External pages

n  When our logo is at top of page 
the nick should be reversed out 
of the image/design area. Where 
the logo is at the bottom of the 
communication the nick should 
lead to the logo.

n  The size of the nick is the inner 
width of the 'M' from the 
Monash University logo.

n  Please see style sheets (22).
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Global footprint
Our global footprint is a 
supporting brand element  
used to reinforce our positioning 
as a truly global university.

The global footprint line is  
used on printed marketing 
collateral. 

Rules around how the global 
footprint is visually represented 
are fixed.

n Use Helvetica Neue 55 Roman, 
upper case, to print black with 
triangle nicks as bullets at 70% 
black.

n Double space between  
the bullets and typ.

n Use only in conjunction  
with the Monash University  
logo. Do not use it with  
sub-brand logos.

n Marketing course collateral 
should clearly indicate where 
courses/areas of study are  
to take place, so we don't 
mislead our students.

n Please see style sheets (22) for 
sizing and placement on specific 
collateral.

n To maintain brand integrity the 
global footprint must not be 
redrawn, typeset or altered  
in any way.

12  Global footprint

AUSTRALIA    CHINA    INDIA    ITALY    MALAYSIA    SOUTH AFRICA
Notes for use
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Group of Eight 
Monash is a member of 
Australia’s leading Group  
of Eight (Go8) universities,  
known for the high standard  
of education and research  
they undertake. It reinforces  
our University’s prestige in 
education and research 
outcomes.

Use the Go8 logo on all  
printed marketing collateral. 

Rules around how the Go8  
logo are fixed.

n Use the mono logo version.

n The Go8 logo should not be 
used with sub-brand logos.

n As a supporting logo, the  
Go8 logo should always be 
smaller than the Monash 
University logo.

n To maintain brand integrity the 
Go8 logo must not be redrawn, 
typeset or altered in any way.

n Please see style sheets (22).

12  Group of Eight logo

Minimum size is 24mm 
wide for A4 documents 
and websites

Notes for use
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CRICOS code
As part of ESOS (Education 
Services for Overseas Students) 
compliance, all external 
communications must display 
the CRICOS provider name  
and provider number:

13  Legal requirements

For more information please email brand@monash.edu

n Use Helvetica Neue 45 Light.

n Use black (100%) unless printed  
on a dark background when 
white is acceptable.

n Use minimum font size 7pt for 
marketing collateral and 6pt  
for advertising material.

n Place the CRICOS code on  
the front of any single page 
documents. When there is  
more than one page it should  
be placed on the back cover.

n The CRICOS code should 
appear on every page on  
our website.

CRICOS provider: Monash University 00008C

CRICOS provider: Monash College Pty Ltd 01857J  
(used only when promoting Monash College courses)

As marketers it is our 
responsibility to ensure our 
collateral does not mislead 
audiences or misrepresent  
our University. Please contact  
the Monash University's Office  
of the General Counsel (OGC) 
www.monash.edu.au/legal  
for advice.

For more information on our 
requirements under ESOS  
please visit: www.monash.edu/
international/esos/compliance

Notes for use

Important information!

i

http://www.monash.edu.au/legal
http://www.monash.edu/international/esos/compliance
http://www.monash.edu/international/esos/compliance


Legal requirements 13

As marketers it is our 
responsibility to ensure our 
collateral does not mislead 
audiences or misrepresent  
our University. Please contact  
the Monash University's Office  
of the General Counsel (OGC) 
www.monash.edu.au/legal  
for advice.

For more information please email brand@monash.edu

Disclaimers 
All communication promoting  
or including specific course 
information must carry  
a disclaimer.

Disclaimer – print
“All information contained in this 
document is current at the time  
of publication. Monash University 
reserves the right to alter this 
information at any time (should  
the need arise). Please check the 
Monash University website for 
updates: www.monash.edu 
Published <insert month and 
year>.”

Disclaimer – online

Authorised by: Director, Office of 
Marketing and Communications. 
Maintained by: eSolutions 
ServiceDesk. Last updated:  
xx month/year.

Copyright © year Monash 
University. ABN 12 377 614 012 
Accessibility – Disclaimer and 
copyright – Privacy, Monash 
University CRICOS Provider 
Number: 00008C, Monash 
College CRICOS Provider 
Number: 01857J

We acknowledge and pay 
respects to the Elders and 
Traditional Owners of the land 
on which our five Australian 
campuses stand. Information  
for Indigenous Australians.

13  Legal requirements

n Use Helvetica Neue 45 Light.

n Use black (100%) unless 
printed on a dark background 
when white is acceptable.

n Use minimum font size of 7pt  
for marketing collateral and 
6pt for advertising material.

n Place on the back cover  
(or front if only one page).

Important information!

Notes for use

http://www.monash.edu.au/legal
mailto:eSolutions%20ServiceDesk?subject=its-servicedesk%40monash.edu
mailto:eSolutions%20ServiceDesk?subject=its-servicedesk%40monash.edu
http://http://www.monash.edu.au
http://http://www.monash.edu.au
http://monash.edu.au/accessibility.html
http://monash.edu.au/disclaimer-copyright.html
http://monash.edu.au/disclaimer-copyright.html
http://monash.edu.au/privacy.html
http://monash.edu.au/about/indigenous/
http://monash.edu.au/about/indigenous/
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Introduction to creative applications 14For more information please email brand@monash.edu

This section provides the 
creative tools to help you  
deliver key messages to  
your audience/s effectively. 

Consistent use of design  
and content provides our 
audiences with the reassurance 
they are engaging with Monash 
University at every touch point. 

(Please see 2 for the Monash 
University brand story)

14  Introduction

Brand personality trait Visual design Content and tone

Open and approachable  Clean and clear design Personal – use of “you” and “we”

 Use of white space Conversational but not informal

 Imagery is real/natural not contrived Helpful

Empathetic

Optimistic  Use of positive imagery Helpful – we make things easy

 Use patterns to reflect forward and upward movement Positive stories to reinforce attributes/benefits

Youthful  Use of pop colours and design elements as per guidelines  Avoid jargon not relevant to the target audience  

Imagery is modern, active and bright

 

Empowers the audience

 Use plain English: Content is natural when read aloud

Focused  Use of visual cues (e.g. icons and elements) to focus reader's attention From the audience’s perspective. It’s about them not about us

Patterns used to direct information flow Content is straight to the point

Imagery – people focused on their activity Avoid unnecessary repetition

Clear content hierarchy established through design Clearly structured – cascading tiers of complexity

Use simple urls where applicable

Ambitious  Imagery reflects positive outcomes Active language (not passive)

Design enables the reader to take the next steps Our conversation is more “can” and “will” than “might” and “maybe”

Design to encourage a journey with us, directional and instructional We understand what can be and show the way there

Use of inspiring stories/profiles

A framework for design and content



Define your audience 15

Like people, the Monash 
University brand personality 
doesn’t change overall. However, 
different personality traits are 
dialled up and down dependent 
on the audience and the 
response we are seeking  
from them.

15  Define your audience

For more information please email brand@monash.edu

It’s important we 
produce collateral  
that ‘speaks’ to our 
intended audience.

Audience Dial up

Undergraduate audience Youthful

Optimistic

Colourful

Engaging

Postgraduate audience Mature

Focused

Refined

Engaging

Corporate audience Professional

Sleek

Serious

Prestigious

Audience/personality considerations

The team at Strategy Brand  
and Marketing Services can 
assist in determining your 
audience and most effective 
design applications for 
communications with a long 
shelf-life and high impact.  
Email brand@monash.edu

Contact us



Message development 16

As the voice of the University, 
content should reflect our brand 
personality. 

This provides brand consistency 
and the reassurance that  
people are reading a Monash 
communication. Content should 
be interesting, easy to read, 
confident and natural. 

We achieve this through: 

n what we say

n how we say it

n where we say it

n why we say it.

What we say  
(Our key messages)
Content should reflect our  
brand pillars. It is the proof  
that we help people make  
a conscious impact.

n  The Monash education 
experience

n Our people

n  Being embedded in our 
communities

n Our global footprint 

n Research with impact

Content examples:

n Research outcomes

n Student/staff achievements

n Advertising messages

n  Internal communications: 
student/staff information 

n Course information

n Events

n News about the University 

n Social media posts

n Video

n Imagery

n Presentations

It’s is important we provide true, 
specific stories that demonstrate 
how Monash people make  
a difference to:

n  back up what we say  
about Monash

n  establish an emotional 
connection to personalise  
the message and put a face  
to our achievements.

How we say it  
(Our tone of voice)
How we say something is as 
important as what we say.

Like our visual style, our tone  
of voice should reflect the 
University’s purpose and values. 
Our brand personality traits are 
particularly relevant when writing 
for any communication. We are:

n youthful

n optimistic

n focused

n ambitious

n open and approachable.

16  Message development

For more information please email brand@monash.edu

Helpful hints

n Write for your audience,  
not at them.

n Be focused and engaging.

n Be natural.

n Read your content aloud.  
It should sound natural and 
authentic.

n Get a second opinion.

n When writing consider: 
audience age, whether  
it’s a formal or informal 
communication, whether  
it's the communication is 
being used internationally.

n For writing advice, see the 
Monash Editorial Style Guide. 
www.monash.edu/about/
editorialstyle

http://www.monash.edu/about/editorialstyle
http://www.monash.edu/about/editorialstyle
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Where we say it  
(Our channels)
There are numerous channels  
open to marketers including: 

n advertising – print and online

n  print collateral such as 
publications, posters,  
postcards, flyers

n direct mail – digital and print 

n events

n social media

n website 

n merchandise

n sponsorship.

To determine the appropriate 
communication channel for your 
message it is important to:

1. identify the people you want  
to communicate with

2. research how they obtain 
information

3. consider the complexity  
of the message you want to 
communicate

4. calculate the cost of 
communicating and decide 
whether you want the 
communication to be  
interactive

5. consider how the  
communication channel  
reflects our brand values  
and personality. 

