
3359-20-05.7     Publications, promotional materials, and marketing channels. 

(A) Publicat i ons. 

(1) Intern al publicat i ons are those mate ri al s whic h are not dist ri but ed in whole or part to 
the gener al public or of f -campus. Internal publi cat i ons incl ude ex am s and other 
class room materi al s, meeting notices and minut e s, invitat i ons, notepads and form s, 
and other materi al s whi ch contai n in form at i on solel y for the universi t y's internal 
audience.  

(2) As a gener al rule, notices of meeti ngs of commi t t ees, facul t i es, clubs, honorari es and 
the like should not be indivi dual l y duplicat ed but should be included in the 
universi t y of Akron's "Calendar of Ev ent s," and or "Digest."  

(3) All internal and exte rnal publicat i ons, as wel l as their print i ng, are handled through 
print i ng services exc ept when universi t y equi pm ent cannot handle the pr int i ng. All 
internal and external do cument s, includi ng publicat i ons that cannot be handled by 
print i ng services, are refe rred to th e pur chasi ng de part m ent which will awa rd the jo b 
to a commer ci al print er consi s t ent with Ohio law and applicabl e universi t y 
purchasi ng policies.  

(4) "The Cal endar of Ev ent s" is maint ai ned on th e universi t y of Akron websi t e for public 
event s, meetings, import ant dates, and deadli nes.  

(5) "The Universi t y of Akron Chroni cl e" is publi shed monthl y during the regular 
acad emi c yea r and is av ailabl e to all through the facul t y senat e websi t e. It contai ns 
the minut es of the facul t y senat e and other offici al inform at i on rega rdi ng universi t y 
matters.  

(6) The "Digest" is a daily news feat ure, dist ri but e d elect roni c al l y to facul t y, staff, retirees 
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(B) External non- acad e mi c publicat i ons, advert i si ng, media relat i ons, universi t y websi t e and 
social media.  

(1) External non- academ i c publicat i ons and market i ng materi al s are dist ri but ed in whole 
or part to the gen eral pub lic or to other off -campu s const i t uenci es, includi ng alumni. 
External publicat i ons an d market i ng materi al s i ncl ude, but ar e not limit ed to, all 
stati onery, busines s car ds, flyers, brochur es, postcards, invitat i ons, viewbooks, 
certifi c at es, posters, boo klet s prom ot i onal item s, news rel eases, and the universi t y's 
magazi ne; any piec es descri bi ng or prom ot i ng insti t ut es, conferences, acad emic 
program s; and other pr om ot i onal literat ure or items which bear the universi t y's 
name. Such items must be proc es sed by the of fice of universi t y comm uni cat i ons and 
market i ng. While sugges t i ons in format and conte nt are en courag ed from t he client, 
this depart m ent est abl i shes all guideli nes and has ultimat e responsi bi l i t y for th e 
design and copy of the finished product. Exce pt i ons incl ude the school of law's 
magazi ne, printed pie ce s produced by the depa rt m ent of athlet i cs and materi al s 
creat ed for m ailings and event s produc ed by the depart m ent of devel op m ent and 
alumni relat i ons.  

(2) The primary missi on of the office of unive rsi t y comm uni cat i ons and market i ng is to 
protect and man age the i mage of the unive rsi t y among external audien ces, and to aid 
in the universi t y's enroll m ent managem ent effo rt s. Thus, the depart m ent works 
closel y with the pr eside nt's office and en roll m e nt managem ent (admissi ons) to set 
priori t i es. The office of universi t y comm uni cat i ons and market i ng also works with 
indivi dual colleges, insti t ut es and depart m ent s on project s as determ i ned by the 
strat egi c missi on set by the pr esident. Those p roject s which cannot be handled 
direct l y by the office of universi t y comm uni cat i ons and market i ng will be handled 
by outside resourc es that have been approv ed in advance by th e offic e of universi t y 
comm uni cat i ons and market i ng. These reso urces incl ude fr eelan c e writers, 
designers, adv ert i si ng and public relat i ons agen cies, video produ ct i on firm s, web 
designers and othe r cr eat i ve resourc es.  

