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Photography and imagery

Photography is an integral ingredient to ATSU’s brand expression. Learn about how to access ATSU
photography, required general photography release forms, and photography services.

Photography and imagery standards provide clear guidance on the use of visual details that build brand
presence. In the following section, you will find detailed guidance related to photography appropriate for
ATSU’s brand. Using these photography and imagery standards will make ATSU-branded materials more
visually compelling— by consistently aligning with these standards— and more immediately recognizable
to our audiences.



Photography and imagery

ATSU images should evoke emotion, show activity without being
contrived, and be experiential. Shown are a few examples of
photography available in ATSU’s image gallery,
atsu.photoshelter.com.

Strong imagery helps to tell our many stories at ATSU and
bring the campus to life for our many audiences. The impact is
especially important for recruitment of students, faculty, and
University partners. The images depict aspects of campus and
student life, including our programs, faculty and staff activities,
accomplishments, and special events.

Photos should document the instructor or student experiences in
an authentic way that allows the user to identify with the subject
matter. When using more than one photo on the same page,

a mix of all types should be used. Never run photos together
that depict the same emotion and camera angle. Consideration
should be paid to pairing images whose juxtaposition tells a
bigger story.

Images published external to the University (e.g., publications,
newspapers, University partner publications, etc.) must include
a University photo credit. The approved University photo
credit language is “Image courtesy of A.T. Still University.”
Additionally, images may not be modified, altered, or used to
misrepresent the photograph’s content or context.

Marketing and creative imagery are the responsibility of C&M,
while academic photography is the responsibility of Academic
Technologies.

Always keeping the brand in mind

The brand imagery creation involves a system that allows

for the combination of aspirational, conceptual imagery and
dynamic lifestyle photography which is authentic, meaningful,
and immersive.

« Stewardship

* Integrity
* Intellectual
* Caring

* Selflessness

Subject matter:

« Real life (not staged, posed, or fictional)
* Represent diversity

¢ Optimistic and warm (or neutral)

« Singular concept/subject per image

» Advancing progress/positive change

Style

* Natural lighting

¢ Bright tonal range

« Clear/sharp focus on subject matter
* Clean, simple areas of white space

Access to images and photography requests

ATSU images are available to approved University users for

use in non-commercial communication pieces relating to the
University, official University communications and publications,
as well as for distribution to approved external entities (e.g.,
media, collaborative partners, etc.). Images are NOT available for
generic use unrelated to ATSU.

University images are now located within ATSU’s searchable
image gallery at atsu.photoshelter.com. ATSU stakeholders
must register for a free user account to access public-facing
galleries and downloads.

ATSU employee headshots and student composite images
are not public-facing images; therefore, access to those
specific images must be requested from ATSU C&M at
communications@atsu.edu or by submitting an ATSU Ivanti
ticket request via ATSU’s portal link, ITS Service Desk.

Image galleries (previous to 2016) are located within ATSU’s
Google Drive galleries. Images may be requested by contacting
ATSU C&M at communications@atsu.edu or by submitting an
ATSU lvanti ticket request via ATSU’s portal link, ITS Service
Desk.

ATSU stakeholders searching for specific images or needing to
schedule a photographer for University events must submit an
Ivanti ticket via ATSU’s portal link, ITS Help Desk.

For additional information or questions, please contact ATSU
C&M at communications@atsu.edu or by calling 660.626.2272.

Preferred photography

People focused

Individual photographs are essential in
creating the connection. Images should
communicate the impact of diversity
and inclusion and a world-class
learning experience.

Characteristics

Ensure photos convey the following
characteristics: lively, friendly, active,
emotive, authentic, or significant.

Image style
Informal, dynamic, natural, vibrant, focused,
and purposeful.

Photography don’ts

« Avoid overstyling a shot; the overall sense
needs to be an authentic and natural
capture of a point in time.

« Don’t go for a formal approach; instead try
to capture spontaneous moments and life
as it happens.

* No filters or overly edited photos

* No selfies

« Don’t stretch images when placing for
printed or online use.

* No filters or post-production effects of any
kind.
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Portraiture

Executive and staff portraits personify
authenticity denoting an emotionally
appropriate expression. His/her gaze or
conversation is very slightly pointed off
camera—projecting engagement.

Format
Vertical, portrait orientation.

Composition

Individuals can be seated or standing—
orienting posture slightly facing left. For
headshots, position subject in center of
frame capturing an amount of space above
the head equal to the distance between the
subject’s mouth and eyebrow line. Full-figure
action images composed relevant to scene.

Lighting and background

Unless there is a need for a location-specific
background for editorial purposes, all
professional headshots/portraits should be
taken in front of ATSU’s gray background
available on each campus. Subject lighting
should be directional. Align light source in
the path of the subject’s view so he/she will
look directly into the light. The image should
have minimal to no shadow, and use no filters
or post-production effects. Ambient bounce
and, if needed, fill light will ensure shadows
are open.

Expression and body language

Subject should be posed appropriate for
position with soft smile or casually engaged
in a group conversation.

Result

An authentic, relaxed, and believable
subject placed in a high-key, clean, and
spacious environment. Head sizes are 40%
larger. Minimal background accommodates
interactive, video, and graphic

design implementations.

Recommended headshot style

Video testimonials

Portrait style and format, female and
male examples.

Backgrounds should be all white unless

Sr. Director of Marketing indicates otherwise.

Style Guide
rev. 05/27/22

Copyright 2022 ATSU.
All rights reserved.


https://r4---sn-a5mlrnel.googlevideo.com/videoplayback?expire=1611612873&ei=ae4OYI6OJMKskwaq6pboAg&ip=72.223.16.54&id=o-AK-T-BnrV8PVQV5QAHO-SsSqglfBYIKGUHsZb3_Q4gsG&itag=22&source=youtube&requiressl=yes&vprv=1&mime=video%2Fmp4&ns=X44eXr6_BnO9dBPfSsyqAYIF&ratebypass=yes&dur=153.228&lmt=1568047865898114&fvip=4&c=WEB&txp=2216222&n=tC9yv3NO398CStb&sparams=expire%2Cei%2Cip%2Cid%2Citag%2Csource%2Crequiressl%2Cvprv%2Cmime%2Cns%2Cratebypass%2Cdur%2Clmt&sig=AOq0QJ8wRQIgVb9UW8L1gb9F3wI_io8zgVXYRTiR9oOOA3H6wYylGpkCIQCziiRfDx1_EfKswKkFiDHITd9LfWbp38cZ-K7OGciiUQ%3D%3D&redirect_counter=1&cm2rm=sn-a5mrs7z&req_id=3264f7bcd42fa3ee&cms_redirect=yes&mh=Qo&mm=34&mn=sn-a5mlrnel&ms=ltu&mt=1611591163&mv=m&mvi=4&pl=17&lsparams=mh,mm,mn,ms,mv,mvi,pl&lsig=AG3C_xAwRQIhAItVH55VPZ8yHLa26G1XrujQkG48FnbiL1ySzJE1N15eAiABozvrqAvLGjxwMhcHJvUbwrp8bOtS_Lw18OMyB-xqWg%3D%3D
https://r6---sn-a5m7lnlz.googlevideo.com/videoplayback?expire=1611613143&ei=d-8OYNmxHI7IkgavxL-ICg&ip=72.223.16.54&id=o-AAh-ot-aZvGkiEBs6G_lEEJcRzauCJCQ4P49Om_jKix_&itag=22&source=youtube&requiressl=yes&mh=Ks&mm=31%2C26&mn=sn-a5m7lnlz%2Csn-n4v7snee&ms=au%2Conr&mv=m&mvi=6&pl=17&initcwndbps=1825000&vprv=1&mime=video%2Fmp4&ns=ybusPhEaw85Tnhiev0QqOdMF&ratebypass=yes&dur=146.192&lmt=1609953541603048&mt=1611590688&fvip=4&c=WEB&txp=6216222&n=xtMyllCHbdZf9vK&sparams=expire%2Cei%2Cip%2Cid%2Citag%2Csource%2Crequiressl%2Cvprv%2Cmime%2Cns%2Cratebypass%2Cdur%2Clmt&sig=AOq0QJ8wRAIgfZBUp_dRSGDbH04jAzY5dkMY-OhxbzbGL0dCl9ofuvMCIEKhLUeakSW6R71b0wgHqdFx7RCJhQE2l8SlRpq__5WZ&lsparams=mh%2Cmm%2Cmn%2Cms%2Cmv%2Cmvi%2Cpl%2Cinitcwndbps&lsig=AG3C_xAwRQIgJ5PJzeCjuJjDfymJvaITvwnFzCfs_mS9X65kDAuNqsQCIQCDjPJcYPYNl3oQLJH1P1rFtgA_ttOMYKmZgnv9pMQ-uA%3D%3D
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Historical imagery

Use historical photography to put the
present in the context of the past.
Historical photography works best
when it subtly complements topical and
cultural photography.

Signature exterior photography

Campus architecture-approved hero photos
Publishers are to use the approved campus
architectural hero photos (shown) whenever
possible. If these do not meet your needs,
please contact C&M to help facilitate your

specific needs.
i ‘
DENTAL CLINIC

Copyright notice

No historical images may be copied, stored,
printed, reproduced, or linked in any way
without express written consent of the
Museum of Osteopathic Medicine and the
International Center for Osteopathic History.

Please visit atsu.photoshelter.com
for more options.

Architectural photo: ASDOH Architectural photo: ASHS

For access to historic ATSU images, please
contact: communications@atsu.edu.

';“i
B

Architectural photo: KCOM Architectural photo: MOSDOH

~,

Historical photos

Architectural photo: SOMA
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Protecting the patient or student

A person’s right of publicity is the right to protect his or her
name and likeness from being commercially exploited without
consent and, potentially, compensation. In one sense, the

right is treated like a property right (the right to profit from

the use of one’s own image or identity). In another sense, it’s
treated like a privacy right (protection from unjustified intrusion
and exploitation).

To avoid violating someone’s right of publicity, you must be
careful about using their:

* Image (photos, videos, film)

« Likeness (drawings, paintings, prints, etc.)

¢ Name (this includes nicknames and former names)

* Signature

You may not

* Use visual content other than as expressly provided by the
license you purchased or written permission provided with
respect to such visual content.

« Portray any person depicted in visual content in a way that
a reasonable person would find offensive, including, but not
limited to, depicting a model.

Model release policies and consent

ATSU requires a signed model release form from any person
whose name, likeness, voice, participation, comments, or
appearance will be used by the University for print, virtual, or
audio/visual marketing initiatives.

No photo, video, audio recording, or other multimedia project
may be published, posted online, or shared publicly without the
express written consent of all participants.

Subjects under 18 years old may not be photographed,
videotaped, or audiotaped without the written consent of a
parent or legal guardian.

ATSU Model Release forms are available for download or print at:

atsu.edu/release-forms

Please contact Communication & Marketing at 660.626.2272 or
communications@atsu.edu for questions related to this topic.
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Business communication design guidelines

Stationery systems, including business cards, letterhead, and labels, all communicate volumes about a
brand. These items are often the first point of contact, helping to create the all-important first impression
of our brand. With thoughtful design, dependably executed, they help make our brand approachable
and respected.

