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PREMISE AND OBJECTIVE

These guidelines are focused on providing:

1. Consistency and standards for digital experiences and assets with the
Curtin brand

2. University Marketing's Creative Council and other forums with a reference
guide for evaluating and approving new work to be published through the
Curtin websites and wider digital products.

The format adopted seeks to provide a background to subjects, before
showcasing typical examples of practical applications. It is the aim of this
guide to, at first, give context to thoroughly researched patterns and
standards, then subsequently, to provide pointers for questioning newly
proposed designs that are presented at Creative Council forum. To this end,
most topics throughout this pack include a question to be asked at the CC
session: “Questions to ask when evaluating”.
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Outline of this pack

Brand Guidelines:

* How brand influences digital style & digital experience

* Brand guidelines at a glance

Digital Style Guidelines:

e Introduction

What is MIMAS?

* Ul design

Accessibility
Block balance
Intended use of blocks
Content limits
Calls-to-Action (CTAs)
Forms
Page layout
Campaign landing pages
Informational pages
Bespoke pages
Mobile considerations

Content Integrity
Digital consistency
Email guidelines

Digital Templates:
* MIMAS templates
« Email templates

Summary

% Curtin University

Support and Resources

Appendix
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-
How brand influences digital
style & digital experience

Brand Guidelines govern all subsequent guidelines, which ensures brand coherence across all touchpoints. They
encompass the codes and rules that maintain consistency and integrity in how the Curtin brand is presented and applied
across all channels.

They incorporate specific design principles that are adhered to across all online and offline environments.

All design elements for Curtin’s digital products have been informed by the Brand Guidelines and are the initial starting
point for all digital initiatives and must continue to be followed.

When work is reviewed at Creative Council, the evaluation process begins with Brand Guidelines, follows with the Digital
Style Guidelines and ends with the Digital Experience Guidelines.

For further information on the Brand Guidelines (published January 2024), please see: https://brand.curtin.edu.au/our-
brand-reputation/



rand guidelines at

Curtin's vision
Working in partnership we will

make a difference for people
and our planet

Brand belief Brand

positioning
People who work

together can change Make tomorrow
the world. better.

Archetype
Sorcerer
Motto: If it can be Imagined, It can be created
Desire: Create something of enduring value
Goal: Give form to a vision
Key strengths: Generate ideas, improve or re-design

Strategy: Create from the inside out

; Tone
Attributes
Optimistic
Collaboration
Energising
Transformation
Inclusive

Innovation
Curious

a glance

This diagram explains the Curtin brand
strategy, to see the full brand guidelines
visit brand.curtin.edu.au

Symbolism:

Logo: % Curtin University

Type: SansaSoft

Colour: . .

% Curtin University
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Digital style guidelines

Ul design

User interface (Ul) design, accessibility
standards and responsive design guidelines all
adhere to MIMAS theme rules and industry best
practice. Page design also plays a key role in Ul
design, where correct arrangement of CTAs,
form construction and other page content is
arranged in ways that are easily understandable.

Page layout

Different types of pages require different
treatments when configurating their inner
content. It is important to consider the role these
types of pages take and how they function very
differently across all Curtin digital products.

Mobile considerations

Special thought needs to be considered for the
layout of page content on small devices. Almost
every element on the page needs to be adapted
so that the journey through the page is easy to
digest.

Content integrity

Content accuracy and compliance sits with the
area the content originates from, with the digital
team responsible for surfacing this information
on the website in the most effective
way possible.

% Curtin University

Digital consistency

To provide brand coherence, a digital
consistency across all digital platforms is
necessary to ensure the look and feel is
maintained throughout.

Email guidelines

Designing emails also needs to follow digital
style guidelines to ensure they also maintain
digital consistency.
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What is MIMAS?

MIMAS serves as the cornerstone of our digital ecosystem, offering a versatile platform that extends beyond website
design. It encompasses various front-end products, including our email marketing templates, all designed with a singular
focus: to elevate our digital presence while adhering to the Curtin Ul Components Library.

At its core, MIMAS is more than just a theme; it's a comprehensive toolkit tailored to empower content creators with
bespoke blocks and components. These elements are meticulously styled to enhance engagement and showcase
content in a visually captivating manner.

MIMAS plays a pivotal role in maintaining brand consistency across all digital touchpoints. It provides a unified
framework for custom colours, fonts, icons, and imagery, ensuring a cohesive and impactful representation of the Curtin
brand.

Currently, MIMAS documentation can be accessed at https://mimas.curtin.edu.au/. There you will find documentation on
how to use our blocks and components, digital style guides and example layouts.

% Curtin University



8 Crtin University
MIMAS governance

MIMAS

MIMAS design governance covers the Curtin website and any front-end platform or products on the
Curtin domain, such as landing pages, forms, interactive tools and email templates.

Curtin website Curtin domain Email templates

Future student front-end All front-end experiences on All marketing emails aimed at
experience the Curtin domain future and current students
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Accessibility

As part of industry best practice, Curtin follows the Web Content Accessibility
Guidelines (WCAG) 2.0 AA, which covers a wide range of recommendations
for making web content more accessible. You can learn more about these
internationally recognised standards at w3.org/TR/WCAG20.

Visibility of our content is of paramount importance when trying to reach a
wider audience. We must consider the needs of individuals with visual
impairments when designing for the web. Choosing the appropriate contrasting
colours to display content will allow for better visibility.

By default, all MIMAS blocks are in line with WCAG 2.0 standards, however
there may be times where external teams alter blocks or create new designs
that don't align. When this occurs, it is important to flag for change so that we
always uphold accessibility standards.

Questions to ask when evaluating: Is text visible and readable behind the
current background? Does it comply with (WCAG) 2.0 AA?

% Curtin University




This is a block heading

Lorem ipsum dolor sit amet consectetur. Elementum interdum eget orci eget leo. Lorem ipS um dolor

E i ‘ ' , Feugiat eget fringilla parturient rutrum. Tortor neque nisl amet est. Neque iaculis
X p es amet proin viverra augue at. Dignissim quis tellus fermentum cursus

&

Purpose: Lorem ipsum dolor

* Readability: Designs need to have high readability first
and foremost.

* Audience: Digital products need to be accessible and
clearly understood by people with disabilities, including
people with temporary disabilities, or situational limitations
(such as bright sunlight, or a slow internet connection).

Avoid low contrasting colour Able - Friction free accessibi... X
. combinations for text as this is
Stylmg: difficult for visually impaired
individuals to read

* Contrast: All content needs to have good contrast
between elements on the page.

Contrast ratio 1.80:1
. . I 1 Large text FAIL
Colour: Refer to the brand guidelines and the MIMAS Fren Ve aslans ared iR, ey o.10
colour palette for colour use. Avoid colour combinations may not be for individuals that are Smaltext FAL
that have low  saturation, especiall when GelEl el draecioden i g — -
) ) ’ p y colours together meet WCAG See color contrast guidelines
superimposing text. e
. . . . Previ SN O
* Presentation: Presenting content in different ways can b ~
help achieve good accessibility. Normalvision

¢ Audio: For video or audio content, it is recommended to
include subtitles.