Why we say it

Before developing any 
communication it is important 
we assess the reason behind 
our communication:

n What are we trying to achieve?

n What does our audience want 
to know?

n What would we like them  
to do once we read our 
communication?

n How can we measure whether 
we have been successful?

Our content and punctuation 
should reflect our brand 
personality. 

n Less is more – impact. 

n Keep headings and content 
tight – focused.

n Include a call to action – 
ambitious/driven.

n Use minimal (but correct) 
punctuation – youthful/open  
and approachable.

16  Message development

For more information please email brand@monash.edu

Helpful hints



Design style – Introduction and application 17

Application of design style*

Design style elements Pop colours

Imagery

Illustrations and iconography

Life span Reviewed annually

Used as required on: Print publications, brochures and flyers

Postcards

Posters

Banners

Invitations

Website templates

Not used for Monash University 
templated applications:

Certificates

PowerPoint templates

Stationery

Advertising

Positioning Varies for each application 

For more information please email brand@monash.edu

*  The application of the design style elements is optional. Elements are not used if they  
do not add value to the message.

The Monash University  
Strategy Brand Services team is 
experienced in the development 
of relevant, high quality on-brand 
communications. Please email 
brand@monash.edu with your 
communication queries.

Design style
We use design style in 
conjunction with our brand 
elements across marketing 
collateral. The current style 
reflects the approachability  
and ambition of the Monash 
University brand. Design evolves 
over time as trends change.  
We review our design elemnts 
every year, in order to maintain 
the youthfulness of our 
collateral. 

Audience considerations
Design has a large impact  
on how an audience receives 
and responds to our messaging. 
Identify the primary audience  
for the communication and 
which creative elements might 
resonate best with them.

17  Current design style – application

Contact usHelpful hint



Design style – Pop colours – print and digital 19

The current pop colour palette 
introduces warmth and vibrancy 
to our communications reflecting 
our youthful, approachable 
personality traits. 

Use of pop colours to support  
the primary colour palette.

White space brings 'pause' to our 
layouts ensuring they remain light 
and optimistic and don't become 
too heavy.

n The Monash blue  
(C100 M50 Y5 K5) is the 
dominant colour (minimum 60%).

n Aim for a balance of 80%  
blues/greys, 20% pop colour.

n You may use pop colours as 
text highlight boxes but do not 
exceed the 20% pop colour 
usage for the page.

n Only use one pop colour on a 
single page (invitation, one-page 
flyer, banner, poster). Maximum 
two pop colours in a spread or 
throughout a publication.

n The use of a pop colour is 
optional – if it doesn’t add value,  
it doesn't get used.

18  Current design style – pop colours

For more information please email brand@monash.edu

Full suite of colours – for use by all faculties

Colour balance – 80% blues / greys, 20% ‘pop’ colours

Primary colour

Applications may include variations of blues and greys, but no more than two ‘pop’ colours Text-heavy applications may use less colours

Supporting blues and greys Pops of colour

Monash University colour palette – December 2013

Pantone  2945C
C 100  M 50  Y 5  K 5

Pantone  299C
C 86  M 8  Y 0  K 0

Pantone  5265C
C 74  M 68  Y 7  K 31

Pantone  227C
C 7  M 100  Y 10  K 21

Pantone  375C
C 46  M 0  Y 90  K 0

Pantone  637C
C 62  M 0  Y 8  K 0

Pantone  629C
C 36  M 0  Y 9  K 0

Black
C 0  M 0  Y 0  K 100

Pantone Black 7
C 38  M 35  Y 33  K 72

Pantone 130C
C 0  M 32  Y 100  K 0

Pantone Warm Red C
C 0  M 83  Y 80  K 0

Pantone 326C
C 81  M 0  Y 39  K 0

50% Black
C 0  M 0  Y 0  K 50

20% Black
C 0  M 0  Y 0  K 20

Full suite of colours – for use by all faculties

Colour balance – 80% blues / greys, 20% ‘pop’ colours

Primary colour

Applications may include variations of blues and greys, but no more than two ‘pop’ colours Text-heavy applications may use less colours

Supporting blues and greys Pops of colour

Monash University colour palette – December 2013

Pantone  2945C
C 100  M 50  Y 5  K 5

Pantone  299C
C 86  M 8  Y 0  K 0

Pantone  5265C
C 74  M 68  Y 7  K 31

Pantone  227C
C 7  M 100  Y 10  K 21

Pantone  375C
C 46  M 0  Y 90  K 0

Pantone  637C
C 62  M 0  Y 8  K 0

Pantone  629C
C 36  M 0  Y 9  K 0

Black
C 0  M 0  Y 0  K 100

Pantone Black 7
C 38  M 35  Y 33  K 72

Pantone 130C
C 0  M 32  Y 100  K 0

Pantone Warm Red C
C 0  M 83  Y 80  K 0

Pantone 326C
C 81  M 0  Y 39  K 0

50% Black
C 0  M 0  Y 0  K 50

20% Black
C 0  M 0  Y 0  K 20

Pop colour palette

R 70  G 55  B 110

R 249  G 172  B 18

R 175  G 0  B 98

R 233  G 69  B 52

R 150  G 198  B 59

R 0  G 171  B 163

Notes for useHelpful hint



Design style – Pop colours – web development 19For more information please email brand@monash.edu

Web developers can use  
the following HEX colours.  
The colours comply with our 
accessability.

18  Current design style – pop colours – web development

Accessibility
#White denotes WCAG 2.0 AA compliance between foreground and background colours (min contrast ratio of 4.5)
#Black denotes WCAG 2.0 AA compliance between foreground and background colours (min contrast ratio of 4.5)
at 18+ denotes WCAG 2.0 AA compliance between foreground and background colours (min contrast ratio of 3.0 with font size of 18+ (24px+) or 14pt (18px+) Bold)
Adjusted denotes that the original colour supplied has been adjusted to pass WCAG 2.0 compliance.

Pop colour palette

# 44477A White 8.6 # B6006A White 6.5 # 6AA324

# FDB515 Black 11.8 # DD341E White 4.5 # 008480 White 4.6



Imagery 20

Imagery
A good image grabs attention 
and is the opening of your story. 
Good photography creates an 
emotional connection. It inspires 
a reader to find out more before 
anything is said.

 

 

Our images should: 

n be natural

People shouldn't be overly- 
styled or posed. We don't  
treat images with special filters. 

We are real and approachable.

n be uncluttered

There should be one focal point.

We are focused.

n provide negative space

Allow room for text overlay –  
in both horizontal and portrait 
design applications. Space also 
draws attention to the main  
focal point of the image.

We are open, focused and 
ambitious.

n be light

Opt for light-filled images – 
ideally with natural lighting.

We are natural and optimistic.

n  be consistent with our  
colour palette

Incorporate Monah University 
blue whether it be sky, clothing, 
background etc when possible.

We are youthful, ambitious  
and open.

n contain a pop of colour

Use a highlight colour to draw 
attention to your focal point.  
For example, a pop of red  
in a chair or a book.

We are youthful, approachable 
and optimistic.

n  reflect the essence  
of Monash University

We make an impact.

19  Current design style – imagery

For more information please email brand@monash.edu

Audience Imagery considerations

Undergraduate Friendly, youthful, approachable.  
They might be engaging with other students or lecturers.

Postgraduate/research Focused, open, ambitious, making a difference, mature. 
People focused on their work or task at hand.

Academic/industry Approachable, open, focused, aspirational, mature.  
People focused on their work or task at hand.

International Take into account the meaning of specific colours across 
different cultures.

Audience considerations
When selecting your image consider how it will appeal to your 
audience. 

Useful links 
n preferred photographers 
n video guidelines

Sourcing a good image requires 
careful planning, execution and 
selection. Please contact us at  
brand@monash.edu

Contact us



Imagery 20For more information please email brand@monash.edu

Example 1

Important information!

Our people are our heroes
The Monash community 
(students, staff and alumni)  
are central to the Monash story. 
Where possible, the subject 
should be in a setting that 
supports the message.

The person in example one is:
n real
n open 
n accessible
n engaging.

Other elements in the composition 
are simple. This helps focus our 
attention on the person – she is 
the hero in this composition.  

Images of this type can:
n  highlight someone of 

prominence 
n  suggest the type of student 

that comes to Monash
n  create an emotional 

connection with those who 
want to engage and belong.

19  Current design style – imagery – people

How to photograph our heroes
n 1/3 hero: 2/3 background
n Simple background enables focus on person
n Natural and open pose devoid of arrogance
n Real and believable even though subject is looking directly at camera 
n Linked to Monash through the dominant use of blue.

Punchy captions tell a story.  
This reinforces authenticity.

Helpful hint

Ensure identifiable people  
sign a Monash University  
Talent Release form permitting 
their use across multiple 
channels and projects. Visit:  
monash.edu/talent-release-form

http://www.monash.edu/talent-release-form


Imagery 20For more information please email brand@monash.edu

Example 2

We are active not passive
Our students are active, 
characterised by the things  
and people they engage with. 

Our images should reflect this 
activity – students caught in the 
moment, the spontaneity of 
engaging with each other, the 
quality of the experience, and 
the exuberance derived from 
simply being involved.

Example two expresses the 
essence of the brand – our 
youthfulness, passion, energy 
and engagement. 

19  Current design style – imagery – people

Capture the story
n  People and emotions tell  

a story of success.

n  A central figure provides  
a focal point.

n  Low camera angles reinforce 
achievement. 

n  Static sky contrasts with  
the action. 

n  Complementary colours 
enhance dynamism. 

Helpful hints



Imagery 20For more information please email brand@monash.edu

n  Undergraduate: friendly,  
youthful, approachable. They 
might be engaging with other 
students or lecturers. 

n  Postgraduate/research:  
focused, open, ambitious, 
making a difference, mature. 
People focused on their work  
or task at hand.

n  Academic/alumni: 
approachable, open, focused, 
aspirational, mature. People 
focused on their work or task  
at hand.