Consistency in ATSU’s business communication materials helps strengthen this perception by presenting
a unified message. Consistency also generates increased efficiency by making communication more
easily recognized by employees, students, friends, and the media.

This section provides direction on how graphic consistency and communication is applied to letterhead,
business cards, envelopes, labels, and fax cover sheets, as well as guidance on corporate presentations
and public relations materials.

Any unauthorized reproduction of any of the ATSU design, photography, or wordmarks is strictly
prohibited without express authorization from Communication & Marketing.
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Stationery system
Institutional business cards

All official ATSU business cards must be
printed through C&M. It is imperative all
ATSU stationery be consistent; therefore, it is

not acceptable to alter business card designs.

All questions concerning business card
content should be directed to C&M at

communications@atsu.edu or 660.626.2272.

Information that MUST be included:
Name, degrees
Title (per Human Resources)
Address
Phone
ATSU email address
ATSU URL

Optional information that may be included:
Cell phone
Fax number
ATSU URL departmental segment

Information that may NOT be included:
Home phone number
Second email address
Personal information
Honorary degrees
Badges
Quotes

A minimum order of business cards is 100
quantity, 250 recommended maximum for
most University clients.

Requests for different business card
stock other than what is being provided is
prohibited.

To order business cards, complete a Print
Shop Pro work request via the ATSU portal:
Departments/Communication & Marketing/
Print Shop Pro

For questions related to Print Shop Pro
orders, contact C&M at 660.626.2272.

Institutional business card back

ATSU |Gersiey

FIRST

IN WHOLE PERSON HEALTHCARE

Institutional business card fronts with optional information

AT. Still

ATSU University

FIRST IN WHOLE PERSON HEALTHCARE

Sally Jones-Johnson, DMD, MPH

Associate Professor, Public Health
College of Graduate Health Studies
Arizona School of Dentistry & Oral Health

Board-Certified Neurologic Clinical
Specialist

AT. Still

ATSU University

FIRST IN WHOLE PERSON HEALTHCARE

Sally Jones-Johnson, DMD,
DHSc, EdD, MPH, MBA, MA

Associate Professor, Public Health
College of Graduate Health Studies
Arizona School of Dentistry & Oral Health

Board-Certified Neurologic Clinical
Specialist

5850 E. Still Circle
Mesa, AZ 85206

012.345.6789 P
123.456.7890 C
sallyjones-johnson@atsu.edu

atsu.edu

5850 E. still Circle
Mesa, AZ 85206

012.345.6789 P
123.456.7890 C
sallyjones-johnson@atsu.edu

atsu.edu

15
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Stationery system
Institutional letterhead and envelope

All official ATSU stationery must be printed
through C&M. It is imperative all ATSU
stationery be consistent; therefore, it is not
acceptable to personalize stationery.

Individual letterhead is available for schools,
colleges, departments, and ATSU-owned
facilities upon request.

An electronic version of the letterhead file is
available upon request through C&M.

Please email communications@atsu.edu to
request any letterhead styles or files.

ATSU |Gty

FIRST IN WHOLE PERSON HEALTHCARE

ATS U | G,T,@_}in
FIRST IM WHOLE PERSON HEALTHCARE

5850 E. 5till Circle, Mesa, A7 85206-3618

800 W. Jeffe
Kirksville, MC
660.626.2121

atsu.edu

O E. still Circle

Name badges

Every University employee and student is
required to have and wear an ATSU-branded ATSU Arizona School of
photo ID name badge for identification on
both campuses. All University employees and
students should have a recent photo on file

with the University. JOhn B. Doe, DMD

Main Clinic

Dentistry & Oral Health

Magnetic name badges are used by ATSU

employees and students for formal, official

campus events or off—campus events. University metal name badge template
Departments may place orders via Wist

Office Products at 480.921.2900 or

orders@wist.com” to WIST contact info.

Magnetic name badges are not considered
the same as an official ATSU ID badge and ( ) ( ) ( )
should not be used as such.

ATSU |Gy ATSU| 3 ATSU |Gy

Magnetic badges may only list your name,
master’s or doctoral degree(s), pertinent

certifications, and department. All badge
orders are subject to approval by C&M.

ITS creates, prints, and issues official photo
ID badges that are color coded.
SEY Sally Sally Sally

Jones-Johnson Jones-Johnson Jones-Johnson Jones-Johnson

Associate Professor, Associate Professor, Associate Professor,

Public Health Public Health Public Health

University employee/student name badge template

Style Guide
rev. 05/27/22
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ATSU | Giersiy

Sally
Jones-Johnson

Associate Professor,
Public Health
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Email signature

“Email signature” refers to the information
and content listed after your name.
Consistency within University email
signatures is important to maintain ATSU’s
brand recognition among internal and
external constituents. Emails sent from an
ATSU email account are a representation
of ATSU. ATSU employees and students
must follow University standards for email
signatures to ensure ATSU is referred to
correctly and consistently within University
email communications.

ATSU faculty, staff and students are
considered stewards of the ATSU brand, and
must follow University standards to ensure
ATSU is referred to correctly and consistently
within University email communications.

Optional badge area

ATSU-standard email signature

Fname Lname, DO, MPH

Title

Department/School/College

A.T. Still University or A.T. Still University-INSERT College/School hame

5850 E. Still Circle | Mesa, AZ 85206 or 800 W. Jefferson St. | Kirksville, MO 63501
P XXX XXX . XXXX

C: XXX XXX XXXX

F 2 XX XXX XX XX

ATSU | Giiversiey

FIRST IN WHOLE PERSON HEALTHCARE

Oy 0O DO o

The ATSU Mission

A.T. Still University of Health Sciences serves as a learning-centered university dedicated to preparing highly
competent professionals through innovative academic programs with a commitment to continue its osteopathic
heritage and focus on whole person healthcare, scholarship, community health, interprofessional education,
diversity, and underserved populations.

Proud recipient of INSIGHT Into Diversity’s 2017-20 Higher Education Excellence in Diversity Awards.

) ih 118§ ! 20 | 41l
sy st e i ey 10 Clbigges for Diversity  Top Col

leges for Diversity  Top Colleges for Divemity

Required email signature content

* First and last name, degrees in descending order
of importance
¢ Do not use periods, do separate with commas
(e.g., DO, PhD, MPH)
« Title and department
¢ Include ATSU’s logo (should be linked to atsu.edu)
¢ Include ATSU’s mission statement
* A.T. Still University or A.T. Still University-INSERT
College/School name
* Preferred contact method (it is not necessary to include
all the ways to get in touch with you, unless it is essential
to your position)
¢ Use the font included in the C&M form
« Left align all text & elements
* In the signature settings area, there is a checkbox to move
your signature above the quoted message. This helps move
your contact information up if others are looking for it.
¢ “Insert signature before quoted text in replies and remove
the “--" line that precedes it.”

Non-acceptable elements in email signatures

¢ No custom or multiple fonts. Please use the font included in
the example provided.

¢ No custom or multiple colors other than the black and grey
for information.

« No handwritten signatures. Using plain text reduces the
opportunity for an email to get blocked or caught by spam
filters, or for malicious use of your signature to occur.

The exception to this is the President’s Office.

« No images for your complete signature and contact
information. Many devices and email clients have default
settings that block images, and email signatures in an image
format will not be visible to all. Even if the recipient can see
the image, they can’t copy and paste your details or click links.

* No motivational and inspirational quotations, sayings,
or phrases.

¢ No non-work information such as your personal social media,
websites, links, etc.

« No centered elements, left align only.

¢ No variance from social media icons provided.

Style Guide
rev. 05/27/22
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Optional content

¢ Cell phone information.

« Privacy and/or HIPAA statement(s), only if essential to
your position.

¢ An additional address line for another campus location,
if essential to your position.

¢ Pronouns may be inserted to help individuals share their
preferred gender identity.

» Certain badges pertinent to your job may be allowed.

+ Badge and/or award icons may be placed following the
mission statement, i.e. HEED, Safe Zone, Atixa etc.

* Please contact communications@atsu.edu with the badges
you would like to add for review.

Email pronouns

Gender identity is an internal, individual experience of gender.
It is directly linked to a person’s sense of self and sense of being
male, female, both, or neither.

ATSU values and celebrates the differences that make each of
who we are. Pronouns may be integrated within email signatures
to identify how an individual wishes to be addressed within

any given situation. Pronouns should be inserted on the line
immediately following a person’s name and before their title.

Pronoun examples:

* he/him/his

* she/her/hers

» they/them/theirs

. ze/zir/zirs

* she/they or he/they

* Just my name please!

Visit gaycenter.org/pronouns to learn more.


https://gaycenter.org/pronouns/
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Email header system

Emails sent to internal listservs should

include an email header. Most departments

will use their branded logo as their email
header. Dean'’s offices, vice presidents,

and the President’s Office are allowed more

prominent email headers, with examples

shown to the right. Unless express, written
permission from C&M, no other custom email

headers will be created.

Special headers will be made for
* Office of the President
* Senior VP of Academic Affairs
* Senior VP of University Planning
& Strategic Initiatives
« VP of Information Technology
* VP of Diversity & Inclusion
* VP of University Partnerships

¢ VP of Research & Sponsored Programs

* VP of Student Affairs

* VP & General Counsel

« VP of Finance & Administration/CFO
« VP of University Advancement

« ASDOH Dean

¢« ASHS Dean

¢ CGHS Dean

« KCOM Dean

+ MOSDOH Dean

« SOMA Dean

President’s email header

Senior VP email headers

VP email headers

Dean email headers

School email headers (just logos)

Department email headers (just logos)

TILL UNIVERSIT

OFFICE OF THE PRESIDENT

FIRST IN WHOLE PERS HEALTHCARE

SENIOR VICE PRESIDENT = ATSU /&L,

OF ACADEMIC AFFAIRS

VICE PRESIDENT ATSU | ansm,

OF DIVERSITY & INCLUSION

OFFICE OF THE

ASHS DEAN ATSU 655,

A""‘S l , Arizona School of
1 Health Sciences
A’“‘S ' l Kirksville College of
) Osteopathic Medicine
T COMMUNICATION
1 & MARKETING
. B INFORMATION
1 TECHNOLOGY SERVICES

Logo as email header (for schools and departments)

[ASHS Faculty/Staff] [ATSU Faculty and Staff] ATSU-CGHS public health X & &
certificate available Inbox x

ATSU Communications (sent by elizabethellery@atsu.edu) 916 AM (1 hourago) 3
to bec: all-atsu »

ATSU |izesigare

ATSU-CGHS is excited to announce a new, online certificate in Public Health Emergency Preparedness and Disaster Response.

This four-course public health certificate program will prepare you to play a role in public health emergency response. The program provides
an understanding of emargency management systems, introduction to various forms of disasters and public health threats, as well as various
response skills essential to public health. Upon successful program completion, you will also earn three Federal Emergency Management
Agency certificates and a contact tracing certificate

To achieve the certificate in public health emergency preparadness and disaster response. you must successfully complete the following four,
three-credit hour courses:

1) PUBH5000-Introduction to Public Haalth

2) EPID&100-Epidemiology

3) SHMGK000-Global Health

4) PUBH5100-Public Health Emergency Preparedness and Disaster Response

This certificate program may be completed in as little as six months (two courses per term) or 12 months (one course per term)
Application deadline for the first cohort is Dec. 9, 2020. Classes will begin January 2021
Eligible employees are entitled to receive 50% tuition remission for online course rates at ATSU.