Load times:

« Assets: Pages should not have too many large file-sized
assets throughout, as this will slow down page load times.




Block Balance

Strategic placement of design blocks is key when it comes to the overall look
and feel of Curtin’s digital products. They help organise content, guide user
flow, and enhance visual appeal.

Design blocks establish a visual hierarchy that directs user attention, with more
important content placed in prominent blocks and secondary content in
supporting areas.

With the strategic arrangement of design blocks, we can create engaging and
intuitive user experiences that effectively convey information and drive desired
actions.

Questions to ask when evaluating: Do the blocks on the page look evenly
spread out? Are there any areas on the page that look visually heavy?

% Curtin University

A good example of a page with
a nice balance of light and
heavy blocks.




Block Balance
examples

Purpose:

Design blocks serve as structural components that divide a
webpage into visually distinct sections, such as headers,
featured content areas, and footer section

Styling:

* Use light background blocks for supporting information.
» Use dark background blocks for CTAs & USP.

Placement:

 Try to use a variety of blocks throughout the page to
create contrast.

* A balance of heavy and light styled blocks makes the
page less overwhelming for users.

* Avoid clustering dark background blocks together, as this
can make the page feel heavy in one area and lacking in
another.

* Avoid repetition of heavier blocks - these are designed to
highlight important information for viewers to see.

Heavy blocks are
spaced out with light
blocks in-between to
give viewers a visual

breather.

Multiple, heavy background
blocks placed one after each
other is overwhelming and can
causevisual discomfort.

Why choose to study Business and Law? Wity choose to study Business and Law?

Executive Education Executive Education

e, S N

VS 3 & L
= M = w-
1
9,

Induntry commected

Avoid stacking the

of each other.

same blocks on top




Imagery

Incorporating imagery on a webpage is essential for showcasing brand identity
and personality while effectively communicating the page's purpose.

Images not only engage users and encourage them to explore further but also
complements the content by providing visual breaks, making the experience
more engaging and less overwhelming.

As well as incorrect use of imagery, which can make a website look disjointed,
use of optimised imagery is also crucial to ensure a consistent experience
across different devices.

Questions to ask when evaluating: Are the main subjects of the image in
frame? Is the image relevant to the content? Does the image look
cropped? Is the image from our photo library?

% Curtin University

Good examples of well
framed, Curtin imagery




Imagery

Purpose:

* Relevancy: Choose images that are related to the context
of the page or block it's attached to

Styling:

 Framing: Avoid cutting off subjects in frame, images
should focus on the main subject using the Rule of Thirds
method

+ Stock images: Avoid stock imagery, only use images
supplied via Curtin's approved image library

* Tone: Avoid stylized pictures. The tone should be natural
and contemporary

* Colour: - Colours should be natural, and neutral, but not
dull

Format:

* Responsivity: Each new image needs four sizes to fit
desktop, laptop, tablet, and mobile screens

* Quality: Images should be of a high resolution, avoid
blurry, old or low-quality imagery

* File size: To avoid long load times on our website,
uploaded images should be at a maximum of 2MBs

All primary subjects
are in view with an
adequate amount of
space around them.

The subjects are cropped by the
frame, and the image is overly
zoomed in.

Approved images taken at
Curtin are unique and provide a
real snapshot of life at Curtin

Stock images look generic and
do not accurately represent
Curtin and its facilities.




ey
Mastheads s e o e

campaign.

Mastheads are the focal point of a webpage, capturing the user's attention and
setting the context for the rest of the content. Create your Curtin

Universe
Mastheads give both visual and textual context to a page. It's important to
keep this block brief but descriptive so users can quickly understand what's on
the page.

Mastheads also act as the primary call to action, directing users to content on
the page or linking to another relevant page.

Welcome to campus life
at Curtin

Becom:

Questions to ask when evaluating: What is the purpose of the page?
Does the masthead portray the page content well? Is there too much text
inside the masthead? Does the masthead image match the context of the
page content?

An example of the Landing Page
Masthead portraying arecent
campaign.




Purpose:

 Masthead types: there are two mastheads in MIMAS,
one for Curtin's homepage and one for all landing pages

* Headings: brief yet descriptive, allowing users to grasp
the pages' purpose immediately. Avoid long sentence
headings or marketing style text

* Subheadings: an optional subheading that can highlight
important information such as event dates, brand slogans,
marketing text, etc. Maximum of one sentence

* Body text: text should be a general summary of the topic,
short but descriptive. Maximum of one paragraph long,
avoid multiple paragraphs.

Styling:

e CTAs: Use prominent and compelling CTAs with
clear instructions on what action to take. CTAs should link
to relevant content on or off the page.

* Imagery: Images should stand out and be relevant to the
content

Format:

* Placement: Mastheads should always be placed at the
top of the page

Sh.or.t, descriptive body text Sy i dlese s neadie i Cl..ll’tln approved image that_
providing a general summary of . depicts Curtin students studying
) describe the page of Study
the topic of Study on campus

Study at Curtin

Study at WA's top public university for graduate employment.

Explore the study options for your undergraduate, postgraduate and
research degree.

e [ evreornem >
R Explore our study areas —>
user journey CTA |

button
r
8 Study at WA's top
public university for
< graduate employment.
Very I ong Lorem ipsum dolor sit amet consectetur.
heading that ) ) : v
Lorem ipsum dolor sit amet consectetur. Erat condimentum sed mattis
dOeS nOt mattis arcu. Urna vivamus enim integer sit tellus rhoncus placerat.
immediately give
context Enim tellus sollicitudin nec scelerisque at id pharetra porttitor sed.

Vitae ultricies et integer aenean. Velit nec ultrices elit sed. Velit diam

risus ante et eu ipsum. Et convallis porttitor parturient dui.

Learn more about trees —>

- -

Irrelevant stock

Irrelevant CTA to Very long body text, X
, > image to the
the masthead's stretching over 2 masthead's topic of
topic of Study paragraphs P

Study



Intended use of blocks

All MIMAS blocks are designed with an intended use case in mind.
Descriptions of the blocks in MIMAS will give an understanding of how they
should be used and what content needs to be placed in them.

Altering the design of MIMAS blocks, for example editing the font size of
headings, changing the colours, changing the order of elements, will result in a
loss in consistency and integrity.

It's useful when building a new page from MIMAS blocks to look at existing
blocks before creating new ones. Refer to existing block examples or
examples from MIMAS documentation if you are unsure of how to use a block.

For a complete list of all MIMAS blocks and there intended use — please
access our MIMAS guide.

Questions to ask when evaluating: Does the content inside the block fit the
description of the block’s use case? Does the block layout look the same as
the MIMAS examples?

