
 

THE STORIES WE TELL
Our priority is to build on the university’s positive reputation. We strive to create 
SFU ambassadors and to extend the reach, engagement and positive sentiment 
of stories about our students, faculty and alumni contributing to societal good.

HANDS-ON LEARNING
Stories about students learning practical, hands-on skills in classrooms and 
labs or via internships, co-op terms, research awards, volunteer opportunities 
and international field schools.

PRESTIGIOUS RANKINGS AND AWARDS 
Stories about prestigious rankings and awards, or recognition, that extend 
beyond a specific field of study or touch on a relevant social issue.

KNOWLEDGE FOR GOOD
Stories about how we transform ideas created in the classroom  
or lab into innovations or ventures that benefit society.

CULTIVATING DIALOGUE 
Stories about how we cultivate dialogue, community partnerships  
and collaborations on important societal issues. 

WHAT ARE WE TRYING TO DO WITH CONTENT?
• Build the university’s reputation, and pride among community members. 
• Deliver SFU content into the hands of the right people at the right time  

for the right reason.
• Reduce the effort spent on quantity and increase the quality of our content.

BRAND ATTRIBUTES
• Unconventional
• Fearless
• Compassionate
• Approachable
• Ready

KEY MESSAGES
• We are Canada’s engaged university
• We educate change makers, visionaries  

and passionate problem-solvers
• We deliver academic and research 

excellence
• We mobilize knowledge to create 

innovation that benefits society
• We celebrate the diversity of people, 

ideas and cultures
• Our alumni, donors and community 

partners embrace the world and bring 
the promise of SFU to life

SFU VOICE IS
• Positive
• Innovative
• Witty
• Confident
• Conversational
• Concise

Defines what is unique  
and relevant about SFU.

Clarifies the qualities and 
characteristics used for key 
messages, visual identity, media, 
SFU News, marketing, recruitment 
campaigns and social channels.



STORYTELLING BASICS 
WHY SHOULD PEOPLE CARE?
• Why is this important?
• Is there a key finding?
• A new approach?
• An amazing or unusual personal accomplishment?
• Is this a first?
• Is there a sense of conflict or overcoming adversity?
• Does it generate curiosity?
• Is it timely?
• Does it have a significant impact on community or society?
• Does it elicit strong emotions?

OUR STORY APPROACH
• People first, factoids second: focus on storytelling  

through the people, using personal stories and celebrating 
their successes when possible to illustrate a topic, idea, 
initiative etc.

• Friendly, casual tone: Steer clear of the formal writing that 
can distance SFU from the audience we seek to engage and 
focus on a more informal, simplified approach, best suited  
for the web.

• Visual: Most of our stories are distributed on social so think 
about how to tell the story through photographs or video as 
well as text.

INTERVIEWING FOR BRAND
QUESTIONS FOR RESEARCH STORIES 
• How is your research making a difference?
• Do you consider your research to be unconventional?  

If so, in what way?
• Is your work visionary? Why?
• Is your research a ‘first’ in any way?
• Does your research involve community collaboration/

engagement? If so: who, how, why, etc.
• How is your work contributing to change in a particular 

sector or community? 
• Why should readers care about your research?

QUESTIONS FOR STUDENT STORIES
• What kind of experiential learning did you have? Co-op? 

Research assistant? Internship? Venture Connection? 
• What value do you find in experiential learning?
• What campus activities were you involved in? 
• What off-campus activities were you involved in?
• How has your SFU education affected your job prospects? 
• Did you find your program flexible enough to adapt  

to your needs? If so, how?
• What kinds of classroom or learning innovations did  

you encounter?

WHEN A STORY REACHES C&M
YOU’VE GOT A STORY IDEA! NOW WHAT?
• Use the story submission form on the communicators’ 

toolkit.
• We will collaborate with you to decide the story’s  

priority and treatment (media, SFU News, photos, video).
• If the story is an institutional priority, we’ll work with you  

to create the story and assets.
• If the story is a department/faculty priority, C&M will offer 

guidance, editing and mentoring, and you’ll draft the story, 
gather visuals and complete end-to-end content, including 
copy for the various social channels.

WHAT’S IN IT FOR YOU?
• Communicating our stories consistently using the  

Brand DNA strengthens our individual messages and  
SFU’s reputation.

• Editing, mentoring and support
• Multi-channel approach
• Increased impact by leveraging institutional channels  

for your content
• Media relations, advice and coaching for yourself  

and people in your department or faculty
• If it’s an institutional priority, we’ll cover videos and photos
• Targeted boosting on social

SFU COMMUNICATORS’ TOOLKIT
sfu.ca/communicatorstoolkit

www.sfu.ca/communicatorstoolkit