To register contact an enroliment repi ive at cghsonlineadmissions@atsu.edu, or Bethany Clatt at belat@atsu edu

For additional information, contact Mary-Katherine McNatt, DrPH, MPH, MCHES, CPH, COl, chair and associate professor, department of
public health, ATSU-CGHS, at mkmcnatt@atsu.edu
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Custom email headers (for deans, vice presidents, and the president)

[ASHS Faculty/Staff] [ATSU Faculty and Staff] ATSU's brand stewardship & &

Inbox x

ATSU President (sent by neitel@atsu edu) 205PM (1 hourage) ¥y &
1o bec: all-atsu +

; F
CIFIFICE QIF TIRIE [PIRIESIDIENT

ATSU faculty and staff,

ATSU's history and reputation encompass more than 127 years of providing quality, osteopathic-based, health
professions education to many of America's healthcare providers and leaders. Qur current strategic plan led to an in-
depth analysis of ATSU's brand stewardship and how to ensure and improve our University's reputation and further
accomplish its mission.

One of the most important opportunities for brand stewardship synergy includes developing a consistent look and
messaging that lifts the reputation of all faculty, staff, students, schools, colleges, programs, and departments. ATSU's
Communication & Marketing team, under the direction of Sean O'Connor, MBA, senior director, has updated University
brand identity standards, style guides, and communication protocols enabling us to speak with a unified voice and look.
During the next several months, please assist our Communication & Marketing team members with the phased
implementation of our brand stewardship program. Change is not easy and will require each of us to make
compromises in order to support the greater University community good. Sean assures me there will be some fun,
including chances to receive newly branded clothing and promotional items.

Thank you in advance for your understanding, cooperation, and participation.

Please stay safe and well.

Yours in service,

Do



University presentations

ATSU’s branded presentation templates are
designed to provide brand consistency for
ATSU faculty, staff, and students who speak
or present on behalf of the University.

AT, still
AT, Still ATSU 6520,

ATS U University

FIRST IN WHOLE PERSON HEALTHCARE

Email communications@atsu.edu to request
the presentation backgrounds.

AT, still

ATSU University

FIRST IN WHOLE PERSON HEALTHCARE

ATSU iz

Title template Text template Title template Text template

AI S | ' AT. Still P
Universit ATS | gk Sl
y University
EISSIUN WHOLE BERS ONMSALTHEARE ATSU |45, FIRST IN WHOLE PERSON HEALTHCARE ATSU fusy.
Title template Text template Title template Text template

AT Still

ATS U University

FIRST IN WHOLE PERSON HEALTHCARE
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Public Relations

ATSU Communication & Marketing (C&M) serves the

entire University community for both internal and external
communications. Public relations is a key component of the
services provided to administration, faculty, staff, and students
which heightens awareness, coordinates events, collaborates
with community partners, and propels the brand of the
University, its programs, and people.

ATSU C&M has oversight of public relations policies and
procedures, coordination of all University media inquiries and
requests, assists with special events, collaborates with University
experts, and secures consent forms for participation in news
stories, photography, and filming on campus. ATSU public
relations staff also provide assistance in sharing University news
across all approved-ATSU news and social media platforms. For
additional information or to speak with a C&M public relations
representative during business hours, 8:00 a.m.-5:00 p.m.,
Monday-Friday, contact:

Missouri campus
C&M direct line: 660.626.2272 | publicrelations@atsu.edu

Public relations staff

Jason Hunsicker, social media & public relations manager,
660.626.2539 | jasonhunsicker@atsu.edu

Virginia Halterman, director, community & public relations,
660.626.2544 | vhalterman@atsu.edu

Arizona campus
Phone: 480.245.6252 | publicrelations@atsu.edu

Public relations staff

Lizzy Ellery, social media & public relations manager,
480.219.6015 | elizabethellery@atsu.edu

Sean O’Connor, senior director of communication & marketing,
480.245.6252 | seanoconnor@atsu.edu

Regular business hours and after-hours media inquiries
ATSU Public Relations staff are available Monday through Friday
between the hours of 8:00 a.m.-5:00 p.m. Offices are closed

on all state and federal holidays. All non-emergent requests
(interviews, expert recommendations, etc.) must be made during
regular office hours.

After hours, a C&M representative will be on-call for emergent
needs by contacting ATSU Security at 660.349-9513 and asking
to be connected to a campus-specific PR representative.

Urgent news outside business hours, requiring immediate
attention, please contact Sean O’Connor at
seanoconnor@atsu.edu with “URGENT” in subject line.

Responding to media inquiries

ATSU C&M'’s public relations staff are responsible for responding
to all University-related media inquiries. All such inquiries should
be addressed through C&M so that public relations staff may
respond to a reporter’s needs in a timely, thorough manner, while
upholding all University guidelines and protocols.

C&M responds to and coordinates all media requests for
University information, interviews with ATSU faculty, staff,

and students, or photography/filming on campus. The public
relations staff on both campuses vet all media requests, handle
sensitive situations and subject matter, and are experienced

in preparing University resources, including experts and
information, for the media. Media inquiries or requests can often
be time sensitive in nature. Be sure to contact C&M promptly to
share information about any media inquiry.

If faculty, staff, and students are contacted by a member of

the media, please refer the media source to ATSU C&M at
publicrelations@atsu.edu, 660.626.2272 (Missouri campus), or
480.245.6265 (Arizona campus) for response. Be sure to inform
C&M about all media inquiries as soon as they occur. C&M will
lead the University’s efforts in the appropriate response and
action to media requests.

Media training for atsu faculty, staff, and students

C&M public relations staff are available to help University
representatives prepare for interviews with print, broadcast, and
online journalists. Our staff offers assistance in preparing talking
points, gathering supporting University assets (imagery and
information) for media and public distribution, or attending the
interview with University stakeholders to offer additional support
and encouragement. Contact a public relations staff member at
publicrelations@atsu.edu to inquire about media training.

Promoting your work with media or the public

If an ATSU department or student organization has news

to share about University-related events or initiative details
with any external audience, including media and the public, a
representative should contact C&M. Public relations staff will
collaborate with you to coordinate an appropriate, University-
branded response or communication to external audiences.

ATSU C&M public relations staff manage the University’s
interactions with online, print, and broadcast media and film
crews. The primary role is to promote the University’s mission,
scholarly and intellectual life, and assist journalists who seek
information about the University and members of the campus
community. C&M staff have access to current news distribution
sources, including media across the country and local or regional
partners who can assist in sharing University news.

News and press releases help distribute important University
information related to official announcements, accomplishments,
events, experts, and initiatives to internal and external audiences.
Posts to ATSU’s social media platforms also increase ATSU’s
brand awareness and engagement with internal and external
audiences.

Public relations staff share press releases, media advisories, and
social media posts in support of the University’s mission and to
engage with ATSU’s various audiences and stakeholders.

For questions related to promoting University initiatives or
activities, contact C&M public relations and social media staff at
publicrelations@atsu.edu, 660.626.2272 (Missouri campus), or
480.245.6252 (Arizona campus).

Media & public access to ATSU

ATSU is a private institution, and many of its facilities are not
open to the public. There are specific protocols for inviting
members of the media and the public groups to non-public areas
of the University campus, including informing C&M and ATSU
Security as needed. Members of the media, who wish to gain
access to commonly requested locations on campus, and all
photographers and film crews must contact ATSU C&M first to
secure approval and media passes before proceeding on ATSU
property for interview, film, or photography purposes. All media
are required to wear visiting media ID badges while on ATSU
campuses or property and be accompanied by a member of
ATSU C&M at all times.

Members of the public who are invited to campus should be
greeted and accompanied by an ATSU representative and wear
ATSU visitor badges. ATSU visitor badges may be secured
through ITS Help Desk in advance of an event.

C&M public relations staff are available to provide tours of

the campus for members of the public, including community,
organizational, and school-related tours. C&M public relations
staff may offer assistance or counsel to ATSU departments

and organizations who may be hosting large public groups

on campus (e.g., ATSU branded table runners/cloths, signage
recommendations, etc.). Consider inviting a C&M public relations
staff member to your next planning meeting.

Media access for guest lecturers

C&M public relations staff coordinate media access for guest
lecturers. This ensures a University staff member remains

the point of contact for reporters who have questions about
the event or University policies for press coverage. If there

are specific media outlets the visiting individual would like to
invite, please forward requests to C&M, and an invitation will be
extended to those journalists.

Faculty who allow members of the news media to attend a class
must notify students in advance to give them the opportunity to
opt-out of the event/image for privacy concerns.

Outside photographers and film crews

All external media members, camera crews, and still
photographers must obtain authorization in advance from

C&M to conduct interviews, film, videotape, or take pictures on
ATSU’s campuses or locations. Faculty and staff must notify C&M
staff after they agree to have a photographer or film crew come
to campus. C&M works with offices across campus to secure
the appropriate locations and set up, ensure parking access,
notify ATSU Security of external visitors to campus, and confirm
that all permission and/or release forms are signed. External
photographers and videographers must wear ATSU visitor
badges identifying them as an invited guest on campus.
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Event & exhibit design guidelines

Event and exhibit design helps translate ATSU’s brand values into spatial environments, including
our campuses, clinic partners, and trade shows. By mindfully applying brand standards to spatial
and environmental design, you help enhance and shape a sense of place that aligns with ATSU'’s
brand promise.

Following, you will find guidelines for commencement ceremony staging, tradeshow displays, and event
systems, along with examples. Adhering to these standards helps enable ATSU to extend its brand into
the spatial realm attractively and effectively.
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Commencement ceremony staging

ATSU commencements are the culmination of
years of training and study. It is the farewell

to an institution and hello to a new career

path. It is also an event in which exceptional
students review special recognition for going
far beyond the standards, investing so deeply

in their passion to help others.

With such profound events it becomes
equally important that the stage graphics
communicate the overall brand image

of ATSU and the unique culture of each
graduating school.

Message components:

¢ ATSU institutional wordmark
« Positioning statement

¢ School wordmark

Colors:
*« ATSU brand standard blues and grays

Commencements items:

« Ceremonial parade flag

* Table skirts

¢ Podium banner

« Graduating class poster on easel
¢ The high horizontal banner

¢ The center stage screen

School-specific stage banners

AT. Still University

Arizona School of
Dentistry & Oral Health

FIRST IN WHOLE PERSON
HEALTHCARE

AT. Still University

Kirksville College of
Osteopathic Medicine

FIRST IN WHOLE PERSON
HEALTHCARE

&Y of 4,
g %

<@

x

<
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AT. Still University

School of Osteopathic
Medicine in Arizona

FIRST IN WHOLE PERSON
HEALTHCARE

School-specific retractable banners

ATSU

AT. Still University

FIRST IN WHOLE PERSON
HEALTHCARE

Arizona School of
Dentistry & Oral Health

ATSU

AT. Still University

FIRST IN WHOLE PERSON
HEALTHCARE

Kirksville College of
Osteopathic Medicine

ATSU

AT. Still University

FIRST IN WHOLE PERSON
HEALTHCARE

School of Osteopathic
Medicine in Arizona
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INnteractive design
guidelines
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Interactive design guidelines
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Interactive design guidelines

Institutional website
College/school websites
Degree pages

Framing dimensions
Main navigation
In-page navigation
Footer

Formatting

Graphic elements
Social media standards
SEO/SEM nomenclature
Email marketing

Banner advertisements
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Interactive design guidelines

Communication & Marketing controls all interactive design, including but not limited to websites and
advertisements. All third-party vendors must comply with guidelines that C&M sets forth.