Articles

7]

Campus list

Card + media

slider

Checkered items

CTA Grid

Banner CTA

Card carousel

7

Card spotlights

Code embed

CTA Squares

% Curtin University

o

Buttons (Mimas)

Cards with media

Cards

O

Countdown

Description list

Each block type shown in
the tools palette of the CMS
includes information on
how the block is to be used.



https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/blocks/
https://mimas.curtin.edu.au/blocks/
https://mimas.curtin.edu.au/blocks/

Intended use of
block examples

To ensure a consistent and user-friendly experience, please ensure the
following:

Format:

« Variation: When planning a page build, consider the different content
types required for the page and what sections you will require. Try to
utilise different block types to create variation throughout the page.

* MIMAS library: Consult the MIMAS library to find the blocks that are
most appropriate for your content. All these blocks are prepopulated
with content to give an idea of what kind of content is suitable.

* Purpose of blocks: Avoid using blocks that are not designed for the
purpose of your content.

Styling:

+ Adjusting styles: Do not adjust font size or weight. These styles have
been defined so there is consistency across all pages.

* Images: When using images in a block, crop them so they look correct
in the block. For example, try to avoid heads displaying as chopped off.

Placement:

+ Block specificity: Only select blocks that have been specifically
designed for the content types you have.

* Order of content: Do not adjust the order of content in blocks, they
have been pre-designed for consistency.

Lorem ipsum dolor sit amet
consecteur.

Lorem ipsum dolor sit amet consectetur. Cursus
mattis sed faucibus vitae integer pellentesque
gravida nec. At cursus netus pulvinar nunc eu eu.
Praesent pellentesque id aliquet enim velit tristique
adipiscing consectetur.

Link on card

=

Hear from our graduates

Avoid using specific use
case blocks for other

means, for example, using
the Testimonial block for
news.

“Curtin helped me learn to stand on my own two feet after finishing high school.
The lecturers and tutors were firm but fair. | enjoyed how they made the units
reflect the real world and gave us projects like creating a small business, which
were applicable life after uni.”

Dee Signer

Bachelor of Commerce Student

® O OO

News at Curtin

Curtin University has acknowledged a local primary school principal’s leadership
and impact on children’s lives, with a prestigious Honorary Doctorate. Lee

has led Challis Cc Primary School in Armadale for the past 19
years and arange of to ensure the best possible
results for students — many of whom come from disadvantaged backgrounds.

View the article

Primary school principal for work with di children

® O OO

Lorem ipsum dolor

Lorem ipsum dolor sit amet consectetur. laculis rhoncus.

ultrices suscipit feugiat elementum amet sit. Sed
pellentesque et lectus pellentesque. At nunc orci libero . .
e e g s Avoid rearranging the
morbi egestas massa id scelerisque auctor lectus. Enim 7 q

varius amet id sit vel nunc. Massa quis id senectus block’s| ayo ut, avoi d
vulputate mi sit varius ultricies sit. c ha n gl ng b| oc k p arameters

Linkoncard > like font sizes and weight.




Content limits

Content limits refer to the maximum amount of text or information that should be included
within specific blocks and sections on our webpages. It is essential to balance the amount
of content to ensure readability, engagement, and optimal user experience.

Content limits are a crucial factor in making our website look and feel great. Information
should be written precisely and coherently to maximise user engagement
and exploration. By establishing content limits, content creators can effectively
communicate key messages without overwhelming or disengaging users.

Content limits are great for most cases of copy text in a design. But projects do surface
that require a large amount of text to cover the entire subject. Editorials, such as science
articles, often require long copy. Care needs to be taken at the design phase for these
projects so that there is still a balance of content elements throughout the pages. Images,
diagrams, the default text block and bullet point lists become important as a means of
travelling through the design. And cards and USP blocks are probably not appropriate
elements to use at all. It may also be useful to break the article up into multiple pages, if
the flow of subject matter lends itself to this format.

For more information on content limits for certain blocks, please consult the MIMAS guide

Questions to ask when evaluating: Is there too much text inside of the block? Are the
headings too long? Is there more than one main subject? Is there more than one call to
action button/link? Does this need more than one link? Is the design a scholarly article
that requires a large amount of text, and if so, does the design accommodate for this?

% Curtin University

What kind of student are you?

215y

Undergraduate Postgraduate Research

If you haven’t completed a university degree Thinking about switching direction or taking A higher degree by research from Curtin
before, discover our pathways to your career to the next level? Learn why our gives you scope to pursue a specialist area in
undergraduate study and explore our wide postgrads are the highest paid in WA. your field, build knowledge in your profession
range of courses in the creative industries, and contribute to important research.
STEM, commerce, law and health. More on postgraduate study >

View our research degrees >
More on undergraduate study >

Sunday 24 March 2024

Curtin Open Day

Join us for a day full of personalised advice on courses, entry pathways,

scholarships and how to apply to Curtin. Plus, you'll get the chance to

explore our beautiful Perth campus, world-class facilities and on-campus

accommodation.

Register now @




| |
Content limits
limited space be conscious of how long a
blocks, check to see

heading and body text is together and

recommended character limits adjust accordingly.

o o @

To not overwhelm users and keep our site looking o iy Lorem ipsum dolor sit - Y
professional and consistent we should adhere to these : amet consectetur. - consectetur lorem commodo.
guidelines.

Format: e J

* Avoid long text formats: Generally, avoid long text
formats in blocks, be short and descriptive with your : - 5 e
content. Each block will have a recommended T S e ::::r:;:ss:r:t::l:rm
minimum and maximum character limit to follow. E‘f_"’}:‘;‘uﬁ

* One topic of information: Stick to one topic of -
information per block, avoid multiple paragraphs
inside of blocks.

« Large copy editorials: If the design is an editorial, or
scholastic article with large amounts of text, try to use
larger block types, such as the default text block.

y

netus tortor.dapibus sem.

Imperdiet mi dictum ! e
neque in facilisis. Lorem ipsum dolor sit amet
. consectetur, Etiam non sodales

gravida amet. At amet tristique
commodo fringilla.

Styling:

* Avoid adding custom HTML/CSS: When filling out
content into MIMAS blocks avoid adding your own
custom code to change the look of the content.

Check first to see what the
recommended content limits

Avoid adding paragraphs
inside of blocks as this will

« Even amount of content: When displaying an array of increase the amount of are for a block. Avoid going too
blocks e.g. cards, it is important to consider writing excess space inside. ey e i,
roughly the same amount of content for each, to
balance out the whole array. CTAs will have content Going over content limits can
limits, avoid going over cause blocks to expand or warp
multiple lines where past their originally designed
possible. look.




Calls-to-Action (CTAs)

Call-to-Actions (CTAs) are pivotal elements in guiding user behaviour and
achieving desired user actions on our digital platforms. They serve as prompts
that encourage users to take specific actions, such as starting an application,
signing up for a newsletter, or downloading content.

CTAs are used throughout our site in the form of buttons, links and whole blocks
- they play a crucial role in driving conversions and achieving marketing
objectives by directing user attention and motivating engagement.

Questions to ask when evaluating: Where does the CTA go to? Does the CTA
text accurately specify what the destination page is? Is the CTA too long? Can
this CTA text be shortened? How many CTAs are in the block? Are there too
many CTAs?