19  Current design style – imagery – people examples



Imagery 20For more information please email brand@monash.edu

Example 3

Our places reinforce our offer
The University's campuses and 
facilities provide an opportunity 
to highlight the link between 
where and how you learn. 

They showcase the student 
experience. Imagery can 
promote interest and reinforce 
our brand promise of being  
a nurturing environment, a 
modern institution, active and 
focussed in our endeavours. 

In example three the colour,  
light and strong angles suggest 
progress, differentiating us  
from the sandstone buildings 
characteristic of traditional 
universities. 

19  Current design style – imagery – places

Identify the right places
n  Find colours that are 

contemporary and easy  
to view.

n  Dramatic angles create 
movement (action).

n  Use the camera angle to 
lead eye through space 
(focus).

n  People provide a sense  
of scale and context. 

n  Lighting, texture and 
contrast creates interest. 

n  The space should focus  
on illustrating a nurturing, 
inviting environment.

 

Helpful hints



Imagery 20

19  Current design style – imagery – places examples

n  Consider both internal  
and external imagery to  
provide a sense of place.

n  Blue skies (outdoor) or blown  
out white light (indoor) 
provide a sense of optimism.

n  Open spaces provide a sense 
of openness and possibility.

n  Consider the dynamic 
structure of buildings – clean 
lines, strong angles (extreme 
close ups as well as extreme 
wide shots) to create strong 
focal points.

n  Include people where relevant 
to the message.

For more information please email brand@monash.edu

Helpful hints
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A beautiful illustration can grab 
the attention of your audience 
just as well as a photograph.  

They are often necessary  
to illustrate a point in: 

n graphs

n charts

n maps 

n process diagrams

n infographics.

The Monash University 
illustrative style uses clean, 
open, simple lines. This reflects 
our brand personality of being 
approachable, focused and 
youthful. 

However, as with language, 
illustrations are developed  
to appeal to a specific target 
audience. The following 
examples were developed  
for the undergraduate market.

20  Current design style – illustration

For more information please email brand@monash.edu

ExamplesIllustration can convey 
Monash’s spirit and work 
as a visual guide to 
support the text and 
engage the user.
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Icons provide a common  
visual language. They're 
instantly recognisable and 
remove open interpretation 
when used consistently on  
print and offline marketing 
communications.

Icons can enhance a 
communication’s aesthetic 
appeal, but, more importantly,  
the reader’s experience by:

n guiding them through content 

n providing visual short cuts. 

The Monash University 
iconographic style uses clean, 
open, simple lines. This reflects 
our brand personality of being 
approachable, focused and 
youthful.

21  Current design style – icons

For more information please email brand@monash.edu

n Less is more.  
Overuse of icons dilutes  
their effectiveness.

n Icons are not used as logos  
or images.

Helpful hints

We have an icon library which  
is constantly evolving. Please 
email brand@monash.edu if you  
would like access to our icons. 

Contact us

Examples
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21 Current design style – icons – notes

For more information please email brand@monash.edu

Feature icons with a background should have 
padding as indicated on the left. (Ratio of 4:3)

Size feature icons without a background to suit  
the composition of the page layout and 
accompanied elements.

Real-size example

Influential 
alliances
Monash University is a member 
of Australia’s Group of Eight 
universities. The group’s 
members produce more than 
70 per cent of all basic 
research conducted at all of 
Australia’s public universities.

Feature icons

45mm

45mm square maximum 
10mm padding

35mm

4.5mm

4.5mm square minimum 
1mm padding

Table icons

3.5mm

Real-size example

 Duration

4 years full time

 Campus

Caulfield, Clayton

 Intake

Throughout the year

Colours: Standard icon background colours

Full colour One colour positive One colour reversed

Colour
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The following style sheets (22-
23) can be used as a reference 
for developing your marketing 
collateral. They specify the size 
and placement of our required 
brand elements as well as the 
design area.

Print:
n  Publication/brochure covers – 

A4 and DL

n Flyer

n Postcard

n Posters – A4, A3, A2 and A1

n Banner

n Invitation

Digital:
n PowerPoint 

n EDM

The global footprint and Group 
of Eight logo appear on Monash 
University collateral only. They 
are not used on sub-branded or 
co-branded collateral.

22  Style sheets

Important information!
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A4 publication/brochure covers
1 Monash Unversity logo
2 Group of eight logo
3 Subhead (Level 2)
4 Optional subhead (Level 3)
5 Global footprint
6 Web address
7 The nick
8 Heading (Level 1)
9  Italic font to emphasise key words
10 Content/creative area
11 CRICOS code 
  (to appear on back page, if more than one page)
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A4 flyers
1 Monash Unversity logo
2 Group of eight logo
3 Subhead (Level 2)
4 Optional subhead (Level 3)
5 Global footprint
6 Web address
7 The nick
8 Heading (Level 1)
9  Italic font to emphasise key words
10 Content/creative area
11 CRICOS code 
  (to appear on back page, if more than one page)
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DL publication/brochure covers
1 Monash Unversity logo
2 Group of eight logo
3 Subhead (Level 2)
4 Optional subhead (Level 3)
5 Global footprint
6 Web address
7 The nick
8 Heading (Level 1)
9  Italic font to emphasise key words
10 Content/creative area
11 CRICOS code 
  (to appear on back page, if more than one page)
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Postcards (100mm x 150mm)
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Posters (A4)
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Posters (A3)
1 Monash Unversity logo
2 Group of eight logo
3 Subhead (Level 2)
4 Optional subhead (Level 3)
5 Global footprint
6 Web address
7 The nick
8 Heading (Level 1)
9  Italic font to emphasise key words
10 Content/creative area
11 CRICOS code
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Posters (A2)
1 Monash Unversity logo
2 Group of eight logo
3 Subhead (Level 2)
4 Optional subhead (Level 3)
5 Global footprint
6 Web address
7 The nick
8 Heading (Level 1)
9  Italic font to emphasise key words
10 Content/creative area
11 CRICOS code
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Posters (A1)
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Banner
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Invitations (DL)
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The Monash University template 
is used across all areas of the 
University. Customise it through 
headings, messaging and 
imagery. 

n Keep your slides simple.

n Use our primary colour 
palette. (Please see 9)

n Use Arial (the University’s 
alternative font).

n Minimise text and number  
of bullet points.

n A picture speaks a thousand 
words. Use image slides and 
simple graphics to replace text.

n Include the CRICOS code 
when applicable.  
(Please see 13)

Notes for use
Some of our most widely used 
and visible communication 
channels are online. To provide 
consistency across integrated 
marketing campaigns and 
reinforce our brand positioning,  
it is essential we align all online 
and print communications.

PowerPoint
You have something important 
to say. Harness the power of 
Monash University’s visual 
identity in our PowerPoint 
presentation template. In 
keeping with our visual identity, 
our template is clean, simple, 
and bold.

 

eDMs, e-Newsletters  
and blogs
Our design team can develop 
templates for electronic direct 
mail, newsletters and blogs.  
The style is reflective of the 
Monash University brand – 
youthful and open. 

Please see Appendix 5 – 
Creative Portfolio for examples.

23  Digital

For more information please email brand@monash.edu

Contact us

The Strategy, Brand and 
Marketing Services team  
can assist you at the outset  
of your campaign to help 
determine your most relevant 
communication channels.  
Please email brand@monash.edu.

To download the Monash 
University PowerPoint template 
visit: www.monash.edu/
powerpoint-template 

i

http://www.monash.edu/powerpoint-template
http://www.monash.edu/powerpoint-template
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Powerpoint
For these and more PowerPoint 
templates, please visit monash.
edu/powerpoint-template to 
download.

23  Style sheets – design specifications – PowerPoint

Title page examples

Title page with image example

Break page examples

Content page example

For more information please email brand@monash.edu
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eDM
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n You must develop your 
creative in line with the 
Monash University visual 
brand identity.

n Only use a banner for  
a defined period only and  
take down at the end  
of the campaign.

Notes for use
Email
Email is our most common form 
of day-to-day communication 
and therefore one of the most 
visible ways we communicate 
with our external audiences and 
each other.

Email signature

Clear, consistent email 
identification strengthens the 
Monash University brand

Sample email signature:

John Smith  
Manager 
Office of Marketing and  
Student Communications 
Monash University 
Room 16, Level 1, Building H 
900 Dandenong Road 
Caulfield East VIC 3145

Email: john.smith@monash.edu 
Telephone: +61 3 9903 1234 
Mobile: 0435 123 456 
monash.edu

(In office: Tuesday, Wednesday 
and Friday) [Insert if working 
non-standard working hours]

Promotional banners

Promotional banners can  
be inserted at the bottom  
of email signatures as part  
of an integrated marketing 
communications campaigns.

24  Email

For more information please email brand@monash.edu

Contact us

Please email brand@monash.edu 
if you would like to discuss how 
digital communication channels 
can be integrated into your 
campaign or project.
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25  Advertising

Whether you want to place  
a one-off ad or are embarking 
on a comprehensive campaign, 
the Strategy, Brand and 
Marketing Services team are 
here to help.

There are many possibilities  
for reaching your audience, 
including digital, print, social, 
outdoor or radio. We'll help you 
decide on what approach and 
strategy will work best, along 
with design, message review 
and scheduling.

We manage all Monash 
University advertising. This 
ensures you get the most 
impact from your advertising 
spend and that we achieve 
brand consistency in our 
messaging and visual 
representation. 

Design/layout
n All advertising uses the 

Monash University templates, 
Monash University logo and 
colour palette.

n Faculty logos are not used. 
Faculties are identified by their 
content and contact details.

n Approved entities can use 
their sub-brand logo.

n In the case of dual Monash 
University branding, the 
masterbrand is used.

n All advertising should include 
the relevant CRICOS code. 
(Please see 13)

Important information!
Content development 

n Develop tight headings 
(maximum four words).

n Focus on a single message.

n Include a strong call to action.

n Keep copy text light.

n Develop copy and channel 
relevant to the audience and 
reflect the Monash University 
brand. (Please see 16)

n Include web address only  
if relevant to the ad.