Institutional website

ATSU’s main home page is the environment
visitors will first see when when visiting
atsu.edu. It acts as a vehicle for helping

the visitor figure out what they are looking
for, what they want to do, etc. It is also the
jumping-off point for each of the individual
schools’ web pages.

Note: content on the following pages are
subject to change as we are continually
updating copy and images.

pport ATSU

ATSU Gy =5

FIRST IN WHOLE PERSGN HEALTHCARE

About ATSU Programs Admissions Colleges & Schools Students Diversity

Begin your
journey at
ATSU

Find your place with
whole person healthcare.

Your future self will thank you.

i) & Q o= Eo

On Campus Online Certificates Residencies Continuing Education

Doctoral programs Master's programs

On-campus programs

ATSU offer ntial d e-

Undecided?
Selecting the perfect degree program can be challenging—let us give you
a hand by narrowing down the search by area of interest.

Find your program

A true learning experience

As a leading healthcare sci

ces univel AT Still University is comprised of

ations on more than 200 acres with six prestigious schools.

College/school websites

The college/school main page acts as a
landing page that provides a well-defined,
school-based environment for the visitor.

The content introduces the school and its
mission and offerings. Quick links shortcut

to relative content further down the page.
This empowers the visitor who already knows
what they need, in the flow they have come
to expect in a usability design pattern.

Note: content on the following pages are
subject to change as we are continually
updating copy and images.

Mo. 19°/44° | Ariz. 37"/ 65°

ATS U School of Osteopathic
Medicine in Arizona

About ATSU Programs

Alumni | Support ATSU

Requestinfo Apply

Admissions Colleges & Schools Students Diversity

my ATSU

Q

a About ATSU-SOMA

Learning by doing.

A unigue "1+3 which students
placed in the clinical setting much
earlier.
Learn more »
O+
(am)

Prospective Student

VISIT ATSU-SOMA

School of Osteopathic Medicine in Arizona

Students Prospective students Academics Admissions

Future ATSU-SOMA

@ -4

International Student Military / Veteran Student

REQUEST INFORMATION

Alumni Community

Quick links

Clinical Rotation S

Postgraduate Placement >

Apply Now >

Eo

Continuing Education

HOW & WHEN TO APPLY

N

5
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Degree pages

The degrees awarded to graduating students
are the products of the University and
schools. Detailed degree information is
crucial to prospective ATSU students in their
academic planning and career goals.

Some of the key degree sections include
video overviews, program accreditation

and outcomes, career advancement, faculty
profiles, admissions and tuition requirements,
and a detailed curriculum overview.

Another key feature of degree pages is the
dynamic list of related programs, which
provide a big-picture view of options to site
visitors who are still in the consideration
phase of their academic planning.

Note: content on the following pages are
subject to change as we are continually
updating copy and images.

ATSU ety

FIRST IN WHOLE PERSGN HEALTHCARE

About ATSU Programs

octoro

Athletic Training

Online Degree

Apply By

AUGUST 9

Program Info

Overview
Students & Alumni
Program Design
Curriculum

Tuition
Faculty & Staff
Educational Pathways

»

* Research

ASHS +
ASHS | ONLINE c
Colleges & Schools +
Locking for This &
| Want To +
ATSU Portal Login &

Request Program Info

Apply Now

Ask a Question

Call Now

News & Events

Main navigation

The main navigation encompasses the
semantic hierarchy of the ATSU online
presence, in a way that groups user tasks
with their associated paths and goals.

[ e | [

Admissions Colleges & Schools Students Diversity

Any new web pages or properties that
are created should fit logically into the

Request Information

FiEstiama established hierarchy to maintain the

Last Name* integrity of the system.

Email*

Phone® All navigation additions must be approved by

C&M to ensure strategic hierarchy of upline
and downline content.

Next session begins Sept 30
SEE ALL START DATES

SEPT 30

To Begin ‘

& Curriculum Outline
Doctorate in Athletic Training

A.T. Still University's (ATSU) Doctor of Athletic Training (DAT) program develops clinical and academic
leaders whe advance the athletic training profession. Doctors of athletic training serve as expert
clinicians, educators, and administrators with advanced knowledge and skills for analyzing, developing,
and implementing practical solutions to improve the delivery of athletic healthcare and the health
‘outcomes of physically active individuals and their communities.

READ MORE

AboutATSU

Graduates gain expertise:

= Clinical decision-making

Innovation in athletic training onine

Carates

Applied research

Orthopaedics

Contnuing Edotion

Rehabilitation View Unversty Ctiog

Leadership and education

Sport neurology and concussion

Athletic Training Doctorate Students and Alumni

The convenience of online learning, combined with the opportunity to apply lessons immediately to the
work setting, is how students are advancing their practice while progressing toward ATSU's doctor of
athletic training degree.

ATSU st

AboutATSU

Discover from our students and alumni how our DAT degree is different:

Our locations

ATSU Gicersiy

FIRST IN WHOLE PERSON HEALTHCARE

About ATSU Programs

ATSU Mission

AT Still University of Health Sciences About ATSU

serves as a leaming-centered university
dedicated to preparing highly competent
professionals through innovative academic

Accreditation
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Alumni pport ATSU

[ ]

Admissions Colleges & Schools Students

Cet to know us

Faculty & Administration

Museum of Osteopathic Medicine

Our Locations Quick Facts

programs with a commitment to continue
its osteopathic heritage and focus on
whole person healthcare, scholarship,
community health, interprofessional
education, diversity, and underserved
populations.

See our history >

Programs Admissions Coleges & Schools Students

_ Doctorate programs. Masters programs

DoctorofAudogy MasteofSience n At Trsing
>
Doctor of Derta edicne Masteof SciencenBlomedial Sciences

>

>

Doctorof Physical Tharapy MastoofSciancainOrthodontcs

>

Thersoy

> Mastrof Siencein rysicon Assstnt Stuios

Explore our colleges & schools

v and Calfori, o of o

® ® ®

Kristina Califano Greg Janik
DAT, MS, ATC | DAT Alumni DAT, MS, ATC | DAT Alumni

Heather VanOpdorp
MSEd, ATC | DAT Student

Show More @

Collog o Healthy Communiies

Diversiy

e === === 13|

Programs Admissions Coleges & Schools Students

Diversiy

Facilities & Clinics Research

AboutATSU Programs Admssions

Visit ATSU

Leam mare >

ARy

AboutATSU Programs. Admissions

Stay in the know

Resources to guide you

Diversity

Quick links

ContactUs »
ATSU News »
ATSU Events »

Schedule a Tour »

e | [

Coleges & Schaols Sudents Oversiy

e |

B Suent At
Socilmedis fesd >

Coleges & Schools Students Dversiy
Quick links
myATSULogn >
Weiness Pregrams pET—
Commonay insaes swoem >

AT, 58 Mamorl Lty Studant Handoook o) >

Forms & Resouces ey Casog >



In-page navigation Footer

Presenting a vast semantic hierarchy, even The visual foundation of the site includes top nomoeaQ

within the scope of one subject, degree, or ATS A still navigation hierarchy, as well as important
school is made more understandable and campus and support information.
approachable for website visitors by zipping About ATSU Programs Admissions Colleges & Schools Students Diversity i‘uri’:‘/w;e;f:;"j;; HoLE pECEdTe 1L Gt /CARES AT
. . . . . . . . . 7 ke , MO 63¢ Py s Al i Fi cial Conflict of
them into accordion widgets and labeling Anywhere the institutional website design versity 660.626.2121 R o ":a" i :” ,'c Dh
. . . . . o b Admissions Contact nterest in Researc
them based on category or user action. is used, it must include this footer. Policy
This will ensure a consistent foundation SE0E Sl Gk Sl o e Nondiscrimination Policy
L. ) i . plEs a2 Students Employment B 4
The distinct background color of the ~; . Academic Affairs across all pages. 480.219.6000 Student Consumer

Diversity Mission Information

open section helps confirm and guide the
exploration of the contained links.

. Support ATSU Security & Emergencies
Note: content on the following pages are

subject to change as we are continually
Sublinks are outlined within the hierarchy, as o updating copy and images.

determined by the search intent strategy and
the users’ goals.

d : ffai ATSU admits students of any race, color, netionel, and et s, priv rograms, and activities generally accorded or made:
Academic Affairs avalable tostudents at the school. t does not e, color, national and ethnic origin in aaministration of ts

ational policics, admissions policies, scholarship and loan programs, and athletic and cther school-administered programs.

The Office of Academic Affairs provides administrative oversigh
essential

fernic leadership

g excellence in teaching and leaming, innoy

resource allocation.

| AllRights Reserved Privacy Policy | Design by FabCom

Note: content on the following pages are

. . Serving as the chief academic officer, the senior vice president
subject to change as we are continually Jols on the planning, developing, implem
updating copy and images. 2

recommendations to the president v
- programs, acadernic policies and
4= and students

uch as the A.T. Still Memorial Library
Collaboratio ng and

ATSU Portal Login Learning Center, and Aging Stu

tsu.edu

ou have questions, please email atsuacademic:

Administration and staff +
Renarting 1nits -
Collapsed Expanded
Colleges & Schools o Looking for This = | Wi =
Ep A NSt AR S * Arizona School of Dentistry & About ATSU > Connect
+ Reporting Units Oral Healih - Programs of Study ~ Learn
. = Arizona School of Health  Fiaon  Dcoves
" Sciences nstitutional EFect
nstitutional Effectiveness . i
+ College of Graduate Health SIS ARL T
2 Studies Catalog Support ATSU
» Kirksville College of » Colleges & Schools Apply
Osteopathic Medicine - ASHS Departments LookUp
St * Missouri School of Dentistry & > Facilities and Clinics Locate
Oral Health
* Research Contact

= School of Osteopathic

Medicine Arizona - Get Involved

* Clinical Experience Sites
+ = Student Affairs




Formatting

The body text typeface used on the
website is Roboto, with a general sans-serif
declaration as a fallback.

The set font size is 16 pixels, with a line height
of 20 pixels.

Section titles’ size is 16 pixels, with consistent
white space above and below the headline.

All links in body copy should be in blue
#00538a.