Online and flexible study options

You can study some Curtin postgraduate courses online. As an online
postgraduate

your other commitments and learn whenever and wherever suits you

Search our online postgraduate courses 2>

Learn more about studying online at Curtin =

% Curtin University

Our MBA program

3ship MBA powering your career, you'll soar wit

you have the flexibility to balance study with

Earn a future-focused qualification
in only six months

SlPCiRd & 51K 1 OF AR CRMTCAES AL M8 Defpnd 10 pregare yoid e 5 cire



Having multiple links in a single
block can cause clutter and make
the block tall and unappealing.

Call to action | © .
examp les S——

Text is unnecessarily long - can easily be
abbreviated while still getting the point across.

Get the study guide Get your study guide delivered straight to your inbox

Campus locations

‘You may have the opportunity to study
at another Curtin campus in Western
Australia or at one of our offshore

You may have the opportunity to stufly
at another Curtin campus in Weste,
Australia or at one of our offshore
campuses in Singapore, Malaysia, campuses in Singapore, Malaysjs,

Dubai or Mauritius. Dubai or Mauritius.

See our campus locations > See our Curtin Perth campus >

To encourage our users to interact with our See our Curtin Mauritius .

CTAs with ease, please adhere to the campus

following guidelines. See our Curtin Malaysia N
campus

See our Curtin Singapore

campus

Purpose:

This marketing style textis misleading, it assumes
that the linked pageis about getting into
university, when it's only about resources for High
schoolers.

* Clear communication: CTAs provide
users with clear instructions on how to
proceed, reducing ambiguity and friction in
the user experience.

“Relax and train” doesn’t directly
describe the page “Sport and
social”, leading to interpretation

and possibly confusion. ° e

Sport and social

* Action orientated: Try to avoid call to
actions like “Find out more” or “Learn
more” and instead provide more context or
use action-oriented call to actions, for 0
example “Download guide”.

High school resources High school resources

Graduating high school? You'll find
everything you need to know about

Graduating high school? You'll find
everything you need to know about

Sport and social

Balance your studies by staying active through
competitive and social sports, or getting involved
with Guild events and volunteering opportunities.

View our sport and social clubs >

Balance your studies by staying active through
competitive and social sports, or getting involved

with Guild events and volunteering opportunities.

Relax and train >

transitioning to university here. transitioning to university here.

View high school resources > Find out how you can get into

9

university today



Forms

Forms are a crucial element of digital marketing strategies and UX, designed to
capture valuable information from our users, to personalise their future
experiences with Curtin.

Effective lead forms strike a balance between collecting necessary information
and providing a seamless user experience. As such, it is important to consider
the design of forms, as it can make a huge impact on the speed and ease at
which users complete it.

Forms will have multiple variants of itself that can be used in different instances.
It is important to read the documentation on rules regarding placement of these
variants. Placing these variants in non-recommended areas will result in a loss
of block balance and will make the page more overwhelming to viewers.

Questions to ask when evaluating: How many fields does the form have? Is
the form too long? Who are we targeting? What data do we want from them?
What specific questions do we really need?

5] Become an industry-ready engineer

Bachelor of Engineering
(Honours)

Keep up to date
with Curtin

Lorem ipsum dolor sit amet, consectetur adipiscing

elit. Dictumst aliquet massa, etiam.

% Curtin University

‘Want to learn more? We will send you
our course guide.

Step 2 of 2
‘What best describes you?

Select

Where do you live?

First name Last name
Email address
ing information fo

I would like to receive further information from Curtin University.

>

ustralian Privacy



Form
examples

For us to collect data efficiently and encourage our
viewers to complete our forms we must adhere to these
guidelines:

Layout:

Single column layout: Single column layout is
more comfortable to scan and can easily respond to
different screen sizes. An exception to this is fields
that directly relate to each other - for example, first
name & last name or address.

Multiple steps: If a form consists of
many questions, they must be spaced over multiple
steps. Questions on each page should be
similarly categorised together.

Optional fields: State if any fields are optional. Aim
to limit the number of optional fields in a form.
Privacy policy: Always include a link to Curtin’s
Privacy Statement to ensure adherence to
Australian Privacy Principles.

Placement:

Forms should be placed in the page banner, or at
the bottom of the page to allow the user to avoid
distraction from page content.

First and Last name are
exceptions to beingin a
two-column layout, as
they are directly related to ]
each other.

Find out more about Curtin Find out more about Curtin

Stepiof2 Step 20f 2

First Name

I would like to rece:

Submit

|

Find out more about Curtin

First Name

Avoid putting all fields into two
columnsas it is harder to scan left
to right than up to down.

If more fields than usual are
necessary, then consider expanding
over two pages.




For us to collect data efficiently and encourage our
viewers to complete our forms we must adhere to
these guidelines:

Styling:

* MIMAS: Ensure forms follow MIMAS styling.

*+ CTAs: Use prominent and compelling CTAs with
clear instructions on what action to take.

+ Essential data: Only request data that is
essential for segmentation and personalisation.

* Drop down fields: Use drop downs where a
variety of answers can be provided.

* Logical order: Form fields should be listed in
a logical order to avoid confusion or
frustration. Obvious questions should be placed
first, with the more difficult ones last.

Stay up-to-date with
Curtin

Get the latest advice, news and events delivered straight to
your inbox.

Enter your email

Get the latest Curtin
updates
For invit s to upcoming events, study tips and

guidance on navigating your way to university, join
the Curtin community.

aﬁ Get the latest Curtin

updates

Single field form simplifies the
process giving the user the bare

minimum to fill out.

First Mame:

What best d

Domestic undergraduate student Sign Up Now

The edition of an extra field
has broken the layout of
the form.

Subscribe =

Form style not in line with
MIMAS styling.

Ask a Question - Future students

You can search for a course or check our Frequently Asked Questions 1o see if we've already got your
question covered.

First name * Last name *

Email address *

Enguiring for *

Citizenship category *

Interested study level *

Subject *

Type your question below. Please include ty name of the course you are interested in and any other infarmation that
will help us assist with your enquiry *

I wauld like to

Yes

Personal i I d is handled in el with
please consult Curtin University's Privacy Statement.

lian Wivacy Principles. For further information

Although there is an
asterisks, it is not visible
enough for users to easily
identify what fields are
required.



Form
examples

Smaller blocks such has the small subscribe
block/banner should be used in the middle of the page
content. This block is designed to provide pages with a
subtle, non-obtrusive way to implement a form. Upon
click of the CTA button, a modal will appear with the
full form for viewers to fill out. The small subscribe
variant can also be used to house forms that require
many fields without the need to extend the overall
page length.

The standard subscribe block will have a set number
of fields displayed on page for a user to quickly fill out
without having to click to a modal. Due to its size and
visual weight, it is recommended to place the block
near the bottom of the page.

Discover a course you're passionate
about

Useful resources

Fees and scholarships How o apply

A,

Entry pathways.

Portfolio toolkit

Large subscribe formsin the middle
of the page can break the flow of
content, especially if its use caseis
secondary to what's already on the
page.