Helpful hints

Please email:  
advertising@monash.edu

Contact us

For more information please email brand@monash.edu

mailto:advertising%40monash.edu?subject=
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Paper stock, finishes and print 
quality all reinforce the prestige 
of the Monash University brand.

26  Production of collateral

For more information please email brand@monash.edu

The Strategy, Brand and 
Marketing Services team can 
advise on the most relevant 
stock for your project and 
arrange production for material 
designed in-house. Please  
email: design@monash.edu

Contact us

For important projects, request 
paper stock samples and print 
proofs to review.

Helpful hintsNotes for use

Paper stock
n Use bright white paper stock. 

This reflects openness and 
modernity. Do not use  
off-white, flecked or other 
colours.

n Stock weight can range from 
70-400gsm. 

n Finishes should be smooth 
and can be either on a coated 
or uncoated stock. Coated 
stock should be matte or satin 
finish to retain the ability to 
write on with a ball point pen.

Finishes
n A matte plasticote laminate 

can be applied to front and 
back covers.

n A spot gloss (maximum 
20-30% coverage) may  
be used on front and back 
covers to highlight the main 
message or provide a point  
of interest.

Colour
n Ensure the reproduction of all 

Monash University colours 
according to the process 
colour breakdowns.  

n Default conversion of PMS 
colours to process colour  
is not acceptable.
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27  Merchandise

Merchandise can effectively 
reinforce our brand. Use it as 
one part of your integrated 
communications campaign 
rather than in isolation to carry 
your message.

Keep design simple. Remember 
the Monash University logo is 
what will make someone hold 
onto a pen or t-shirt. 

For more information please email brand@monash.edu

Our team can provide  
brand guidance and review 
merchandise Please email 
brand@monash.edu.  
For assistance ordering Monash 
University branded merchandise 
please visit: www.monash.edu/
marketing-merchandise

Contact usNotes for use

n Follow the Monash University 
logo guidelines and colour 
palette. (Please see 6-9)

n Where space is restricted  
use the two line version of  
the Monash University logo.

n Merchandise is not dual 
branded. Where there are  
two or more sub-brands,  
use the Monash University 
logo.

n The type of merchandise 
should support our brand, 
reflect our personality and  
be relevant to the audience.  
It should be of high quality 
and value. Examples include:

 – apparel

 – bags

 – mugs

 – umbrellas

 – USB keys

 – mouse mats

 – calendars

http://www.monash.edu/marketing-merchandise
http://www.monash.edu/marketing-merchandise
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n Use Arial if Helvetica Neue  
is not available.

n Left align. 

n Keep content clear and clean.

n Use square bullet points.

n Use black scale.

Notes for use
The brand story does  
not start and end with our  
marketing campaigns. It is 
important all of our internal  
and external communications 
reflect the prestige of the 
Monash University brand.  
This way our audiences have  
a consistent experience. 

Our Word templates are 
available in A4 and A3.  
Use them for internal 
communications.

28  Word templates

For more information please email brand@monash.edu
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Consistent stationery reinforces 
brand integrity and provides the 
reassurance of an official 
Monash communication.

Hardcopy 
Monash University stationery 
(including business cards)  
is only available from  
Print Services. 

Find information about selecting 
and ordering stationery at  
monash.edu/print-services

Softcopy
Download official electronic 
stationery templates at  
monash.edu/stationery-
templates. 

These include:

n e-letterhead

n memo

n agenda

n minutes

n fax.

29  Stationery

External printers are not 
authorised to produce official 
stationery.

Important information!

For more information please email brand@monash.edu

http://monash.edu/print-services


Appendix 1 – History of the Monash University logoFor more information please email brand@monash.edu

1  Monash University was 
founded in 1958. The original 
brand identity, a formal serif 
logotype and university shield, 
was typical of the brand.

2  In the early 1990s, the 
University developed a  
new logo, deriving meaning 
from the chevron found within 
the Monash shield and the 
Southern Cross. In addition a 
new brand vision, ‘Australia’s 
International University’, was 
adopted.

3  Changes to the structure  
and vision of the University  
saw a new logo in August 
2000. This identity featured  
a simple logotype, giving 
prominence to the Monash 
name. The Southern Cross 
was removed because it was 
not considered appropriate  
to the brand’s expression 
internationally.

4  Our current logo has been 
representing Monash 
University since 2002. 

Appendix 1 – History of the Monash University logo
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Appendix 2 – Monash University sub-brandsFor more information please email brand@monash.edu

One of the main goals of 
branding is to create a unique, 
singular identity that emotionally 
resonates with your target 
audience/s. That’s what great 
brands do.

The Monash University brand 
has a strong, long-standing 
global reputation. With our  
logo comes great respect and 
prestige, and a level of trust  
and expectation.

One of the most common 
mistakes businesses make 
is relying on sub-brands to 
introduce new products or 
services. Limited marketing 
strategy and resources fail to 
create a market and position  
for the new sub-brand and the 
master brand becomes diluted.

Where possible, we prefer to 
use the Monash University logo 
along with targeted messaging 
and images to distinguish key 
areas within the University.  

In some instances you may 
need to create a sub-brand:

n for legal reasons

n to minimise business risk

n  where there is a competitive 
advantage to be gained or 
conflict to be resolved.

Appendix 2 – Monash University sub-brands

The Strategy Brand and 
Marketing Services team can 
assist in the early stages of your 
project with: messaging, images, 
channel selection and relevance 
of sub-brand. Please email: 
brand@monash.edu 

Contact us



Appendix 2 – Monash University sub-brands

Sub-brand logos:
n are single line only

n  do not use the Group of Eight 
logo or Global footprint

n  follow the same guidelines  
as the Masterbrand logo in 
terms of minimum size and 
clear space (Please see 7-8)

n  follow the masterbrand visual 
style and templates in these 
guidelines  

n  are approved and developed  
by Strategy, Brand and 
Marketing Services. Please 
email: brand@monash.edu.

 

For more information please email brand@monash.edu

Sub-brand logo – officially approved

Faculty sub-brand logo – for internal faculty use only

An endorsed sub-brand

Appendix 2 – Monash University sub-brands

Where two sub-brands support 
the same collateral, use the 
Monash University logo.

Important information!



Appendix 3 – Monash University co-brandingFor more information please email brand@monash.edu

As a collaborative university, 
there is often a need to use  
the Monash University logo  
on a short term project or for  
an ongoing partnership.

Short term projects:
n  When Monash University  

is the lead organisation in  
the collaboration, the partner 
logo (A) or logos (B) should 
not exceed the size  
of the Monash logo and 
should be right aligned

Ongoing partnerships:
n  When the partnership is  

a formal ongoing one, the 
Monash Univeristy logo is 
separated from the partner 
logo/s by a .5 pt black  
keyline (C)

Appendix 3 – Monash University co-branding

C. Formal ongoing partnerships, separated by a relationship line

B. Co-branding multiple partner logos

A. Partner logo

Where Monash is not the lead 
partner, the brand guidelines  
of the lead organisation should  
be followed complying with  
the Monash University logo  
usage requirements.

Important information!



Appendix 4 – Naming new entitiesFor more information please email brand@monash.edu

Unless otherwise agreed, the 
words ‘Monash University’ are 
to always precede all entities 
that live under the Monash 
University brand. For example: 
Monash University Accident 
Research Centre.

Avoid acronyms and 
abbreviations with the Monash 
University brand. They do not 
clearly express the relationship 
to, and prestige of, the Monash 
University brand. 

Appendix 4 – Naming new entities

If you require assistance naming 
a new entity, please email: 
brand@monash.edu 

Contact usImportant information!
To ensure consistency and 
strengthen brand awareness,  
the ‘Monash University’ name 
should be used in its entirety 
when naming a new entity. This 
will also help avoid confusion 
with external ‘Monash’ entities 
such as the Monash Freeway 
and the City of Monash.
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Create the 
world in which 

you wish to live. 

A law degree offers the 
idealistic person a realistic 
way to make a difference 
in the world.

If you are fascinated by the prospect of 
resolving conflict, if you strive to improve the 
lives of others, if you wish to evaluate the 
nature of human relations or help redress 
the miscarriage of justice, then a legal 
qualification will give you the means to do so. 

Why choose 
Monash?

32
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[ it ’s more than you think ]

What does an egg have to do with Law? 
Find out more inside.

Law
Undergraduate Courses | 2016

monash.edu/law

Rémy Kinna
Bachelor of Laws (Honours) and Bachelor of Science (Honours), Diploma of 
Languages (French), 2011, Humanitarian Programme Management Coordinator

“In my current role, I get to work with very talented and passionate people 
from around the world to help deliver vital assistance in humanitarian 
emergencies as well as ensuring disaster preparedness for people and 
places at risk. 

One of my career highlights was being involved in coordinating the large-
scale rapid humanitarian response which Oxfam undertook for Typhoon 
Haiyan in the Philippines in 2013. Visiting the communities we work with 
when monitoring our responses on the ground and hearing their stories is 
also a privilege and always makes me appreciate the resiliency of people 
when faced with adversity.

If you’re considering law, pursue subjects that make you happy and fulfil 
your interests and personal reasons for being there. In doing so, back 
yourself to build a career during your studies and after graduation that 
uses your legal education to fulfil your own goals and achieve what you 
want to do in life, rather than feeling constrained to follow a normal legal 
career pathway if that’s not for you.”
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PRIESTLY 11

The Priestly 11 refers to eleven law subjects 
which must be successfully completed for 

admission into practice as a legal practitioner 
in Australia. They are named after the Law 

Admissions Consultative Committee (LACC, 
which was commonly known as the Priestley 

Committee as it was chaired by Lancelot 
John Priestley) which in 1992 determined 

the minimum academic study requirements 
for legal practice. The Bachelor of Laws 

(Honours) includes core law units that satisfy 
the Priestley 11 requirements, as well as 
law electives and two non-law electives. 
It satisfies the academic requirements for 

admission to practice as an Australian lawyer.