Colleges & Schools

Looking for This

| Want To

ATSU Portal Login

Mission and Vision
Accreditation

Our Founder

Quick Facts

Whole Person Healthcare

About ATSU

A.T. Still University (ATSU) is the founding institution of osteopathic healthcare, established in 1892 by
Andrew Taylor Still. As a leading health sciences university, ATSU is comprised of two campuses
(Kirksville, Mo., and Mesa, Ariz.) on more than 200 acres with six prestigious schools. Learning
environments include residential and online healthcare related graduate degrees as well as community-
based partnerships worldwide. ATSU has more than 700 employees dedicated to its not-for-profit
mission and an average annual enroliment of over 3,100 students from 35 countries.

ATSU is renowned for its preeminence as a multidisciplinary healthcare educator. The University is
focused on integrating the founding tenets of osteopathic medicine and the advancing knowledge of
today's science. ATSU continually earns distinctions as the graduate health sciences university with
best-in-class curriculum and a community outreach mission to serve the underserved. The University
has a rich history of leadership in both healthcare education and correlated research.

ATSU instills within students the compassion, experience and knowledge required to address the whole
person and shape healthcare in communities where needs are greatest. Inspired to influence whole
person healthcare, ATSU graduates contribute to the future of integrated care while also leading with a
selfless passion in the communities they serve.

Graphic elements

Small icons and graphics help contextualize
and organize the information presented to
our website visitors.

These graphic elements should always be
used in a way that fits into and supports the
brand in color, style, and size.

Where appropriate, social media icons
should be more concerned with ATSU’s color
scheme than that of the media platform.

Online Admissions

Application Deadlines and Academic Calendar

Career Advancement

Online Career Services

The College of Graduate Health Studies has a dedicated
Career Services counselor to help students and alumni meet
career needs and connect them to appropriate career
opportunities. The Career Services Office offers counseling
and critiquing of resumes, CVs and cover letters, as well as
opportunities for mock interviews and workshops.

Login to access our services

Note: Career services are available to CGHS students and
alumni. Login requires ATSU username and password. Contact
the ITS Help Desk at helpdesk@atsu.edu or 660.626.2200 if
you need assistance.

Online Faculty

Online Graduations

Online Partnership Programs

Colleges & Schools =

" Arizona School of Dentistry &
Oral Health

Arizona School of Dentistry
& Oral Health Home Page

" About Arizona School of
Dentistry & Oral Health

> Admissions

= Alumni and Friends

» Community

* Faculty and Staff

* New / Current Students

* Programs

* Prospective Students

= Requirements
Student Association

* Student Affairs
Suppeort Arizona School of
Dentistry & Oral Health

* Arizona School of Health
Sciences

* College of Graduate Health
Studies

* Kirksville College of
Osteopathic Medicine

* Missouri School of Dentistry &
Oral Health

* School of Ostecpathic
Medicine Arizona

The plus and minus graphics help indicate which panel of the
accordion container the visitor is viewing at any given time.

Navigation sidebars also make
use of the accordion graphic
indicators. The carets indicate
where nested content is located
and able to be unveiled.
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Request Program Info
Apply Now

Ask a Question

CGHS Social Connection
Connect with Facebook
Connect with Linkedin

Connect with Twitter

Supporting graphic icons help
establish the expected action
and outcome of their clicks.
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Social media standards

ATSU’s social media presences utilizes
various online platforms to further the
University’s mission and message.

All visual assets that represent ATSU’s brand
must follow the established brand guidelines.
This will ensure brand consistency,
recognition, and quality.

= Voie

L

# Explore : New to Twitter?
Settings

ATSU

atsu_news

atstilluniversity (XSS

so2poss 2080 folowers 85 following

AT St Univrsiy

opsthic medicin,est in 1892 AT
bssed in AZ snd MO, six schools and 23 degree programs

oL ®

Backwarts Dheciybi.  SLBMMKS Voo  Vaatndt.  Seowydiy.  ChnsseNe

Youtube

Twitter

AT. still University
Gattaiersty - College & Unversity © Sara Mg

Home  Abow Bvents  Photws  More v Wik Q

Create Free Postersfor Your Busin

el O I | e Qo Snaee

© AT son Unwery ot s Sciences

Instagram SEEETERT ONTT s

Copies o the 2020 specil cition o St Mg

e s svitie on

Resa mr: g/ fconne

L, e
QLB 268 R i

@ 12120pepe folow i

Facebook

A.T. still University

Yesterday at9:19 AM - @
ATSU-CGHS will begin offering a four-course Public Health Emergency
Preparedness and Disaster Response certificate program. Application
deadline for the first cohort is Dec. 9, 2020. Classes will begin January 2021
The program provides experience in emergency management systems, an
introduction to various forms of disasters and public health threats, and
instruction in respense skills essential to public health

Read more: hilps //iconnect atsu.edu/alsu-cghs-launching-emergency-pre

-

©0 8 Shares
o Like () Comment 2> Share

A.T. Still University
November 26 at 8:30 AM - @

Wishing you a safe and happy Thanksgiving!

_-r»‘b:b‘b e

-, Tk
RS

ATSUIS

Q2 3 Shares

oYy Like (D Comment #> Share

AT Still University
November 24 at 6:54 AM - @
Join ATSU's Museum of Osteopathic Medicine Director Jason Haxton for the

latest installment of "Museum Minute,” which examines how Dr. Still
recorded and perfected his ideas on osteopathic medicine

Museum
Minute

ATSU 2t

OO0 2 Shares
o Like (3 Comment /> Share

A.T. still University
November 5 at 9:15 AM - @

Cedric Bright, MD, of East Carolina University’s Brody School of Medicine,
and ATSU's Kim Butler Perry, DDS, MSCS, FACD, associate vice president
of university strategic partnerships. spoke during ATSU's latest Cultural
Proficiency event.

iconnect atsu eduratsus-cultural-proficiency-speaker-series

#ATSUdiversity

A.T. Still University

November 16 at 2:04 PM - @
"Evolving patient care" is an article featuring Linnette Sells, DO, FAOASM
'82, from the 2020 special edition of Still Magazine. This article highlights
some of the changes Dr. Sells faces as a physician during the COVID-19
pandemic.
Copies of the 2020 special edition of Still Magazine are available on campus
or you can request one at stilmagazine@atsu.edu

Read more: hitps://iconnect atsu_edurevolving-patient-care

o Like (3 Comment /> Share
A.T. still University
November 6 at 3:40 PM - @

LUNG CANCER
AWARENESS

MONTH

ATSU &Ry

1 Share

oY Like (D Comment £ Share
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Social media branding

Profile aﬁd coyer images on official. ﬁ Q Search Facebook ﬁ & @ @
University social media accounts will feature =

a consistent appearance. Profile image colors ATSU
will be determined by the page type (college,

department/program, etc.). Cover images

will follow a standard design.

+ © & ~

University profile image

ATSU ATSU ATSU School profile image

KCOM MOSDOH CGHS

ATSU o

ATSU Department/affiliate profile image

STILL OPTI

Student organization profile image
A ISR still opTI

STILL OPTI . . .
@stillopti - Medical & Health & Contact Us
[F sites.google.com
Home Events About Videos More = 1l Like @ Message Q
About See All ) Create Post
e
La Photo/Video Check in 3 Ta9 Friends
800 W Jefferson Street laa o aiieg
Kirksville, MO 63501
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Social media graphics

ATSU’s social media graphics are meant to be
flexible in their design, sometimes adopting
colors outside of the official ATSU color
palette when appropriate for specific events
or initiatives (e.g. using red for National

Wear Red Day).

These images represent a general visual
guideline for the graphics; different fonts
can be used and different type treatments
are allowed, although all variations are at the
discretion of C&M.

NATIONAL

WEAR RED
DAY

ATSU

AT. Still
University

FIRST IN WHOLE PERSON HEALTHCARE

HELEN KELLER

DEAF-BLIND

AWARENESS WEEK
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IMMUNIZATION
AWARENESS
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On-page SEO practices

There are hundreds of best-practice tactics for where to
place keywords and how to perform on-page optimization.
But as search engines have evolved and as other sources of
traffic—social networks, referring links, email, blogs, etc.—have
become more important and interconnected, the very nature
of what’s optimal is discovered through implementing best
practices themselves. The following enterprise-level, on-page
SEO practices provided herein are to ensure ATSU’s on-brand
theme, digital equity, and preeminence within the online
healthcare education conversation that is most relevant to our
key stakeholders and target audiences. Implementing these
guidelines generates a greater opportunity for success while also
meeting the following critical objectives:
* Creating the best opportunity to rank highly on Google
and Bing.
* Earning traffic from social networks like Twitter, Facebook,
LinkedIn, Pinterest, Instagram, etc.
« Being worthy of links and shares from across the web.
« Building our brand’s perception, trust, and potential to
convert visitors.

Uniquely valuable content

An optimized page doesn’t just provide unique content, but
unique value supported by high-ranking factors. Unique
content simply means those words, in that order, don’t appear
anywhere else on the web. Unique value refers to the usefulness
and takeaways derived by visitors to the page. Many pages

can be valuable, but few provide a truly unique kind of value—
one that can’t be discovered on other pages targeting that
keyword phrase.

Keywords, headlines and anchor texts

« Create a page that is uniquely valuable to your
targeted searchers.

« If at all possible, make the page likely to earn links and shares
naturally (without needing to build links or prod people).

« Balance keyword targeting with usability and user experience,
but never ignore the critical elements like page titles,
headlines, and body content when creating internal links
between theme silos within your site.

¢ Manage the equity and balance of page rank by defining the
corresponding match between your users’ intent and the
relevant search phrase that best correlates with the theme of
your web asset or landing page. Mirror your keywords within
headlines, anchor texts, and related link topics throughout all
your pages.

On-page SEO optimization

Keyword research forms your base.

Even though individual keywords themselves are no longer
enough to form the foundation of your content, everything
begins with good keyword research. You want to know what
terms you are targeting, the relative competition around those
keywords, and the popularity of those terms. Ultimately, your
goal is to connect your content with the very keywords people
type and speak into the search box.

Research around topics and themes.

Resist researching single keywords, and instead move toward
exploring your keyword themes. Examine the secondary
keywords related to each keyword. When people talk about
your topic, what words do they use to describe it? What are
the properties of your subject? Use these supporting keyword
phrases as cast members to build content around your
central theme.

When crafting your content, answer as many questions
as you can.

Good content answers questions, and semantically relevant
content reflects this. A top ranking for any search query

means the search engine believes your content answers the
guestion best. As you structure your content around topics and
themes, make sure you deserve the top ranking by answering
the questions and offering a user experience better than

the competition.

Use natural language and variations.

During your keyword research process, it’s helpful to identify
other common ways searchers refer to your topic, and include
these in your content when appropriate. Semantic keyword
research is often invaluable to this process.

Place your important content in the most

important sections.

Avoid footers and sidebars for important content. Don’t try to
fool search engines with fancy CSS or JavaScript tricks. Your
most important content should go in the places where it is most
visible and accessible to readers.

Structure your content appropriately.

Headers, paragraphs, lists, and tables all provide structure to
content so that search engines understand your topic targeting.
A clear web page contains structure similar to a good university
paper. Employ proper introductions, conclusions, topics
organized into paragraphs, spelling and grammar, and cite your
sources properly.