B L b

Discover a course you're passionate
about

Keep up to date
with Curtin

Useful resources

Foes and scholarships. How toapply Entry pathways

Despiteits small size, the block stands out with
its dark hue, whilst effectively preventing the
page from becoming excessively lengthy.




Page layout



Campaign landing pages

Campaign landing pages serve as focused entry points for visitors, designed to
fulfill specific marketing campaign objectives. At Curtin, these pages play a
crucial role in highlighting new or existing products, our brand proposition and
events.

During development, it's essential to align with the initial brief to maintain the
intended purpose and design integrity. It's also important to consider the overall
user journey, ensuring coherence and avoiding duplication or inaccuracies of
content that exists in the wider Curtin digital experience.

Campaign landing pages can have a slightly different look and feel compared to
standard informational pages to stand out accordingly. These templates are only
to be used for UM campaigns and shouldn’t be mixed with other MIMAS blocks
Or purposes.

Questions to ask when evaluating: Are the campaign objectives adequately
summarised in the design? Have you considered where the page sits in the
overall user journey? Is there an “extension” to the journey that can loop the
user back to the rest of the Study site?

% Curtin University

L.

View our study sreas




Campaign landing

page examples

To ensure effective management and consistency across
campaign landing pages, adhere to these guidelines:

Purpose:

Objective: Make the purpose of the page clear and
aligned with the objective of the brief, with one main action
for visitors to take.

Audience: Ensure messaging, content, and action speak
directly to the intended audience from the brief.

Placement:

IA location: Campaign pages should complement the
overall experience of the recruitment website. Their
placement within (or outside) the existing IA will be defined
by user journey needs rather than business objectives.
Domain: all marketing landing pages should sit on the
Curtin domain. Custom domains are not advised as we
want to maximise brand exposure, maintain consistency
and ensure SEO efficiencies are realised.

Other supporting headlines
and subtext continues to
convey benefits.

A concise headline and

supporting subtextto
convey the content.

Student stories makes the
content relevant and
creates social impact.

View our study areas

€ it crer oy

Lead gen form needs to
be present here or
somewhere else
prominent.

Concise messaging to keep
viewers engaged.

Listing contentand breaking

[

themup into digestible
pieces helps with
readability.

This block was designed
new for this projectand
looks a little different to the
MIMAS theme.

Join our global community

Sglobal |4
campuses ‘

Maximum of two CTA links
per block, preferably only
one for most cases.

Do you need to Improve your English?




Campaign landing
page examples

Styling:

« Concise messaging: Keep text short and
focused to keep visitors engaged.

* Minimalist design: Align with the minimalist
aesthetic (MIMAS) to present content clearly and
attractively.

+ Clean layout: Avoid clutter to prevent
overwhelming visitors and maintain focus on key
elements.

 Whitespace utilization: Strategically use
whitespace to guide visitors' attention and
enhance readability.

+ Text formatting: Use bullet points or numbered
lists to break up text and improve readability.

* CTA: Include a singular call to action, that's clear
and easy for the user to complete.

* Lead Form: A lead form, or method of capturing
personal data must be present on a campaign
landing page.

Avoid editing or building
new MIMAS block pages
and using them as campaign

pages.

Lorem ipsum dolor sit
amet consectetur. Mi
lectus id duis in

euismod.

e Curtiperth

uuuuu potrays > Lorem ipsum dolor sit amet

Underoredunte ’ consectetur. Leo egestas eu odio.

Description/introduction
textfor the page should be
high in the page hierarchy.

Consider block hierarchy,
avoid putting promotional
blocks first.

Avoid leaving out elements
from a block as it can affect
consistency.

Why choose a Curtin

- ——

Lorem ipsum
dolor sit amet.
consectetur.

Present content clearly and
attractively. Avoid adding
content thatbreaks the
page layout.

¥

E— Lorem ipsum
dolor sit amet
consectetur.

Avoid multiple or too long
ofa CTA.

Lorem ipsum.

e AL 13 W’im

=

Lorem ipsum
dolor sit amet
consectetur.

Avoid going over content
limits for blocks. Try to
avoid putting in paragraphs

into compact blocks.

Avoid leaving blocks
without a heading. New
sections on a page should

startwith a heading.

consectetur.

Avoid using stock images
where necessary.




Informational pages

Many pages on the Study site are informational in nature, rather than
focusing on specific campaigns or unique projects. It is a large part of
Study’s role to provide prospective students with comprehensive
information about studying at Curtin.

Too much text flowing through the page can cause cognitive overload and
overwhelm the visitor. To break up large amounts of text, consider breaking
the text into groups or sections, where images, videos, diagrams or page
structural elements can be used to create a better experience travelling
through the page. Also consider replacing text with infographics where
applicable, as an altemative to long paragraphs.

Informational pages need to have a clear logical flow of content from the
top of the page to the bottom. The structure of the information (IA) needs
special attention if the user is not to get lost through the content.

Questions to ask when evaluating: Is the page too long, due to
mandatory text? If so, perhaps reconsider the page layout by using
accordions or tabs to arrange the text into sections.

QAN e ey Comaiom QNS B o Comare
M Wy sk Aumedf Bge e ot () u

Undergraduate
applications

Undergraduote coursen - domantic students +

Portfolio toolkit

Mid-year entry courses

% Curtin University

Undergraduate applications is a
good example of a well thought
out progression of information.




Informational pages

To ensure effectve management and consistency across
informational pages, adhere to these guidelines:

Purpose:

* Objective: Clearly communicate key information in a way that
is easily digestible throughout the page.

 Audience: Text needs to be concise and easily
understandable to a 16-year-old.

Styling:

* Design: Text should be broken up by design elements so that
the page flows in an organised way.

* Layout: Information should be evenly distributed throughout
the page and broken up into logical groups. Images or
graphical elements can be used to separate text, allowing the
design to flow through the page.

« Paragraphs: Keep paragraph text as short as possible. Long
sentences are hard to absorb.

* Logical steps: If possible, try to organise content into logical
steps that are indicated by larger text or a graphical icon. This
will guide the visitor through the steps in an intuitive and
sequential way.

* Headings: Paragraph text should be broken up by headings
summarising the content. This way the user can easily scan
down the page looking at the headings and get a sense of the
whole page and its topics.

Placement:
* 1A location: Informational pages should be located always in
the Study site and not outside it.

Organising large amounts of text into
tabs is an efficient way to make use of
page space. Avoid simply dumping
content into tabs - look to consolidate
and simplify.

Py

AoplywenanATAR 5

B o= e Crevocem owm men e

(T e rep—————— - N - |

Additional support for school leavers

Have your studies been disrupted?

‘Support resources

Rising Scholar Program

StepUp to Curtin

+ |+ |+ |+

Consolidate your information,
prioritise what needs to be surfaced
and what does not.

% Curtin University

Study our business core




Bespoke pages are designed to create opportunities to engage future students
through promoting interest and involvement.

Only with special exemption by the DD Digital Marketing during the briefing stage,
with sound reasoning taken into consideration, can these projects vary from MIMAS.