Debating success

Enjoy the extraordinary skills in analysis, argument 
and persuasion that are integral to Monash Law 
by being a part of Monash Debating.

For the third consecutive year, Monash 
University law students won the World 
Universities Debating Championships (WUDC) 
in 2013. They defeated teams from Oxford, 
Yale and Sydney Universities to win. 

This hat trick for Monash is an achievement 
unmatched in the tournament’s 31 year history.

 For more insights into Debating please see: 
monashdebaters.com
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Internships, externships and exchange

Faculty Managed Internships Location Timeframe Length

Herzog, Fox & Neeman Lawyers Israel Jan – Feb 4 weeks

ZICOlaw* Malaysia June – July 4 weeks

Friends of the Earth Middle East Israel Nov – Feb 3 months

Skrine Malaysia Nov – Feb 3 months

Reprieve Australia USA Jan – Feb 4 weeks

Castan Centre Global Internship Program** Varies-according to Internship

*After exam period. 
** Additional eligibility criteria applies to this Program.

Monash University and the Faculty of Law have made 
a strategic commitment to the internationalisation of 
educational opportunities for our students. Monash 
Law has developed a number of internships that 
will enhance both the personal and professional 
development of our students. 

The Supreme Court of Victoria Externship is a new 
infinitive in 2015 – for high achieving students to shadow 
judges at the Supreme Court of Victoria. Students 
participating in this externship program will work with 

judges and other judicial staff members of the Supreme 
Court of Victoria as well as faculty members from Monash 
University. Students will attend the Supreme Court of 
Victoria for one full day each week over a 12-week period. 

Internships are the perfect way to broaden your study 
experience and acquire practical work skills. At Monash 
you can participate in internships in Australia and 
overseas, including with our Castan Centre for Human 
Rights Law. Some faculty-managed internships include:

13

14

2

4 12

13
5

6

9

10

7

8

11

15

1 Bosnia Institute of local development (BILD), Bosnia 
and Herzegovina

2 Studio Legale Delfinoe Associati Wilkie Farr 
& Y Gallagher, Rome

3 AIESEC Asia Pacific Conference, Philippines 

4 Allen and Ovary Hong Kong

5 National Model UN/National Collegiate Conference 
Assoc, USA 

6 Maybank, Malaysia

7 Cambodian Centre for Human Rights, Cambodia

8 Hungarian Helsinki Committee, Hungary

9 Australian Human Rights Commission, Sydney, 
Australia

10 International Chamber of Commerce, France 

11 Kass International Malaysia

12 King & Wood Mallesons, Hong Kong

13 Aurora Native Title Internship, NSW, Australia

14 Studio Ubertazzi, Italy

15 UN Conference, New York

Students can arrange their own internships with an 
organisation of their choice. These desinations vary 
each year, but in 2014 our students undertook 
internships at the following organisations:

Monash Law students have also found placements in the 
following countries:

■■Germany ■■Israel ■■UK ■■Netherlands ■■Singapore 
■■Northern Ireland ■■France ■■Hong Kong 
■■Switzerland ■■USA ■■Spain ■■Austria ■■Finland 
■■Canada ■■Denmark.

Suralini Fernando
Bachelor of Laws (Honours) and Bachelor of Arts, 2009, Child Rights 
Governance Officer, Save the Children International, Bangladesh

“Having a privileged upbringing in Australia, I wanted a career where 
I could live in a foreign country, travel often, and – above all – work 
towards a cause that I feel passionately about. Improving the rights 
of children in Bangladesh seemed to combine these perfectly!

My advice to students considering law is to think carefully about 
why you want to study law, and what you hope to do with your 
degree after. 

A law degree from Monash University is a lifelong asset, but it 
requires significant time and commitment. If you think about 
these things before, you will be able to maximise the myriad 
opportunities offered by Monash Law – from internships overseas 
to LSS activities to volunteering locally. You will also have a better 
idea of how to take your investment forward in your career.” 

1110
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Entry 
requirements

ATAR VCE Non year 12 entry requirements IELTS

Subject Score Prior study Requirement for consideration Band Score

 Bachelor of Laws (Honours)

98+ English (EAL) or 35 University Incomplete studies with distinction average Overall band 7.0

English other than EAL 30 All bands 6.5

 Bachelor of Laws (Honours) and Bachelor of Arts

98+ English (EAL) or 35 University Incomplete studies with distinction average Overall band 7.0

English other than EAL 30 All bands 6.5

 Bachelor of Laws (Honours) and Bachelor of Aerospace Engineering (Honours)

98+ English (EAL) or 35 University Incomplete studies with distinction average Overall band 7.0

English other than EAL 30 All bands 6.5

Mathematical Methods (CAS) 25

One of Chemistry or Physics 25

 Bachelor of Laws (Honours) and Bachelor of Biomedical Science

98+ English (EAL) or 35 University Incomplete studies with distinction average Overall band 7.0

English other than EAL 30 All bands 6.5

Chemistry 25

One of Mathematical Methods (CAS),  
Specialist Mathematics or Physics

25

 Bachelor of Laws (Honours) and Bachelor of Commerce

98+ English (EAL) or 35 University Incomplete studies with distinction average Overall band 7.0

English other than EAL 30 All bands 6.5

Mathematical Methods (CAS)  
or Specialist Mathematics

25

ATAR VCE Non year 12 entry requirements IELTS

Subject Score Prior study Requirement for consideration Band Score

 Bachelor of Laws (Honours) and Bachelor of Engineering (Honours)

98+ English (EAL) or 35 University Incomplete studies with distinction average Overall band 7.0

English other than EAL 30 All bands 6.5

Mathematical Methods (CAS) 25

One of Chemistry or Physics 25

 Bachelor of Laws (Honours) and Bachelor of Music

98+ English (EAL) or 35 University Range of criteria Overall band 7.0

English other than EAL 30 All bands 6.5

 Bachelor of Laws (Honours) and Bachelor of Science

98+ English (EAL) or 35 University Incomplete studies with distinction average Overall band 7.0

English other than EAL 30 All bands 6.5

One of Biology, Chemistry, Geography, Maths: 
Mathematical Methods (CAS), Maths: Specialist 
Mathematics, Physics or Psychology

25

Double degree prerequisites

Students who wish to combine the Bachelor of Laws (Honours) with 
a degree from another faculty, should visit study.monash/courses to 
ensure they meet the prerequisites for both courses.

Scores you need if you studied overseas

If you are an overseas student, the table below lists the scores you  
must achieve to be considered for entry into law at Monash.

High performance in the key studies of English is a prerequisite.  
Some of these scores are indicative only and applicants may be 
individually assessed to determine whether they qualify for entry.

Internal transfers

Internal transfers provide current students from other Monash faculties 
an additional pathway to study law at Monash. Applications from high 
achieving international students are also welcome.

To be eligible for an internal transfer, applicants must have completed 
the equivalent of at least one year tertiary level of study (minimum of  
48 credit points) at Monash, and must have normally achieved a 
minimum distinction average.

Please note that entry is a competitive process and the actual average 
required depends on the number and standard of applications received 
and the availability of places.

 Students should submit a Course Transfer Application Form 
available in October from the Faculty of Law website at: 
monash.edu.au/connect/assets/docs/forms/course-transfer.pdf

International entry requirements for single  
and double law degrees

 Australian Year 12 and Foundation Year programs
Minimum entry 

requirement

ATAR: As a guide, the 2014 ATAR was 95.00

IB 37

MUFY (best 4 subjects) 340

University of Melbourne Trinity College 90% average

RMIT/La Trobe FY 90% average

Swinburne FY 95% average

UNSW FY 9

UNIPREP Indonesia 9

ISC of the CISCE India 80%

International qualifications
Minimum entry 

requirement

GCE A Level 13

Hong Kong A Level 13

Ontario Grade 12 86%

STPM Malaysia 10.33

Sri Lanka A Level 14

All Indian Sen SC 85%

HKDSE 23
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AUSTRALIA    CHINA    INDIA    ITALY    MALAYSIA    SOUTH AFRICA

Free online 
courses
Become part of a global 
community of learners 

CRICOS Provider: Monash University 00008C
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Registration is free.
Sign up at futurelearn.com

Creative Coding
Learn computer programming as a creative discipline, 
and generate and share your own unique works of art.

If you are artistic but have never thought about using a 
computer for art, or if you are a programmer who wants 
to be more creative, this course is for you.  

More than a technical programming course, Creative 
Coding explores how artists are using technology, and 
how computers are changing our understanding of art.

This course teaches you the basics of coding then 
invites you to express your creativity through a series 
of activities that expand both your skills and your 
appreciation of computer-generated art. 

Monash University  
offers the following free  
online courses: 

n Creative Coding

n The Science of Medicines

n Mindfulness for Wellbeing and Peak 
Performance

n Water for Liveable and Resilient Cities

n World War 1: A History in 100 Stories

Study at your own pace, with the 
flexibility to fit learning around your 
other commitments.

Starts 3 August
6 weeks

6 hours study per week

Certificate available

(Image © 2010 Jon McCormack)

15P-0549 T2 - Monash MOOCs-DL1-image.indd   1-3 15/06/2015   9:05 am

What’s stopping  
you from learning?

Study at your own pace,  
with the flexibility to fit learning 
around your other commitments.

Study wherever you want, on 
your computer, tablet or even 
on your smartphone.

Become part of a truly global 
community of learners.

With the belief that outstanding education and research 
can change communities for the better, Monash is 
offering a suite of free online courses with education 
partner FutureLearn. 

Each unique course has been tailored by Monash 
academics to not only provide students with the right 
knowledge and understanding but also develop their 
practical skills.