Style Guide
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Email marketing

As a component of the integrated lead
generation form, the rich media email (HTML
email) is a personalized communication

that presents the benefits and outcomes of
an ATSU degree for aspiring and working
healthcare professionals.

The personas, voice, and layout are designed
to integrate with the personalized direct mail
and landing page.

See personalized direct mail in the print
design guidelines section.

Personalized landing page

GAIN EXPERTISE. BUILD YOUR INFLUENCE.

Shape the future of
athletic training.

S

RATS U it

The success of the Doctor of Athletic Training (DAT) program from
AT. Still University's Arizona School of Health Sciences (ATSU-
ASHS) s attributed to the distinctive program design:

« ATSU's online DAT program curriculum is built at the doctoral

REQUEST INFORMATION

Select

*Requiredfelds

Selec v

level of critical thinking and is tailored to real-world

 ATSUss distinctive, flexible online education model enables
students to pursue a degree based on their schedule, on their
terms, and in alignment with their academic and professional
goals.

+ The doctorate can be customized based on your areas of
interest and preferred specialization

« Graduate certificates are also available in Clinical Decision-
Making, Leadership and Education, Orthopaedics, Rehabilitation,
and Sport Neurology and Concussion.

The DAT program allows students to apply lessons immediately in
their work setting, while also bringing their unique needs and
challenges into the online coursework.

Want to explore your options?
Click on these links to determine your best fit

+ Explore your educational pathways and professional
opportunities.

+ Configure your DAT with the academic tracks that match your
passion.

+ Student, alumni, and faculty profiles connect you to their video
stories.

+ PhD or DAT? Gain new perspective.
+ Download our AT degree options PDF.
+ Download our DAT brochure.

« Schedule a call with an athletic training academic liaison.

Shape the future of athletic training with
thought leadership. Request more info!

Refer a colleague

Know someone who might be interested in ATSU's DAT?

First name

Email

tans _

Banner advertisements

Banner display ads follow the industry
standards maintained by the Interactive
Advertising Bureau (IAB).

Three examples included for reference are
the leaderboard, skyscraper, and medium
rectangle.

Each ad should consist of proper branding,
clear messaging, and a call to action.

Be among
the first

Doctor of ]

Athletic Training
degree online

Style Guide
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ATSU

AT, Still University

LEARN MORE

Become the

health leader
that makes a
difference.

Master of
Public Health
Online

ATSU

AT, Still University

LEAFIN MORE >>

Leaderboard (728x90 px)

Master the opportunity.

Skyscraper (160x600 px)

Master of Health Administration Online

ATSU

AT Still University

LEARN MORE

Medium rectangle (300x250 px)
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Print design guidelines
Admissions package
Institutional brochure
School brochure
Program brochures
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Print design guidelines

Print remains an important component of ATSU’s overall brand communication. So it’s essential to
execute printed pieces developed for maximum effectiveness.

These print design guides address ATSU’s visual brand across a variety of print formats. These standards
have been developed to ensure your print communications meet ATSU’s graphic standards. You will find
preapproved design frameworks for collateral, promotion, advertising, and publications.
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Admissions package

ATSU’s Admissions package contains
collateral representing schools, colleges,
programs, and opportunities that correlate
with each prospective student’s areas

of interest.

AT U Kirksville College of
Osteopathic Medicine

Doctor of
Osteopathic Medicine

Kirksville, N su.edu/kcom-admissi

2020 ENTERING CLASS

4,563 24

Applications received Average age

505 27

Applicants interviewed States represented

168 3.66

Class size Average GPA

503 3.6

Average MCAT Average science GPA

STILL SCHOLARS

AiA rroGrAM
u

> v
NATIONWIDE

Clinical training sites acros

EARLY
DECISION
PROGRAM

DMISSIONS

% atsu.edu/admissions
Oatstilluniversity

¥ @ATSU_news

© @atstiluniversity.

Program side

ATSU st ATSU

[ r—
oy

FOUNDING SCHOOL OF
OSTEOPATHIC MEDICINE

YEARS ONE & TWO (KIRKSVILLE, MISSOUR),
> Patient-centered, systems-based curriculum
» Content within each course is carefully aligned to
Cover various systems
» Development of clinical reasoning skills
» Case presentations
» Integration of clinical and basic sciences
» Early patient encounters
» Exams simulate COMLEX board testing model
» Complete DOGtor course
» Standardized patient experiences
» Physical exam skills development
» Human patient simulators
» Cultural diversity and spirtuality
» Two-week primary care medicine preceptorship
» Training in point-of-care bedside ultrasound

YEARS THREE & FOUR

» Clinical rotations at core regional sites across
the country

» Specialty selectives and electives

» Rural/underserved family medicine

o view ATSU-KCOM's COMLEX board scores, visit

atsu.edu/kcom-boardscores

PREREQUISITES

» General Biology"
» Physics®

» General or Inorganic Chemistry*
» Organic Chemistry*

» English™
“One yearuit 12 quarter hours

“One year

APPLICATION
INFORMATION

For requirements and application information,
please visit
atsu.edu/kcom-apply

STUDENT LIFE

ATSU has many organizations for students on each
campus. For more information, please visit:
atsu.edu/kcom-studentife

SR ATSU [ fasimasdees

n Occupational Therapy
wsican Asistant Stuclies

1128

349

334

Bhzsor

361
356

100%

AT. Still
University

ATSU

FIRST IN WHOLE PERSON HEALTHCARE

ATSU offers programs in athletic training, audiology, biomedical sciences, dental medicine, health administration,
health education, health sciences, kinesiology, nursing, occupational therapy, osteopathic medicine,
physical therapy, physician assistant studies, and public health.

ATSU MISSION

AT. Still University of Health Sciences serves as aleaming-centered university dedicated to preparing highly
competent professionals through innovative academic programs with a commitment to continue its osteopathic
heritage and focus on whole person healthcare, scholarship, community health, interprofessional education,
diversity, and underserved populations.

johngardner Gatsu ec), 800 West Jeferson St Kiksvile,

e University makes avaiable to ll prost
= am (DAAPP), The orine

ATSUS Annual Securlty and cport
atsu.edu/security. The DAAPP may be found on

duidanpp. Pinted copies for cach

odu

% atsu.edu € /atstilluniversity ¥ @atsu_news © @atstilluniversity

v students, acmitted stfents,and curent studens:

University overview side

ATSU 838,83 e

ATSU B %83 %eotn
P— rsuosDON
Dental Medicine still Scholars Program :

..
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Institutional brochure

ATSU’s institutional brochure is designed

to provide all of our various audiences a
generous understanding of what makes

our university unique. Overviews covering

all of our schools and colleges and the
programs offered by each deliver readers the
fundamental information they were looking
for, giving them a deeper sense of what
makes ATSU students so passionate.

The design sets the tone and pace for the
viewer with its use of evocative imagery and
ample white space. Not only will it boost
readers’ interest in ATSU at the institutional
level, but it increases the likeliness that

the viewer progresses to a deeper, more
specific inquiry.

If you need a resource like this, please
contact communications@atsu.edu.

ATSU |Gty

FIRST IN WHOLE PERSON HEALTHCARE

3,800+

Students across all ATSU programs

20,000+

ATSU alumni

2 CAMPUSES

» Kirksville, Missouri

» Mesa, Arizona

ACCREDITED

ATSUiis accredited by the Higher Learning
ion, and in 2019, was awarded
reditation for 10 years, the longest
term available.

LEARN MORE ABOUT ATSU

% atsu.edu ¥ GATSU_news
[ —— © aatstilluniversity

Institutional brochure

ATSU's Kirksville College of Osteopathic Medicine (ATSU-KCOM)

720 students | atsu.edu/kcom

FIRST IN WHOLE PERSON
HEALTHCARE

AT. Still University (ATSU}is the founding institution of
osteopathic healthcare, established in 1892 by Andrew
Taylor Still, DO. ATSU is now a leading health sciences
university comprised of two campuses (Kirksville,
Missouri, and Mesa, Arizona) on more than 200 acres
with six prestigious schools. Learning environments
include residential and online heafthcare-related
graduate degrees, as well as community-based
partnerships worldwide.

MISSION

ATSU serves as a learning-centered university
dedicated to preparing highly competent professionals
through innovative academic programs with a
commitment to continue it osteopathic heritage

and focus on whole person healthcare, scholarship,
community health, interprofessional education, diversit.
and underserved populations.

TUNIVERSITY | 6 SCHOOLS

ATSUis comprised of six schools offering master's
and doctoral degrees in osteopathic medicine, dental
medicine, athletic training, audiology, biomedical
sciences, kinesiology, nursing, occupational therapy,
physician assistant studies, physical therapy,

health administration, health education,

and health sciences.

@ AT U ‘ Kirksville College of
Osteopathic Medicine
ATSU's Arizona School of Health Sciences (ATSU-ASHS)
@ ATS ' | Arizona School of
Health Sciences
ATSU’s College of Graduate Health Studies (ATSU-CGHS)
@ ATS U College of Graduate
Health Studies
Avrizona School of Dentistry & Oral Health (ATSU-ASDOH)
@ ATS ' | Arizona School of
Dentistry & Oral Health
'ATSU's School of Osteopathic Medicine in Arizona (ATSU-SOMA)
@ AT ' J | School of Osteopathic
Medicine in Arizona

AATSU'’s Missouri School of Dentistry & Oral Health (ATSU-MOSDOH)
A I S ' | Missouri School of
Dentistry & Oral Health

LEARN MORE ABOU

% atsu.edu ¥ GATSU_news
Oatstilluniversity @ aatstilluniversity

314 students | atsu.edu/asdoh

480 students | atsu.edu/soma

AT. still

ATSU University

FIRST IN WHOLE PERSON HEALTHCARE
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Program brochures

ATSU offers informative brochures
highlighting our programs offered. Brochures
for all programs are available and distributed
at college fairs and given to prospective
students who visit our campus by University
representatives.

Program brochure template

Each program-specific brochure has
been designed to establish an emotional

. . About ATSU
connection with the reader.

Information is organized in a logical flow

s to deliver an overall understanding of
(052 e o
\e2°2 f:(\(&%“ap - the program, followed by more specific
5@\ caX T . . . .
"ifea\i““ e information about curriculum, requirement,
oot % a0 Vs
et e e \ .
'“:“2:53::"°iw‘“&'5:1;:‘“‘°w - O”//ne Doctor and next steps for further actions.
o) R PO T e Medijca) Sci of
C) w0 1o s oo, 5 oot Leag the bt ©Nce Call to action

This figure calls out the main features of all
program-specific brochures.

are PAradigy,

Contact information

University logo
with social media icons

L e
are™e
208

R

Program overview
reversed on blue

DMSc brochure

AT. Still University

AT. Still University of Health Sciences (ATSU)
s home of the worlds first osteopathic medical
school, established in 1892 by Andrew Taylor
Still, DO. ATSU is comprised of two campuses
(Kirksville, Missour, and Mesa, Arizona) on more.
than 200 acres with six prestigious schools.
Learning environments include online.

and on-campus options as well as community-
based partnerships worldwide. ATSU has

arich history of leadership in healthcare
education, health education research,

and community outreach.