Special care needs to be undertaken when evaluating these projects to ensure
designs do not go too far from the standard look and feel, at the same time as
standing out in uniqueness.

Bespoke designs cannot live on the Study website or other Curtin sites, they are
standalone experiences usually intended for future students during their initial
engagement with Curtin.

It is standard practice at Curtin that after a design is approved, a MIMAS child theme
is duplicated in the code base and used as the basis for the new project. Custom
blocks, functionality and styling are all added to this child theme during the
development stage.

Questions to ask when evaluating: Is the unique design necessary, where the
MIMAS theme is not adequate? If unique, is the design focused on future students? If
unique, how does the design support the user returning to the Curtin site? For
example, are there elements on the page that are exclusively MIMAS so there is a
smooth transition from the page back to the Study site? Does the new look and feel
still align with the Curtin brand? Is the design too much a standalone, or separate site,
and feels isolated or disjointed from other Curtin sites?

CURTIN
OPENDAY

TRARLS FON 0ag 3 iR -

DISCOVER WHERE A
CURTIN DEGREE CAN
TAKE YOU

Curtin University




To ensure effective management and consistency across
bespoke pages, adhere to these guidelines:

Purpose:

Objective: Promote the subject of the brief in an
appealing way.

Audience: Aimed at the prospective student, these
pages should highlight unique opportunities Curtin
provides.

Styling:

Functionality: New functionality can be used if it doesn’t
detract from the page’s subject. This new functionality
should be simple to use and not complicate the page.
Colours: MIMAS colours should still be used as the
basis for the entire design. Extra colours can be added
upon further approval.

Layout: Unique layouts of design elements can be used
if they still align with the Curtin brand and style.

CTA: A prominent call to action should focus the page’s
content and act as a kind of summary to the information.

Placement:

IA location: Bespoke campaigns lie outside the Study
site (and other Curtin sites) so that they appear as
separate initiatives.

MIMAS colours are still a
necessity in bespoke
designs.

This annual campaign boasts a
very different look & feel
compared to the Study site,
but you can still identify it as
the Curtin brand.

Bespoke pages often feature new

functionality that does not appear

across the Curtin sites. Thisis ok if
itisapproved in the initial brief.

CURTIN®
.. +OPENDAY

THANKS FOR JOINING US 10AM - 3PM.

ER FOR OPEN DAY

DISCOVER WHERE A
CURTIN DEGREE CAN
TAKEYOU

EVENT HIGHLIGHTS

EXPLORE AND CREATE YOUR OPEN DAY PLAN

*
WAT'S O

Newly introduced elements
such asfonts are available if
approved in theinitial brief.

Bespoke pages often feature new
kinds of layouts, where elements
are amranged in distinctive ways.

New style for Event Highlights
cards (differentto MIMAS)
was approved.



Mobile
considerations

at Curtin

It is important to ensure a consistent experience across various devices and
screen sizes. Too much content on small screens will create clutter,
complicate the user experience and cause an unreasonable amount of
scrolling.

Experience campus life at Curtin
Perth

food. accommodaton and shops

Yo
1]
D

Screen real estate is a major factor that weighs in heavily on the = . Welcome to campus
organisation of content throughout a design. Desktop-sized screens can . life at Curtin
comfortably display more information, while mobile-sized screens need a
unique layout that can look very different.

Become part of a vibrant, inclusive campus with amenities and

resources to help you make the most of your Curtin

experience.

Explore on-campus essentials 9

As such, two versions of the designs must always be submitted; one for large
screens and one for mobile. Depending on the complexity of the design, it
may even be necessary to provide more versions; for example, large screen,
laptop-sized, tablet and mobile.

CAMPUS LIFE

Questions to ask when evaluating: Are there differences between the
mobile and desktop versions of the design? Does there need to be more than
just the two versions? Do images need to be changed to cropped and resized
versions to accommodate mobile screens?




Mobile
examples

To ensure all page elements look right on
mobile devices, adhere to these guidelines:

Purpose:

Objective: The page needs to look correct
on any device, including small mobile
phones.

Layout: Mobile layouts need to be created
separately to other screen versions and
require a different aspect ratio for the
design.

Styling:

Menus: It is usually necessary to reorganize
the IA for mobile designs into hamburger
menus and secondary tappable menus. It is
important the page does not become any
more complex for the user because of this.

Scrolling: For mobile designs, consider the
amount of scrolling needed to reach the
bottom of the page. Excessive scrolling tests
user patience and can cause them to leave
the page.

Curtin Umvers:

Alumni & Friends
Engage
News.

Contact

International closing
dates

Undergraduate  Postgraduate  Re-admissi

Application Closing Dates:

« For countries listed here (CountryList.pdf),
application closing is 10 weeks before course

start/teaching start date.

* All other countries application closing is 5 weeks
before course startfteaching start date.

« If you are currently in Australia on a valid visa,

application closing is 3 weeks before the course

start/teaching start date.
Notes

* You may refer to the Academic Calendar
Academic calendar | Current Students
(curtin.edu.au) for all course startteaching start

dates.

What kind of student are
you?

Consider how long a page
will be on mobile. Mobile
pages will almost always be
longer than their desktop
counterpart.

Gettha Curtinade v

Thia it tart o st b9 o

Consider the font size of text on mobile
and stick to default text sizes from
MIMAS. Text too small on the page

become unreadable.




MIMAS blocks will adjust their font sizes
to suit mobile automatically, so avoid

M Obi I e changing font size manually.
examples

Impact far beyond the lab
Executive Education

Executive Education Impact far beyond the lab

Styling:

+ Simplified: Some page elements may need
to be removed from the mobile design to
improve the user experience.

Join a global leader in
research

+ Copy: Text needs to be readable on small
screens. Often the font size needs to be
increased to achieve this.

Learn more about Executive Education

Get our undergraduate course guide

* Images: When adding images to blocks,
consider creating a cropped version for
mobile that takes the mobile screen size into
account.

Get our undergraduate
course guide

Invest with us

Consider what blocks will look like on
mobile. Most MIMAS blocks will behave
like these examples when converted to

mobile.

Soo investment oppartunities >

Groups of blocks such as cards will stack
on mobile. Consider the number of cards
you place on the page considering this.




Content integrity



Content Integrity

Content accuracy and compliance sits with the area the content
originates from, with the digital team responsible for surfacing this information
on the website in the most effective way possible. Assuming that the essence
of the information doesn’t change, it may be necessary to rephrase copy text
to ensure tone and voice is on brand. Placement of the information will also
be guided by the design so that it flows in a logical and digestible way — this
may also include re-ordering the information as it is presented in blocks down
the page.

When it comes to course information, digital content needs to be accurate
and concise, according to the Curtin University @ Handbook
(handbook.curtin.edu.au) and be consistent with the brand tone of voice. It
should be summarised content from the handbook, not duplicated, and
should be easily digestible to make it more accessible to our users.

Questions to ask when evaluating: Does the content need comparing to
the original source? Does it contain course content and align to the
handbook, and if so, is content duplicated, or summarised? If the information
has been reworked from the original source, does it make sense and flow
well?