Mindfulness for Wellbeing and 
Peak Performance
Use mindfulness techniques to reduce stress and 
improve your wellbeing and work/study performance.

Mindfulness is about being more aware and awake in 
every moment of your life as well as being fully engaged 
in whatever is happening both around and within you.  

Mindfulness can help you overcome feelings of 
distraction and stress and help your mental and 
physical health, sense of wellbeing and your 
performance at work or while studying.

This practical course will provide you with tools to 
apply mindfulness techniques in your everyday life, and 
ultimately make a positive difference to you long after 
the course finishes. 

The Science of Medicines
Discover how medicines are designed to treat specific 
conditions and how they actually work within your body.

Each week you will learn about a different medical 
condition, from heart disease and diabetes to 
depression, pain control and trying to stop smoking.  

Through the eyes of an affected patient, you will learn 
the mechanics of a disease, how it affects the world’s 
population and how medicines are formulated to work 
within the human body. 

If you are a patient, a carer, or a healthcare professional 
who administers medicines as part of your job, this 
course will give you a better understanding of how 
medicines actually work.

Starts 24 August
6 weeks 

3 hours study per week

Certificate and final exam available

Starts 14 September
6 weeks 

2 hours study per week

Certificate available

15P-0549 T2 - Monash MOOCs-DL1-image.indd   4-6 15/06/2015   9:05 am

Overcoming the Impediments 
to Growing Market Share
Monash Marketing Business Breakfast – Friday 14 November 2014

To grow market share you’ll need a good balance of Gain (acquisition) and Retain (retention). 
Understanding the growth constituents from the perspectives of the CMO, COO and the CEO 
is of critical importance. In this exclusive breakfast seminar, Ken will talk about his experience 
growing market share through Gain and Retain-based initiatives and campaigns for Australian 
and North American brands. Ken’s presentation will cover: 

■■ Five essential steps for Marketers to be successful in Gain. 
Communications investments can no longer be built on intuition, nor monitored on old 
world merits like recall or likeability. Brand and advertising strategy must be built and 
measured on the scientifically verified drivers of market share growth – that is, the rational 
and implicit emotions driving consumer choice. Ken will explore the merits of using 
reasoning and rigor over marketing instinct.

■■ Five reasons why Operations desperately needs Marketing to drive Retain. 
Retention is more than tracking Satisfaction or the Net Promoter Score. It is diagnosing 
the priority experiential elements that drive repeat purchase or loyalty, and prioritising 
investment and effort accordingly. Whilst Operations may own the channels, Marketing 
can and should guide performance based on the customer’s hierarchy of priorities to 
inform growth.
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Host
Brigette McGuire 
Managing Director,  
McGuire Marketing, and  
Monash Marketing alumna.

Date: Friday,  
14 November 2014

Time: 7.30 – 9am 
Full breakfast served.

Venue: Zinc @ Federation Square

Cost: $95 per person 
Monash Alumni: $75 
Table of eight (8): $660

Registration and pay
monash.edu/business-economics/mkt/event 

Are you a Monash Alumni? 
Register or update your details  
monash.edu/alumni/update. 

Monash University
The Department of Marketing is a world  
leader in marketing research and teaching.  
For information about our Master of  
Marketing degree, please visit  
monash.edu/study/coursefinder

Contact us
Phone: 03 9903 2653  
Email: reception.mkt@monash.edu 
monash.edu/business-economics/mkt

Guest speaker
Ken Roberts, CEO and Founder, Forethought Research.

Ken Roberts has been at 
the core of the shift into 
share gaining for many 
Australian and now North 
American brands. When ANZ 
overran NAB and Westpac 
in transactional banking, 
when Jetstar overtook 
Virgin in leisure travel, when 
Kmart outgrew Big W for 10 
consecutive quarters it was 
Ken who was directing the 
insight through his company 
Forethought. The uniting 
feature of his work has been 
growth through Gain and 
Retain-based initiatives and 
campaigns. 

In the past few years from 
Forethought NYC he has 
been working with brands 
like ExxonMobil, Kimberly-
Clark, dineEquity, Nestle and 
jetBlue. Along the way he has 
received awards from WARC, 
AMSRS, INFORMS, the ARF*. 
His work and thinking has been 
extensively published including 
in the journals Marketing 
Science and Admap. 

*Australian Marketing and 
Social Research Society, 
Institute for Operations 
Research and the Management 
Sciences and Advertising 
Research Foundation.
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You are guaranteed an offer  
in this course, if you meet  
all course prerequisites.

These courses have places reserved 
for students eligible for the Monash 

Guarantee. You are guaranteed 
consideration for these places. 

Offers will be made to students whose  
combined results, across the applicable  

range of criteria, are the strongest. 

You may still be eligible for consideration  
through the Special Entry Access  

Scheme (SEAS). Use the SEAS estimate 
calculator to understand how  

SEAS could assist you. monash.edu/seas/

Is your preferred course in  
Table A: ATAR-based selection?

Is your preferred course  
in Table B: additional  

selection criteria?

Is your preferred course in  
Table C: reserved places?

These courses have a range of 
selection criteria in addition  
to ATAR, e.g. interview or 

portfolio presentation.

If you are successful in the  
other selection processes,  

you are guaranteed an offer. 

How it works
The Monash Guarantee applies to all Monash University school 
leaver entry degree courses, excluding scholars programs.

Is your achieved ATAR at or above the 
published Monash Guarantee ATAR  

for your preferred course? 

YES

Are you eligible for the Monash Guarantee?

Monash University reserves the right to alter information, procedures, fees and regulations contained in this document. Please check the Monash University 
website for updates (monash.edu). All information reflects prescriptions, policy and practice in force at time of publication. Published May 2015.

CRICOS provider: Monash University 00008C.

Contact details
Monash Guarantee

Email: future@monash.edu 
Phone: 1800 MONASH

monash.edu/guaranteedentry

How to apply
To apply for the Monash Guarantee, you must: 

■■ submit a VTAC course application and include your  
preferred Monash University courses in your preference list

■■ complete a Special Entry Access Scheme (SEAS)  
application including any required documentation 

■■ complete a VTAC scholarship application. 

Vice-Chancellor’s Access  
Monash Scholars
If you are admitted through the Monash Guarantee with an ATAR of  
90+, you will be invited to join the Vice-Chancellor’s Access Monash 
Scholars (VCAMS) program which includes a $1000 bursary and  
access to a range of activities to enhance your university experience.  
Find out more at study.monash/fees-scholarships/scholarships

The difference between the  
Monash Guarantee and SEAS 
The Monash Guarantee provides access to guaranteed places,  
based on your achieved ATAR. 

The Special Entry Access Scheme (SEAS) adjusts your ATAR  
based on the extent of the disadvantage you have experienced.  
Bonus points are added to your aggregate study score and your  
ATAR is then recalculated. This adjusted ATAR is used during course 
selection, increasing your change of receiving a Monash course offer. 
Check out the SEAS estimate calculator to see how SEAS could  
help you – monash.edu/seas/

For further information visit monash.edu/guaranteedentry

Do I have to put my guaranteed 
course as my first preference? 
You should put the course that you want the most first on 
your preference list. If a Monash Guarantee course is on your 
preference list but not first, you will only receive an offer for it if 
you do not get offered a place for a course higher on your list. 

We can only offer you a place through the Monash Guarantee  
if the relevant course is included in your preference list. 

For more Monash Guarantee FAQs please visit  
monash.edu/guaranteedentry

The Monash 
Guarantee | 2016
monash.edu/guaranteedentry

YES

YES

YES

YES

NO

NO

NO

NOYES
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You are guaranteed an offer  
in this course, if you meet  
all course prerequisites.

These courses have places reserved 
for students eligible for the Monash 

Guarantee. You are guaranteed 
consideration for these places. 

Offers will be made to students whose  
combined results, across the applicable  

range of criteria, are the strongest. 

You may still be eligible for consideration  
through the Special Entry Access  

Scheme (SEAS). Use the SEAS estimate 
calculator to understand how  

SEAS could assist you. monash.edu/seas/

Is your preferred course in  
Table A: ATAR-based selection?

Is your preferred course  
in Table B: additional  

selection criteria?

Is your preferred course in  
Table C: reserved places?

These courses have a range of 
selection criteria in addition  
to ATAR, e.g. interview or 

portfolio presentation.

If you are successful in the  
other selection processes,  

you are guaranteed an offer. 

How it works
The Monash Guarantee applies to all Monash University school 
leaver entry degree courses, excluding scholars programs.

Is your achieved ATAR at or above the 
published Monash Guarantee ATAR  

for your preferred course? 

YES

Are you eligible for the Monash Guarantee?

Monash University reserves the right to alter information, procedures, fees and regulations contained in this document. Please check the Monash University 
website for updates (monash.edu). All information reflects prescriptions, policy and practice in force at time of publication. Published May 2015.

CRICOS provider: Monash University 00008C.

Contact details
Monash Guarantee

Email: future@monash.edu 
Phone: 1800 MONASH

monash.edu/guaranteedentry

How to apply
To apply for the Monash Guarantee, you must: 

■■ submit a VTAC course application and include your  
preferred Monash University courses in your preference list

■■ complete a Special Entry Access Scheme (SEAS)  
application including any required documentation 

■■ complete a VTAC scholarship application. 

Vice-Chancellor’s Access  
Monash Scholars
If you are admitted through the Monash Guarantee with an ATAR of  
90+, you will be invited to join the Vice-Chancellor’s Access Monash 
Scholars (VCAMS) program which includes a $1000 bursary and  
access to a range of activities to enhance your university experience.  
Find out more at study.monash/fees-scholarships/scholarships

The difference between the  
Monash Guarantee and SEAS 
The Monash Guarantee provides access to guaranteed places,  
based on your achieved ATAR. 