(3) The offic e of univers i t y comm uni cat i ons and market i ng is responsi bl e for establi shed 
policies and standards co ncerni ng:  

(a) The universi t y logo and seal and other trad e and servi ce ma rks on print ed and 
elect roni c m ateri al s as well as prom ot i onal item s, with the exc ept i on of ath let i cs 
marks, which are ove rsee n by the depart m ent of at hlet i cs. 

(b) The universi t y brandi ng and ident i t y system -includi ng envi ronm ent al and all print 
and elect roni c graphi cs, stati onery, and busines s cards.  

-
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(7) Universi t y websi t e. The office of unive rsi t y comm uni cat i ons and market i ng manages 
the universi t y’ s official websi t e (uakron.edu). Th ose seeking new web pag es or edit s 
to porti ons of the exist i ng websi t e must seek assi s t ance or app roval th rough the 
office of univ ersi t y com m uni cat i ons and market i ng before chang es will be made.  

(8) Mobile app. The UA mobile app, the universi ty’s free smart phon e app, is managed by 
the office of universi t y comm uni cat i ons and mark et i ng.  

(9) Social media. Th e office of universi t y com m uni cat i ons and market i ng manages the 
universi t y’ s main insti t ut i onal social media ch ann el s to serv e as the officia l voice of 
the universi t y. Depart m e nt s wishi ng to start a new social media account for their 
area must make a forma l reques t through the office of universi t y comm uni cat i ons 
and market i ng.  

(10) Media relations. Th e product i on and dist ri but i on of media rel eases (other than from 
the depart m ent of athlet i cs, E.J. Thomas pe rform i ng arts hall or "The Uni versi t y of 
Akron Press") and the m edia cov erag e solici t at i on from the unive rsi t y must origi nat e 
from the office of unive rsi t y comm uni cat i ons and market i ng, unless prior approval 
from the offic e is rec ei ved. If a depart m ent rec ei ves an outside media inqui ry or 
learns of media on camp us, the offic e of universi t y comm uni cat i ons and market i ng 
must be immediat el y notifi ed to manage the requ e s t or visi t, as appropri at e.  

(C) Acad emic publicat i o ns.  

Indivi dual s wishi ng to publi sh textbooks, workbooks, or other similar publicat i ons may 
do so through commerc i al publi shers. Indivi dua l s, groups, or depa rt m en t s wishi ng to 
publi sh learned journ al s or other peri odi c al s may do the same. Ho wever, when 
universi t y funds, wh ethe r from a depart m ent al budget or from an outside grant to the 
universi t y are to be used to pay for such publicat i ons, dealings with any commerci al 
print er must origi nat e wi th the purch asi ng dep art m ent and must be handle d accordi ng to 
establi shed universi t y purchasi ng proc edur es.  

(D) Unive rsi t y press.  

(1) The pu rpose of "The Universi t y of Akron Pr es s" is to support the universi t y's missi on 
through the publicat i on of scholarl y and cre at i ve works. 

(2) The di rect or of "The Universi t y of Akron Pre ss" shall be select ed for the posi t i on by 
the president or the pre sident's designee. The direct or shall report to the dean of 
universi t y librari es.  
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(7) Other public at i ons that are necess ary to supp ort insti t ut i onal goal s as articul at ed by 
the president are produ ced through th e of fice of universi t y comm uni c at i ons and 
market i ng. 

(F) Licensi ng and mer ch andi si ng program.  

(1) The universi t y's lic ensi ng progr am cont rol s the wa y regist ered marks and the 
universi t y name are use d. The program will prom ot e more use of the name and 
logos by manufact urers and retailers while protect i ng the use. The licensi ng program 
is admini s t ered through the offic e of universi t y co mm uni cat i ons and marke t i ng. Any 
use of the universi t y name and/or logos on any type of item other than publicat i ons 
shoul d be clear ed throug h the office of universi t y comm uni cat i ons and mar ket i ng. 

(2) The universi t y's merchandi si ng program is designed to manage the placement of 
universi t y merchandi s e i n appropri at e venu es, for purposes of both sales and image 
of the universi t y. The pro gram is admini s t ered by t he depart m ent of athlet i c s. 
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