Digital Consistency



Digital
consistency

Faculty of
Humanities

Digital consistency is crucial across all touchpoints, whether it be a
promotional email or a new page on the Study site. Consistency builds a solid
online presence and improves SEO ranking. It requires delivering high-quality
content that is both relevant and valuable to our various audiences.

To promote consistency across our digital platforms, work must adhere to the
Digital Style Guidelines. Page layouts that adopt these guidelines will
inherently look more uniform. When digital products look uniform, they
promote brand faith and brand loyalty.

Our schools
“ - » Ranked among the world’s

Consistency should also be addressed cross platform. A page on a desktop e - g e

screen should have the same look and feel on a mobile screen. ‘
“Lh A%, > T L =
g -

Linirarvrens e —

Questions to ask when evaluating: Is the design uniform and consistent
with other Curtin pages? Sometimes it is useful to zoom out, or step back,
and look at the page from a distance so you can see the whole page rather
than the details to check uniformity. Is the mobile version of the whole page
consistent with the desktop version?

Yoar § to 12 Information
Evening




Digital consistency

examples

To ensure all page look consistent, adhere to
these guidelines:

Purpose:

+ Objective: Consistent elements and pages
should carry across all devices and digital
products.

* Layout: Though the layout of page elements
may change for the screen size, there still
needs to be uniformity across different
devices.

Styling:

 Fonts: Though font sizes will change
depending on screen size, font family or
weight should not.

* Imagery: Make sure images are consistent.
Images should align with our Curtin brand
across all pages, only use imagery provided
in our library. Avoid using stock images.

Colour: Only use MIMAS themed colours
on web elements.

Although different
sizes, fonts on both
platforms are the
same.

Having similar lengths
of content in an array
of blocks creates
uniformity.

Evenis  Ubmry  Cumenistudents  OASIS St oPay  Compusmap

88 Curtin University
Abot Sty  Reseach  Aumni&Gwe  Engage  News  Contact (P e

Social media is helping
discover new plant species ’ =

pho

Home » Ressarch
RESEARCH
Research areas >

Research areas Our researchers
Work with us -
News >

Our researchers
Browse research areas > Find a researcher >
Employment

Institutes,

Higher degrees by research >

Conversation and
biodiversity

Application support webinar

Ready to apply to uni but need some help? We'll step you through the
application process, so that you know what to expect

Registernow >

Impact far beyond the lab

Centres, institutes and
facilities

Search our facilities >

As a university with an established reputation for innovation, Curtin excels in a diverse range of

research areas that aim to make tomorrow better for people all over the world

Social mediais
helping discover

new plant species

o0 OO

Research areas

Browse research areas >

Our researchers

or H

Find a researcher >

Centres, institutes and
facilities

Join us online 1 May

Application support
webinar

Order of blocks on
mobile has not
changed.

Blocks are adjusted to
fit mobile but still
resemble their
desktop counterpart.




Everts  Ubrory

bt Sy  Reseach  Aumni&Fiends  Engoge S A This pageis using

P—— AT G e oy e G m an old version of
D - lt I [ t r Y MIMAS.
Igitail consistency £ ¥
7 5
I The use of four menus find jobs and career
examp es cIutter.sand services on UniHub!
overcomplicates the i
page. Dis: er opportunities, events and workshops
ava 0 you as a Curtin student. Find jobs and career services on
miklub] Avoid using stock
IA: Menus should follow MIMAS standards and images, utilise our
] Search now photography
shouldn’t include more than the standard two library.
navigation menus in the header section of the
page.
Images: There are plenty of image resources S i o ® o -
prOVided by the Brand and Ma rketing (BAM) 00 cameus’ Personal support Curtin experience Academic calendar Icons that look out of
: . unin exprence o5yt e sl ST i < tion.
team and more are being created all the time. I e Parsorsl St proportion
There is no need to use stock photos. et snpor e - S SR e
CTAelements are Gt = =
. . . . . . different from our ®
Styling: Avoid using inconsistent font weights . — Curtin experience
and sizing. Make the most of your Curtin =
experience. = Inconsistentheading
Page background: In most cases, keep the Academic calonds: gNg weights.
page ba ckgrou nd Whlte in colour so |t iS j:i:z:vo'y‘.nrgyounced(osu:ceecmyou'su.d\cs.s:ayo'gamscdand‘ee* supported at o V'*w"""’":':' ot Curd

consistent with other Curtin digital products.

Heading sizes and &
.g = Make the most of your
weight are ; Y Curtin experience
inconsistent. == P 5
Curtin Extra

Curtin Extra

Student contact offices FAQs

Rounded corners on / s

blocks are missing.

quenty Asked Questions (FAQ) f
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Email guidelines

Block balance is a major factor in designing emails. Users may become
overwhelmed if there are too many heavy coloured blocks or blocks of the
same colour together.

Some bespoke blocks will have recommended colour options to help bring
emphasis to the email. These colours should be used in moderation and
spread evenly in-between white blocks. Avoid using two of the same-
coloured block one after the other. This will create variety through the email
design.

Content limits also apply to each email template block. Like the examples for
MIMAS blocks, consider how much text is used in these.

Questions to ask when evaluating: Are there too many coloured blocks
placed together? Does the email content look evenly spaced out? What is
this email trying to portray? Is the email too long? Is there too much content
in the email?




Digital Templates



MIMAS templates



If you are unsure how to start creating your own
page, MIMAS offers several page templates that
adhere to the digital style guide.

Templates can be modified and adjusted to your
needs. These templates are continually evolving, and
new ones will be added in the future.

You can access this template library here:
https://mimas.curtin.edu.au/example-layouts/

This is a block heading

Get the Curtin edge

Lorem ipsum dolor sit amet.
consectetur, nullam amet curta.

Lorem ipsum dolor sit.

Got a question? We're here to help.

v £ Y
i 1]

g |

g £

1 i

e | e |

This is a block heading

Thisis a block heading

Frequently asked questions

This is a page heading

Lorem ipsum dolor sit amet
consectetur, nullam amet curta.

This is a block heading

Lorem ipsum dolor sit amet,
consactetur.

Title goes here
"

Got a question? We're here to help.

’ 0 W

Thisis a page heading

This is a block heading

This heading can be quite tong i we.
want it be

This is a block heading

'

\ ‘.-'\' Curtined profects 1 sddress rgemt
0 s commarity st ods WA
y

Got a question? We're here to help.




Email templates



University Marketing have designed new, bespoke
emails for our internal and external communications.
These emails are made using design styles that are
in line with MIMAS. Rules and guidelines from
MIMAS will also apply to the email templates.

When building new templates, one should consider
the length of the email. As most users tend to view
emails on mobile having more content can result in a
very long scroll, potentially losing viewer attention.
Keep in mind the initial subject being portrayed in
this email, content should be related to said subject
and not stray too far.

Come live on
campus!

Hey Charlotte,

Application
support
webinar

26March | 10am-3pm

Ready to secure your spot at
Curtin?