Application information

Take the first step to gain the advanced education
and acknowledged credentials you need to position
yourself for superior career success.
atsu.edu/DMSc

Talk with our advisers, who provide individualized
help to thousands of students each year. Go online
to connect with alumni and current students to find
out for yourself how they accomplished their goals
and succeeded in advancing their careers.

Enrollment advisor
Tollfree: 877.469.2878
onlineinquiry@atsu.edu

Support for your journey starts today.
atsu.edu/DMSc

AT. still

ATSU |Gy

About the program

PA
community, practice, and industry

Take the n
of health

6O v 0O O o

Unique curriculum

As the demand for PAs continues to grow, you'll be
prepared—and inspired—to advocate for improved
healthcare delivery initiatives with a prestigious
curriculum taught by well-known faculty leaders.
Students earning their PA doctorate gain the
planning, implementing, and analysis skills they
need to positively impact outcomes at the patient,
management, community, and systems levels.

Choose from one of three specialized tracks for
your DMSc: education, leadership, and clinical. Learn
more about how this curriculum from a leading
health sciences university makes a unique difference
in helping students advance their knowledge and
deepen their impact in the world,

For more information, isit
atsu.edu/DMSc

Admission requirements

tobea

Online Doctor of
Medical Science

Lead the healthcare PAradigm

program for PAS who are, or have previously been Gf
retired), certified or licensed to practice as a PA. The
master's equivalency option provides an opportunity
for licensed PAs, without a graduate degree, to
qualify for admission to the DMSc program.

To view the entire list of admission requirements,
including those for international applicants, visit:

atsu.edu/DMSc-admissions

DOCTOR OF
MEDICAL SCIENCE

Style Guide
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Program headline

Program tagline

Student image

ATSU NeSIcAL Science ———— Program logo

Be a leader across the

Section headline
healthcare landscape

+ Advance your leadership within the industry
‘with distinctive academic models that set this.
program apart.

+ Move forward in your profession with the
leading doctoral

needed to help you succeed in today's
U, healthcare system.

Body text

+ Gain the skills needed to have greater influence
on the delivery and quality of patient care
and management at the community
and policy levels.

+ Leverage your learning with innovative
assessments that immerse you in the real-world
application of your coursework.

+ Learn from an advanced curriculum taught by
‘well-known, doctoral-trained faculty leaders
teaching world-class leadership principles.

+ Evolve the role of PAs in the healthcare delivery
system by aligning PA educational strategies
to current workforce needs.

+ Specialize your doctoral education with a
choice of three tracks: education, leadership,
and clinical

Program specific
image
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Diversity & Inclusion collateral

ATSU’s Diversity & Inclusion collateral is
designed to provide a comprehensive suite
of communications for ATSU’s Diversity

& Inclusion department. The pieces cover
information including department initiatives,
scholarship opportunities, and snapshots of
student experiences.

The design is minimal, visually striking,

and easy to navigate to effectively deliver
the intended message presented within each
individual piece.

AT Still University
Overview

ORmIbERa

' 4

Diversity Means More
Than HUE at ATSU

(CONNBCE | 8o
with
us

O) atsudiversity
ATSUDIversity

youtube.com/atsudiversity
623.251.4705 Arizona campu

660.626.2210 Missour camy

v ATSU bolioves excallonce atsuodu/diversity
requires understanding, affirming,

and valuing =

ATSU sy

Folder design

All of the diversity pieces are designed to be
effective as standalone pieces or in different
combinations contained within a 9”x 9”
folder. The folder is designed primarily to
command attention, drawing in the viewer
and piquing their curiosity.

Outside

CAMPUS LOCATIONS

ACCREDITATION AT Still University

T SU |Gersiey

' 4

Diversity Means More
Than HUE at ATSU

Be the

nside light of
hope you

wish to

seeinthe

world

Diversity Means More Than H'/

A
University

8 4 ) .
here thé‘"light of hq;pe‘gS ngeded nfost :

IS A
i
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Spotlight on “Getting There”

“Getting There” is part of the Diversity &
Inclusion collateral suite that focuses on
specific GPS scholars’ stories.

This piece demonstrates the University’s
drive to humanize ATSU programs and
initiatives. By focusing on student stories,
the subject matter is relatable and warm.

Front cover design

etting there

Diversity Means More
Than HUE at ATSU

g

AT SU Giiersiey

FIRST IN WHOLE PERSON HEALTHCARE

My journey

there

Interior spreads

Style Guide
rev. 05/27/22
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Andrew T.

Hometown
Los Angeles, California

Aspiring to be
Osteopathic physician

Being an underrepresented
minority in medicine, | wanted

to community service while.

practicing cultural sensitivity,

authenticity, and compassion
‘when delivering care to
patients. | believe

about correcting people but

empowering them to be the

best they can be.

NIVERSTY g
i

Diersity Means More
Than HUE atATSU

Belema O.

Hometown
Phoenix, Arizona

Aspiring to be
Dentist

“
‘The GPS program is a chance
tointoract with other diverse.
professionals and become an
integral member of Diversity &

Inclusion. The financial support is
of course, an immense help. However,
since | received the scholarship,
I'have gained opportunities and
support | believe to be priceless.
The priceless rewards are why
I chose this scholarship, and | am
s0glad that | did,

Diversity Means More.
“Than HUE atATSU.

My journey

My brother, Adrian, is the reason | am on the path to becoming a DO, When | was a sophomore
in high school, Adrian was in a car accident and suffered a traumatic brain inj

y. As | observed
the doctors care for my brother, | realized he wasn't receiving compassionate patient care. At the
time, his doctors became fixated on aggressively treating his disease and keeping him stable, but
never stopped to ask what my brother wanted or what my family thought of his treatment plan.

From that day forward, | became motivated to learn more about treating patients in a holistic and
humanistic manner, attending to their physi

J and mental health needs. Seeing the days pass as
eina I feel the opportunitios that wero
given to me and propelled me to take control of my lfe.

Go where hope is needed most

| want to be an advocate for the voiceless, as | believe in every individual’s potential to achieve

wellness. Working directly with communities | call home has reaffirmed my initil cesire to fight

caro with spocialized skillsots of nginosring. giobal health, and environmental
infrastructure and community development in underserved communities.

did it, and you
I chose ATSU to complete

ry healthcare education because of its focus on whole person
healthcare, community health, and access for undersarved populations. Everyone deserves cqual
access to excellent education and haalthcare. As an inner city youth of Los Angeles, | experienced
the struggles accompanied with boing an underprivileged community member. As a future
physician and community leader, | wanted to particigate in a program that provided educational
tools necessary to empower individuals to take charge of their health.

My journey

A culmination of several events lod me to dentistry. | always thought dentistry was an overlooked
field in medicine, and | was right,If you are interested in truly helping people in more ways thar
one, then dentistry is a groat field to get into. The peak point for me was when | did my mission
tip to Morocco in undergraduate school. | presented some children with the first toothbrush they
had ever seen. After that experience, | have never doubted my decision to pursue healthcare again.

Go where hope is needed most.

1am of public roo ith the doctor of dental madicine
dogree at ATSU's Arizona School of Dentistry & Oral Heaith. After | graduate. | plan to stay in
Phoonix and work in a public heath facility that caters to undorserved prognant women

and children because | am very passionate about that winerable o
for a whilo, | hope to open a public health faciity of my own and co
the community | grew up in

pulation. After working

tinuo to sarve

1 did it, and you can too.

After going to my interview at ATSU, | knew it was where | was headed if given a char
Tho onvironment was 5o inviting, and although | know the rigor studnts were being put through,
thoy all soomed genuinely happy. It was important for me to find a place with a good curriculum
and faculty. But more importantly, | needed an institution that prioritized supporting

and respecting students abov al, and that is what ATSU doas.

Jillian M.
Hometown
Las Vegas, Nevada

Aspiring to be
Occupational therapist

“
I chose the GPS program to
‘gain experience in a variety.

of cultures, customs, and
ethnicities so | can better
serve my future patients
by bilding trust through
an increased level of
communication and by
understanding the challenges
they may be experiencing.

Means More
Than HUE stATSU

Quotasze W.
Hometown
Lambert, Mississippi

Aspiring to be
Dentist

“
As an underrepresented minority,
I'am truly passionate about
serving the underserved. The GPS
program s designed to support
individuals with intents to serve
in underserved areas. GPS not
only provides me with financial
support, but it also allows me to
connect and build relationships
with other scholars whose life.
contributions and experiences are
very similar to mine.

My journey

While working with the School for the Deaf and Hard of Hearing (DHH) in Southern Callfornia,
an occupational therapist was helping students who had difficulty counting with hand therapy.
The cccupational therapist was not fluent in American Sign Language (ASL) and had taught
the children inaccurate hand signs. Children began signing the number 3 as 6 and could not
accurately count to 10. | naticed this error and quickly corrected it. This is when | realized | could
use my communicative disordars degrae and second language In ASL, in conjunction with a
higher education occupational therapy degree, to bridge the gap from patient to therapist

My spcialized skills will offor DHH patients an Increased lavel of comfort and confidontialty.

Provide hope for those who need it most.

1 am interested in hand therapy for the Deaf and acute care with spinal cord injuries. | believe hand
therapy intervention for Doaf children is important with an occupational therapst fluent in ASL.
Early interventions will set a foundation of the language and prevent home signs made up by non:
ASL signing family members. Supporting language early can incroase the amount of mainstream
Deaf students into a hearing classroom, where they have the support of an interpreter and peer
‘equality. The spinal cord is also my favorite part of the human body, and | hope to help future
patients who have lesions within this area return to their normal routines.

did it, and you can too,
The University rts stud:

healthcare prof Js possible by

inding and embracing society’s diversity. | was attracted to the idea of learning and
servicing diverse, underserved, urban, and rural communities across America for clinical rotations.
My skills will allow me to build trust through an increased level of communication, and the causes
of patient challen

My journey

The first event that led me to pursue heal

e was meeting a family momber who was an oral
surgeon at my great grandmother's repass. Literally seeing this fan

Iy member exposed me to
something | had not seen my entire 18 years o life, a black doctor. As a recent araduate from high
schoo! and having scorad high on Mississippi's state biology test, | was encouraged to major in

o attending college. After to my cousin at the repass, he asked me
if 1 had over thought of andif not, | itasa
‘option. After conducting my research and leaming dentistry aligned with my passion of service,
1 docidod to pursuo it as my caroor.

Go where hope is needed most.

1 plan to roaturn to my homo in the Mississippl Dolta, Ranking among tho poorost aroas in th
country, the Mississippi Delta Region is an area many individuals would avoid, but for me, it is
home. Roturning homo and sharing tho knowlodge and skills that | am currantly equipping mysalf
with will provide me an opportunity to have a positive impact and be a loader in my community.

I did it, and you can too.