The Special Entry Access Scheme (SEAS) adjusts your ATAR  
based on the extent of the disadvantage you have experienced.  
Bonus points are added to your aggregate study score and your  
ATAR is then recalculated. This adjusted ATAR is used during course 
selection, increasing your change of receiving a Monash course offer. 
Check out the SEAS estimate calculator to see how SEAS could  
help you – monash.edu/seas/

For further information visit monash.edu/guaranteedentry

Do I have to put my guaranteed 
course as my first preference? 
You should put the course that you want the most first on 
your preference list. If a Monash Guarantee course is on your 
preference list but not first, you will only receive an offer for it if 
you do not get offered a place for a course higher on your list. 

We can only offer you a place through the Monash Guarantee  
if the relevant course is included in your preference list. 

For more Monash Guarantee FAQs please visit  
monash.edu/guaranteedentry

The Monash 
Guarantee | 2016
monash.edu/guaranteedentry

YES

YES

YES

YES

NO

NO

NO

NOYES
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monash.edu/openday

Peninsula

August
1 

SATURDAY

10AM – 4PM

Caulfield  
and Clayton

August
2 

SUNDAY

10AM – 4PM

Meet other Monash-minded
individuals at one of our Open Days

15P-0315 T2 - Open Day postcard_option2.indd   1 27/04/2015   5:06 pm

Berwick Open House
4 – 8PM

Join us for a twilight session and 
discover your opportunities at Berwick 
campus. Stay tuned for more info at:
monash.edu/openday

Business Open House
11AM – 3PM

Visit our new city location. General 
course advice available on the day.

destination.monash/
business-open-house

Pharmacy Open House
10AM – 4PM

Learn about our courses, chat with 
researchers, meet students, check  
out the facilities and participate in 
fun, hands on science activities.
destination.monash/
pharm-open-house
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P
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What’s on where

*  Art, Design and Architecture will be represented at Clayton campus but courses are 
delivered at Caulfield. Pharmacy and Pharmaceutical Sciences will be represented at 
Clayton campus on Sunday 2 August but courses are delivered at Parkville. 

Caulfield Clayton Peninsula

Art, Design and Architecture ■ ■ *

Arts, Humanities and  
Social Sciences

■ ■

Business ■ ■ ■

Education ■ ■

Engineering ■

Information Technology ■ ■

Law ■

Medicine, Nursing and  
Health Sciences

■ ■ ■

Pharmacy ■ *

Science ■

July
29 

WEDNESDAY

August
9 

SUNDAY

August
16 

SUNDAY

15P-0315 T2 - Open Day postcard_option2.indd   2 27/04/2015   5:06 pm
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Postgraduate studies at Monash

Rather put your foot down 
than put your feet up?

If you want to accelerate your career – you are Monash-minded

monash.edu

15P-0367 Postgraduate postcard.indd   1 29/04/2015   2:05 pm
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Postgraduate study can allow  
you to refresh, accelerate, or  
completely change your career.

Talk to us in person at one of many  
postgraduate information events
monash.edu/postgraduate-events

Contact us now to talk  
about your options

Phone:  1800 666 274 
Email: future@monash.edu

15P-0367 Postgraduate postcard.indd   2 29/04/2015   2:05 pm
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A guide to Monash 
Residential Services

More than  
just a room

6                  7

Opportunities  
and leadership

Be a student leader
If you are a good communicator and  
enjoy organising, supporting, and being  
a ‘go-to’ person for information and advice, 
there are opportunities to develop your  
skills by becoming a student leader.  
Student representatives are appointed  
to committees that organise many of  
the residents’ activities.

Resident Advisors

The Residential Support team is the 
cornerstone of the Monash Residential 
Services (MRS) approach to pastoral  
care and community. 

You can apply to be a Resident Advisor (RA) 
and receive a scholarship in recognition of 
your actions, commitment and engagement. 
RAs receive training and leadership 
development to assist them to meet the 
requirements and challenges of the role.

Committees you could join

The Residents’ Committee organises  
cross-campus events like the MRS Ball, 
Talent Showcase and fundraisers like  
the World’s Greatest Shave.

The Diversity and Social Inclusion 
Committee helps drive awareness of  
social inclusion through a range of  
activities and events.

The resident social committees organise 
social events for each residence. 

The orientation teams help run the  
transition program for new students.

Academic and leadership dinners
Each year, we select residents to attend our 
MRS Academic and Leadership dinners. 
The guest speakers are leaders in their 
field and provide inspiration and generous 
personal reflections about their journeys.

Scholarships
We offer both undergraduate and 
postgraduate scholarships based on merit, 
and equity scholarships to provide access. 

   monash.edu.au/students/scholarships/
accommodation.html

Postgraduate students
Monash University welcomes postgraduate 
students in residence. Living at MRS offers 
a convenient, focused and supported 
approach for the disciplined study you  
need to complete a doctoral program. 

Many MRS communities have floors 
dedicated to students in the doctoral 
program who seek a quieter lifestyle.

Anna Synan
Resident Advisor 2012, Monash Clayton resident 2011 – 2012
“In my second year living in residence, I was fortunate enough to be offered a Residential 
Advisor position at Richardson Hall. I was the adviser of 23 residents who quickly 
became friends. We organised stairwell outings such as ice-skating excursions, 
barbecues and trips to the movies, along with Hall suppers where everyone would come 
together for a study break. I looked out for the members of my stairwell when they had 
questions, sought advice or just needed someone to talk to.”
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Shortlist Course Description Majors or 
specialisations 

Degree(s) you  
can graduate with

Duration Location Double degrees 
with*

Medicine, Nursing and Health Sciences

Nutrition and 
Dietetics (S)

This course integrates teaching and practice 
and offers you the opportunity to study  
clinical nutrition, population, research and  
food services management.

Not available for direct entry from Year 12 
or equivalent. See Nutrition Science.

Nutrition and 
dietetics

Bachelor of Nutrition and 
Dietetics (Hons)

4 years Clayton

Nutrition 
Science (S)

This course focuses on the relationship between 
nutrition and human health. High achieving 
students may be able to transfer at the end of 
year two into Nutrition and Dietetics. It is also  
a pathway degree to a Master of Dietetics.

Nutrition science
Bachelor of Nutrition 
Science

3 years Clayton

Occupational 
Therapy (S)

Occupational therapists work with individuals, 
families, groups, organisations and communities 
to overcome functional problems in daily life 
caused by illness, injury, psychological, and 
emotional difficulties, developmental delay  
or the effects of aging. 

Occupational  
therapy

Bachelor of Occupational 
Therapy (Hons)

4 years Peninsula

Physiotherapy 
(S)

In this course you will learn key areas of 
physiotherapy practise such as musculoskeletal 
care in terms of sports or arthritis management 
as well as rehabilitation after surgery.

Physiotherapy
Bachelor of Physiotherapy 
(Hons)

4 years Peninsula

Psychological 
Science (S)

This course is about the study of mental 
processes to help you better understand human 
behaviour and improve mental health. You can 
also undertake further training on completion in 
order to register and practise as a psychologist. 
A three-year bachelor’s degree and a four-year 
advanced honours degree are available.

Psychological 
science

Bachelor of Psychological 
Science Advanced (Hons)

4 years Clayton

Radiography 
and Medical 
Imaging (S)

This course focuses on general radiography, 
computed tomography (CT), medical ultrasound 
and magnetic resonance imaging (MRI), 
qualifying you to work as a radiologist in  
the health sector.

Radiography and 
medical imaging

Bachelor of Radiography 
and Medical Imaging 
(Hons)

4 years Clayton

Pharmacy and Pharmaceutical Sciences

Pharmaceutical 
Science (S)

In this course you study the chemistry, biology 
and technology of medicines and how to 
improve human health by researching and 
developing more effective treatments. You could 
work as a drug analyst, formulation scientist, 
consultant, development chemist, clinical trial 
specialist or medicine researcher. A three-year 
bachelor’s degree and a four-year advanced 
honours degree are available.

Drug discovery 
biology 

Formulation science 

Medicinal chemistry

Bachelor of Pharmaceutical 
Science

Bachelor of Pharmaceutical 
Science Advanced (Hons)

3 years

4 years 
(Hons)

Parkville

Pharmacy (S)

This course is about the formulation of 
medicines and their impact on the body. It is 
approved by the Pharmacy Board of Australia. 
To become a registered pharmacist, you need 
to complete the course and a year’s internship 
training under the supervision of the Australian 
Pharmacy Council. High-achieving students  
may be selected for the scholars program.

Pharmacy
Bachelor of Pharmacy 
(Hons)

4 years Parkville Engineering (Hons)

Science

Science (C)

In this science degree you will have the  
freedom to design a course that fulfils your 
academic and career interests. You will build 
your specialisation as you progress through  
the course, choosing from an extensive list  
of majors.

Four-year Advanced – Research (Honours) 
and Advanced – Global Challenges (Honours) 
degrees are available.

See page 15 
for majors

Bachelor of Science –  
with one or two majors

Bachelor of Science 
Advanced – Research 
(Hons)

Bachelor of Science 
Advanced – Global 
Challenges (Hons)

3 years

4 years 
(Hons)

Clayton

Arts, Commerce, 
Laws (Hons), Music 
Biomedical Science,  
Commerce Specialist, 
Computer Science, 
Education (Hons), 
Engineering (Hons), 
Global Studies, 
Information Technology

    Find out more about Monash courses online: www.study.monash/courses (launching March 2015)

Entry requirements
To be considered for a course at Monash University, you must meet 
the minimum entry requirements. Meeting these requirements  
does not guarantee entry to a course, as there may be more 
applicants than places available. Many courses have higher entry 
requirements. Check online before you apply.

  www.study.monash/courses (live March 2015)

Minimum academic scores

Victorian Certificate of Education (VCE)

Satisfactory completion of the VCE with an ATAR of 70 and including  
a study score of at least 30 in Units 3 and 4 of English (ESL) or  
25 in any other English.