Application Support Webinar

What we'll cover

Got more questions?

Your headline text here related to

your content

Thank you for your enquiry, Alex!

Your password has been updated




Summary



Summary

The Brand, Digital Style and Digital Experience Guidelines provide an overview of key considerations to support Curtin stakeholders when creating digital assets in line with the
Curtin brand.

The aim of this pack is to provide direction and tips for the ease of creating digital assets, taking into account important contemporary standards of best practice, as well as best
practices defined here at Curtin University. This pack also provides a reference for evaluating committees such as University Marketing's Creative Council when required to
review and approve new work to be published through Curtin website.

Itis suggested that the consideration of new work follow;

1. Brand Guidelines

2. Digital Experience Guidelines

3. The order of information in this pack

When looking at the Digital Style Guidelines, the scope of presented work will dictate what information should be used to assess. Butitis the pack’s objective to cover all
scenarios to ensure stakeholders are equipped with all options and the Creative Council committee is fully prepared for the e valuation process.

Please also note, this pack will be continually updated as the scope of work and types of submissions increases.



Support and
Resources

Key contacts Resources
Should you have queries regarding the contents of this guide, please reach Access the following links to find out more information regarding Brand and
out to the appropriate contacts. Digital Guidelines:

For queries relating to Brand Guidelines:

* kate.jennings@curtin.edu.au Brand guidelines

e caroline.howard@curtin.edu.au
To see Curtin’s full brand guidelines, please visit:

For queries relating to UX and Digital Style Guidelines:
» https://brand.curtin.edu.au/

* dee.franjicevic@curtin.edu.au
e jack.kellett@curtin.edu.au

MIMAS Library

For queries relating to Technical Performance Guidelines:

o alvon renk rtin For more information on MIMAS blocks and example layouts, please visit:

. Jmi i ed


mailto:kate.jennings@curtin.edu.au
mailto:kate.jennings@curtin.edu.au
mailto:kate.jennings@curtin.edu.au
mailto:kate.jennings@curtin.edu.au
mailto:kate.jennings@curtin.edu.au
mailto:kate.jennings@curtin.edu.au
mailto:kate.jennings@curtin.edu.au
mailto:kate.jennings@curtin.edu.au
mailto:caroline.howard@curtin.edu.au
mailto:caroline.howard@curtin.edu.au
mailto:caroline.howard@curtin.edu.au
mailto:caroline.howard@curtin.edu.au
mailto:caroline.howard@curtin.edu.au
mailto:caroline.howard@curtin.edu.au
mailto:caroline.howard@curtin.edu.au
mailto:caroline.howard@curtin.edu.au
mailto:dee.franjicevic@curtin.edu.au
mailto:dee.franjicevic@curtin.edu.au
mailto:dee.franjicevic@curtin.edu.au
mailto:dee.franjicevic@curtin.edu.au
mailto:dee.franjicevic@curtin.edu.au
mailto:dee.franjicevic@curtin.edu.au
mailto:dee.franjicevic@curtin.edu.au
mailto:dee.franjicevic@curtin.edu.au
mailto:jack.kellett@curtin.edu.au
mailto:jack.kellett@curtin.edu.au
mailto:jack.kellett@curtin.edu.au
mailto:jack.kellett@curtin.edu.au
mailto:jack.kellett@curtin.edu.au
mailto:jack.kellett@curtin.edu.au
mailto:jack.kellett@curtin.edu.au
mailto:jack.kellett@curtin.edu.au
mailto:alyona.petrenko@curtin.edu.au
mailto:alyona.petrenko@curtin.edu.au
mailto:alyona.petrenko@curtin.edu.au
mailto:alyona.petrenko@curtin.edu.au
mailto:alyona.petrenko@curtin.edu.au
mailto:alyona.petrenko@curtin.edu.au
mailto:alyona.petrenko@curtin.edu.au
mailto:alyona.petrenko@curtin.edu.au
https://brand.curtin.edu.au/
https://brand.curtin.edu.au/
https://brand.curtin.edu.au/
https://brand.curtin.edu.au/
https://brand.curtin.edu.au/
https://brand.curtin.edu.au/
https://brand.curtin.edu.au/
https://brand.curtin.edu.au/
https://brand.curtin.edu.au/
https://brand.curtin.edu.au/
https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/
https://mimas.curtin.edu.au/

Appendix of questions

Below is a summary of all “Questions to ask when evaluating” included in all slides, just for reference.

Is text visible and readable behind the current background? Does it comply with (WCAG) 2.0 AA? [Slide No 12]

Do the blocks on the page look evenly spread out? Are there any areas on the page that look visually heavy? [Slide No 14]

Does the content inside the block fit the description of the block’s use case? Does the block layout look the same as the MIMAS examples? [Slide No 16]

Is there too much text inside of the block? Are the headings too long? Is there more than one main subject? Is there more than one call to action button/link? Does this need more
than one link? Is the design a scholarly article that requires a large amount of text, and if so, does the design accommodate for this? [Slide No 18]

Where does the CTA go to? Does the CTA text accurately specify what the destination page is? Is the CTA too long? Can this CT A text be shortened? How many CTAs are in the
block? Are there too many CTAs? [Slide No 20]

How many fields does the form have? Is the form too long? Who are we targeting? What data do we want from them? What specific questions do we really need? [Slide No 22]
Is the campaign subject(s) adequately summarised in the design? Have you considered the user journey before visiting the page and after? Is there an “extension” to the journey
that can loop the user back to the rest of the Study site? [Slide No 22]

Is the page too long, due to mandatory text? If so, perhaps reconsider the page layout by using accordions or tabs to arrange the text into sections. [Slide No 30]
Is the unique design necessary, where the MIMAS theme is not adequate? If unique, is the design focused on future students? If unique, how does the design support the user

returning to the Curtin site? For example, are there elements on the page that are exclusively MIMAS so there is a smooth transition from the page back to the Study site? Does
the new look and feel still align with the Curtin brand? Is the design too much a standalone, or separate site, and feels isolated or disjointed from other Curtin sites? [Slide No 32]



Appendix of questions cont.

Are there differences between the mobile and desktop versions of the design? Does there need to be more than just the two versions? Do images need to be changed to cropped
and resized versions to accommodate mobile screens? [Slide No 34]

Does the content need comparing to the original source? Does it contain course content and align to the handbook, and if so, is content duplicated, or summarised? If the
information has been reworked from the original source, does it make sense and flow well? [Slide No 38]

Is the design uniform and consistent with other Curtin pages? Sometimes it is useful to zoom out, or step back, and look at the page from a distance so you can see the whole
page rather than the details to check uniformity. Is the mobile version of the whole page consistent with the desktop version? [Slide No 40]

Are there too many coloured blocks placed together? Does the email content look evenly spaced out? What is this email trying to portray? Is the email too long? Is there too much
content in the email? [Slide No 44]

Is there research or analytics that we can refer to in validating the design? Is there any content that stands out as possibly not being centric to the prospective student and needs
supporting documentation for review? [Slide No 49]
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