While working at the Houston Health Department in Texas, | saw a YouTube video about ATSU's
Arizona School of Dentistry & Oral Heaith (ATSU-ASDCH). In the video, the School's inaugural
doan spoke about ATSU-ASDOH's guiding principles involving whole person healtheare and
serving the underserved. After listening to him speak on contributing factors related to oral
health, such as poverty, obesity, substance abuse, etc., ATSU immediately became an interest
of mine, being that | was raised in a community impacted by those very issues. Ho continued

t0 5pask about ATSU-ASDOH's mantoring environment, innovative technology, and caring and
compassionate faculty. That video moved my spirit, and after applying and interviewing, | knew
ATSU was the place for me. | chose ATSU because | did not just want to be a tooth technician but
a caring, compassionate healthcare provider.
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Production information

Communication & Marketing (C&M) team members look forward to working with all faculty, staff,
and students to help develop and complete communication requests compliant with ATSU brand
standards and style guide.

University stakeholders are encouraged to contact C&M to discuss University-related communication
projects as soon as a need is identified. Beginning with the end in mind, C&M will work collaboratively
with each stakeholder to discuss project goals, required elements and details, and to establish a realistic
production timeline for completion.

C&M staff are located on both the Missouri and Arizona campuses. The Missouri team is located off
campus at ATSU’s Annex Building, 1123 N. Osteopathy, Kirksville, Missouri, and the Arizona team is
located on campus at 5845 E. Still Circle, Suite 216, Mesa, Arizona.

For additional information or to meet with a team member, contact C&M at
660.626.2272 or communications@atsu.edu.
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C&M production overview

Please reference the following information and C&M project
planning guide to assist you when submitting C&M project
requests.

University stakeholders must submit communication work
requests via C&M'’s Project Request icon (formerly Print Shop
Pro) located on ATSU’s Portal.

Search for and select the C&M Project Request icon to complete
the project request form. An initial, one-time registration will be
required of new users. Once approved and activated by C&M,
work requests may be submitted.

For questions related to registration or work requests, contact
C&M at 660.626.2272 or communications@atsu.edu.

Communication Basics

Plan in advance. Advance planning is vital for the timely,
accurate production of all University communication projects.
Faculty, staff, and students are encourage to contact C&M

as soon as a communication need is identified to begin
collaborative planning.

Determine the audience. Who will be receiving the
information? Know who your target audience is.

Define the purpose? Define the desired outcome of the
communication or action requested of the reader.

Develop content and tone specific to the intended audience
and purpose. Determine the tone of the message (e.g.,
informal vs. formal, informative vs. persuasive, etc.). What
content is needed and from what sources? Is a response
requested, and if so, how do you wish the reader to provide
that response? Will there be images? Do those images exist or
do they need to be captured?

Determine the format and method of communication. Will
the communication be digital, print, or both? What is the best
method of communicaton or format (e.g., brochure, flier, ad,
email, social media, website, etc.)

Determine quantities for printed content. Quantities are
important to C&M in determining materials required to
complete your project, completion dates, and final costs.
Determine budget. Do you have available department budget
for the project? Did you consider mailing/distribution costs?
C&M is able to provide both guidance and estimates fit your
budget.

« Determine a realistic deadline. C&M encourages departments
to plan in advance for their communication needs. Begin
with the end in mind and work backwards to determine a
realistic timeline in partnership with C&M. If additional data or
resources are needed from others outside of your department
to complete the project (e.g., imagery, statistics, etc.), be sure
to consider their time and build it into the project timeline.

« Departmental approvals. Be sure to include department
leadership or project supervisors in the proofing and approval
processes.

C&M project planning guide

C&M encourages ATSU faculty, staff, and students to review
and consider the following steps when submitting a C&M work
request.

* Step 1: ATSU client identifies project and details

« Step 2: Client contacts C&M to discuss project

¢ Step 3: Beginning with the end in mind, client and C&M
establish an agreed upon production timeline/delivery date.

* Step 4: Client submits C&M Project Request ticket and
includes required project attachments (e.g., content,
examples, product specs, images, details, etc.).

« Step 5: C&M completes required brand/style/writing review.

« Step 6: C&M design produces client proof.

« Step 7: Client reviews and approves final proof.

* Step 8: Project goes to production for completion
and delivery.

Notes

C&M Project Request tickets are required for all C&M work
requests, including design, promotional product requests/
orders, editorial projects, events, etc.

Reminder: Photography requests are submitted to C&M via the
ATSU portal, ITS Help Desk, Ivanti ticketing system.

C&M staff will help University faculty, staff, and students develop
a production timeline for each project.

The estimates provided are based upon the client submitting

a C&M Project Request work ticket and having final, approved
copy and content provided to C&M for production. Any delays in
providing content or within the proofing process may extend the
production timeline.

C&M production elements

C&M Project Requests
Available on ATSU’s portal, C&M’s Project Request software is
user-friendly and allows users the ability to track work requests

and run reports detailing requests and expenses. The software is

also home to an on-line store where users may purchase ATSU-
branded apparel & promotional items in stock.

Writing/editing

University stakeholders requesting writing and editing assistance
are asked to complete and submit a C&M Project Request. Upon

review of the project and complexity of the communication
request, C&M may contact the stakeholder to adjust the
deadline.

Stakeholders seeking editing assistance will be asked to attach
client-written content or copy to the job submission for C&M

review, and those seeking writing assistance for content or copy

from C&M will be asked to schedule an appointment with a
member of C&M'’s writing staff.

Copy development process:

« Initial input is provided by the stakeholder/client responsible
for final approval.

< C&M copywriter creates initial draft and circulates to
stakeholder/client and others, as necessary, to ensure
accuracy and understanding.

* Based on response(s) to the copywriter’s first draft, copy
is revised and edited by both the original copywriter and
a second member of the writing staff (who has not been
previously associated with the document), including the
application of ATSU and Associated Press copy standards.
This edited proof becomes Version 1.0.

« Version 1.0 is circulated to stakeholder/client and others, as
necessary, and is returned to the C&M department as either:
¢ Approved
« Approved with noted corrections, or
¢ Requires a new proof for final approval

« |If the document is intended for online application, it will be
provided to an online copy specialist within C&M to ensure
SEO, semantics, and nomenclature are optimized for final
purposing online.

Photographs
It takes time to schedule, shoot, process, and/or select photos

to illustrate a particular publication, especially if many photos are

needed. If a project requires new photography,

clients should plan to speak with C&M early within their project
plan, to discuss photography needs in detail and allow time

for a scheduled shoot.

Design

Two to three weeks is the standard time on an average piece;
however, it may be longer if the job is more complex and less if
the project is a repeat.

C&M designers work with Adobe Creative Suite software;
all content should be provided in Microsoft Word. Microsoft
Publisher files will not be accepted for projects.

Proofing

Careful, accurate proofreading by the client and their
supervisor is essential prior to production of all print and virtual
communications. Two to three weeks is standard for an average

piece, including a client’s first proof, design or editorial revisions,

and subsequent client proofs.

C&M proofing policy

The first two proofs are provided free of charge. Three or more
proofs are charged $25 per proof. Charges are applied after the
second proof.

Printing

ATSU C&M has an in-house print center located within the
University Annex building at 1123 N. Osteopathy, and it is able
to accommodate a variety of client print needs at the cost of
supplies (e.g., paper, ink, and bindery items). Costs typically are
one-third the cost of outside printing vendors.

C&M works directly with clients to determine printing needs,
and specifically, as to whether the in-house print center or
an external print vendor will be a more efficient or fiscally

responsible solution. All external printing is managed by C&M to
ensure adherence of brand and styleguide parameters; therefore,

all University print jobs should be reviewed with C&M prior
to contacting or contracting with an external printing source.
In the event a project must be completed with an external
printing vendor, C&M will secure outside bids and work with

both the client and vendor to ensure a project’s accurate, timely

completion.
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Project complexity and the production schedule for ATSU’s
digital press may determine the number of days for project
production. For simpler projects (e.g., flyers, invitations, tri-fold
brochure, etc.), the average turnaround time for the in-house
Print Center may be two to five days. More complex jobs, such as
multiple-page project and specialty binding, may require two to
four weeks.

How can clients expedite production?

¢ Planin advance, and come to us early for scheduling.

* When planning and proofing, be sure to secure feedback
from all appropriate members of your team who have a
vested interest in your project outcome, especially the person
granting final approval.

» Avoid making copy/design changes once design work. It may
delay your project.

¢ Review each proof carefully and quickly.

* Work closely with the C&M team.

« Treat copy and layout as separate, but related tasks. Get
approval for each independent of the other.

» Create rough draft copy in Microsoft Word and attach to the
C&M Project request form, unformatted (e.g., single column
only, no tabs, no bold fonts, no italics, etc.).

* Do not submit copy in all caps.

Please note:

Samples of approved, ATSU-branded stationery items are
available for review and to assist clients in placing departmental
orders.

For questions or additional information, contact:
Communication & Marketing

660.626.2272

communications@atsu.edu
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C&M project request ticket process

Communication & Marketing’s (C&M) Project Request icon,
located on ATSU'’s portal, allows faculty, staff, and students
to submit a project request directly to C&M’s online
ticketing website.

1. Plan your project:
e Writing
* Photography
* Design
* Audience
* Objective
* Budget

2. Place your order. Visit C&M'’s online ticketing website on
ATSU’s portal by selecting C&M’s Project Request icon.

3. Complete your order by selecting the appropriate icon on
C&M'’s ticketing homepage.

4. For additional information or assistance, contact C&M at
660.626.2272 or communications@atsu.edu.

C&M'’s Project Request icon

DE S

« ATSU logo request
« Digital signage

« T-shirt artwork

« Ads (digital or print)
» Newsletter

DESIGN ORDER

« Promotional items
« ATSU linens

STORE ORDER

PROJECT REQUEST

C&M'’s ticketing icons

- Business cards

- Postcards/Flyers/Brochures
- Note cards/Note pads

« Quick copy - Labels

- Envelopes

- NCR/Carbonless

PRINTING ORDER

LETTERHEAD
« University letterhead
« School/College letterhead

LETTERHEAD ORDER

Tl
« Writing/Editing
« ATSU style review
« AlI-FATSU email request

WRITING ORDER

« ATSU Brand Standards
« ATSU Style Guide
- Photoshelter

C&M services offered

Creative services

Collateral development (brochures, flyers, etc.)
Digital & print design

Editorial and style review

Photography (event coverage, headshots)
Printing and production

Marketing services

Branding, University style, and promotional items

Marketing campaigns and advertising

Public relations & social media

Mascot (Bucky) scheduling

Media services and press releases
News and information distribution
Social media official pages, content,
and community management

Publications

Annual Report
iConnect

Spark magazine
Still Magazine

Website

Content management and updates
Design and development

Search optimization

Standards, compliance, and accessibility

Submit creative services requests via
Print Shop Pro in the ATSU portal: my.atsu.edu

Need a web content update?
Submit via the service desk: service.atsu.edu
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For all questions relating to the Brand Identity Standards,
contact ATSU Communication & Marketing (C&M).
660.626.2272

communications@atsu.edu

atsu.edu/communications
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For all questions relating to the Brand Identity Standards,
contact ATSU Communication & Marketing (C&M).
660.626.2272

communications@atsu.edu

atsu.edu/communications

Missouri campus
800 W. Jefferson St., Kirksville, MO 63501

Arizona campus
5850 E. still Circle, Mesa, AZ 85206

atsu.edu
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