International Baccalaureate (IB) 

Successful completion of the International Baccalaureate diploma  
with a score equivalent to an ATAR of 70 and 4 in English SL or  
3 in English HL. Students completing the IB diploma will receive  
a notional ATAR and will be selected alongside VCE students.

Overseas qualifications

If you are an international student you must have completed the  
final year of secondary school, or equivalent, including English.  
To check specific requirements for your country, please consult  
our Undergraduate Qualifications Database.

   monash.edu/study/international/apply/qd

English language requirements
If your previous schooling was not in English or English is your  
second language, you may need to satisfy the University English 
language requirements. 

Minimum scores

Below are the minimum scores you need to gain entry to a  
Monash course. Some courses have higher language requirements. 
Check this online before you apply. 

IELTS
PTE Academic  
(Pearson Test  

of English)

Internet-based  
TOEFL

TOEFL:  
Paper-based 

test

Overall 6.5 58 79

550 with a 
Test of Written 
English score 

of 4.5

Reading 6.0 50 13

Writing 6.0 50 21

Listening 6.0 50 12

Speaking 6.0 50 18

Other special requirements
Many courses have extra requirements such as interviews and folios. 
Check before you apply. Take special note that submission dates 
could be early in the year.

  monash.edu/admissions

(C) Comprehensive 
(S) Specialist

*Note that some combinations may have restrictions at the specialisation level.

Peace of mind

Advice is close by
Each campus has a Head and Deputy Head 
who oversee the pastoral care program 
and services. Support staff live on-site to 
support students.

At the core of the program are the energetic, 
charming and highly social volunteer ‘RAs’ 
(Resident Advisors). They are the ‘go to’ 
people for information, advice and help 
as you navigate university and residential 
life. They are found on every floor in every 
building. Easy to spot, their doors are 
adorned with updates, contact details, 
mascots and notes.

If you are selected to be an ‘RA’,  
you receive an intensive two weeks of 
training including best practice approaches 
to supporting good mental health, safe 
serving of food and alcohol, first aid and 
social media management. 

Security service
MRS’ goal is to offer a secure living 
environment that safeguards the health, 
safety and general welfare of all members  
of the residential community. To ensure your 
personal safety, MRS has security personnel 
that patrol the accommodation precinct.  
All entrances to buildings are secured and 
only residents and staff have access to the 
buildings. You are able to call security 24/7 
for assistance or you may choose to contact  
a member of the Residential Support Team 
who lives on-campus for support. When 
returning late at night from across the 
campus, you are able to request security  
to escort you to your hall.

One fee keeps it simple
Because your accommodation, cleaning, 
laundry, electricity, water, internet and 
travel are all taken care of in the single 
fee charged, it is easy to budget for your 
university life.

Supporting good mental health 
We have a number of initiatives to 
support mental health. One approach is 
R U OK? This is a set of tools for getting a 
conversation started so you can ‘check in’ 
with the people around you and talk about 
any problems you need help sorting out. 

Under 18
MRS is an approved accommodation 
provider by Monash University for 
international students under the age of 18 
with an approved caregiver arrangement.

   For more information, go to:  
monash.edu/study/international/ 
apply/under18.

Internet, laundry, 
electricity, water 
and the cleaning 
of common rooms 
are all inclusive.

Monash Residential Services (MRS) 
provides secure living that safeguards the 
health, safety and welfare of all members 
of the residential community.

       9

Supporting your health and wellbeing

  MRS is very proud of our proactive mental 
health and wellbeing strategy. All residents 
are offered MHFA (Mental Health First 
Aid) training and since 2007 over 1600 
residents have taken this opportunity. 

  In addition to mandatory MHFA, all 
members of our Residential Support 
Teams receive additional training to provide 
support and assistance to our residents. 

  MRS offers a variety of development 
training to members of our community – 
just ask.

8         
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Your step-by-step 
guide
With so much choice and so many options it can be 
hard to know where to start. Follow this simple step-
by-step guide to help focus your search. If you already 
know what you want to do and just need to see what is 
offered at Monash, go to page 8 for a full list of courses.

Call a Monash adviser to discuss your options on freecall  
1800 MONASH (666274)

International students outside Australia call +61 3 9903 4788

■■ What are your preferred subjects? – For example, do you prefer  
maths or languages, science or performing arts?

■■ What are your personal interests? – For example, are you interested  
in literature, sport, history or video games.

■■ What do you want from your university experience? – For example,  
do you want to do volunteer work or study abroad? Do you want 
practical experience/work placements?

■■ What do you want to do in your career? – For example, do you  
want a desk job or work outdoors? Do you want to improve the  
environment or entertain people?

Go to page 4 to begin your exploration.

■■ What courses are a good fit for you?

■■ How do they help you achieve your goals?

■■ Are they offered on your preferred campus?

■■ Do you think you will get the required grades?

■■ Do they lead to areas that match your ambitions?

Go to page 8 to make your list.

■■ Going to university is about joining a community. Make sure  
you know about the support services available to you.

■■ Do some research on campus activities, clubs and societies.  
They give you great opportunities to make new friends with  
similar interests.

■■ Consider how you can enhance your studies through volunteering, 
going on exchange or participating in leadership programs.

Go to page 19 to see what experiences university life can bring.

■■ Understand what is needed in your application.

■■ Make a note of key application dates so you remember  
what needs to be done and when.

■■ Make sure you include all preferred Monash courses in  
your application. 

Go to page 20 for information on how to apply.

■■ You can change your course preferences until late December. 
Contact us to discuss your options or if you’re in Melbourne,  
attend our Change of Preference Expo in December 2015.

Go to page 20 for event dates.

Did you know? 
Destination Monash has been developed just 
for you. It’s a website designed to help you with 
balancing study and life. You can view the latest 
events, news, study tips and wellbeing advice. 
You can find articles and posts to help you with 
exams, essays, revision and assessments, tips on 
how to study, and info on courses and careers.

  www.destination.monash

step

 1

Consider what  
you’re interested in

Make a list of  
your options

Remember, it’s  
not just about  
the course

What’s next?

How to apply

Consult and 
compare

■■ Talk to your family and friends, including your school counsellors.  
They all want you to achieve your potential and can be a great  
source of advice.

■■ Talk to us. Our team of advisers are on hand to make sure you know 
the answers to the questions you didn’t even know you needed to ask.

■■ Use this information to narrow your focus to a smaller number  
of courses. Then explore in-depth.

■■ Remember, there are many pathways to Monash. Consider which  
one may suit your needs.

Go to page 18 to help you ask the right questions.

AUSTRALIA    CHINA    INDIA    ITALY    MALAYSIA    SOUTH AFRICA www.destination.monash

Undergraduate Course  
Summary 2016
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Year SemeSterS

01 01 02

02 01 02

03 01 02

UNIt tYpeS

 required units

  major units: you will have some required units and 
some choice within your major

  Free choice: you might choose further studies, or you 
can choose to study units from a different field

If you already know what your major study area will be, then 
you can choose a Monash Comprehensive course that offers 
that major. You will still be able to select from a wide range 
of additional subjects that broaden your knowledge and suit 
your personal interests. But if you’re still deciding where you’d 
like your studies to take you, but have a broad field in mind, 
our comprehensive courses offer the opportunity to try a 
range of subjects in year one, before choosing your major 
area of study.

Monash offers Comprehensive courses in arts, business, 
commerce, information technology and science.

Each course is made up of 24 units of study over three 
years – eight each year. There are also some four-year 
advanced versions that add an additional more research-
focused year. 

Eight units of study make up your primary major – the 
area in which you will develop your particular expertise. An 
additional eight units are specified by the course to add 
depth and breadth in a broad field, although there is some 
choice within that. 

The remaining eight units are free electives and offer you 
the flexibility to shape your course in a number of different 
ways, like extending your major to add depth, adding a 
second major or a minor from the same or another course, 
or studying a range of units from across the university.

Comprehensive  
courses

Year SemeSterS

01 01 02

02 01 02

03 01 02

UNIt tYpeS

 required units

  Some choice: you can choose from a prescribed list

  Free choice: you might choose further studies, or 
you can choose to study units from a different field

Monash Specialist courses enable you to concentrate 
in a particular area of study from day one, giving you the 
focus and depth required for entry into many careers as 
a graduate. They’re designed to give you the knowledge 
and skills needed for professional practice in a field, 
many of which require specific professional accreditation 
requirements to be met before you can practice. 

Most Monash Specialist courses offer a choice of 
specialisations you can take which determines the 
qualification you’re awarded. Specialist courses are 
between three and five years in length. If you graduate 
from a course of four years or longer you receive an 
Honours qualification. This is a higher-level qualification 
than a standard bachelor’s degree, and means that you 
are usually eligible to complete a master’s degree in the 
same discipline with only one additional year of study, or 
eighteen months in a different discipline. 

The structure of specialist courses varies, however a 
specialisation is a minimum of 12 units of study in a 
particular field. With some specialist courses, all units are 
within the area of specialisation.

Specialist  
courses

Year SemeSterS

01 01 02

02 01 02

03 01 02

04 01 02

UNIt tYpeS

 required units

 Comprehensive major units

  Some choice: you can choose from a prescribed list

  Free choice: there are usually no free electives in a 
double degree combination although there will be 
some choice within your major.

Become an expert in two fields by choosing a double 
degree course. This allows you to study towards two 
different bachelor’s degrees at the same time, providing 
you with more career flexibility and opportunities. 

A double degree course takes at least two years less to 
complete than if you studied the two courses separately 
because the required units from one course count as 
electives in the partner course.

Over 140 double degrees will be available from 2016.

Double  
degrees

Tailoring 
your course

You can choose from two types of 
undergraduate courses at Monash 
– Comprehensive or Specialist. 
Each offers distinct benefits to 
you depending on your goals and 
ambitions, but both options offer 
a world-class education in your 
chosen field.

You can also study two courses at the same 
time by studying one of over 140 double 
degree combinations.
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