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All students and staff are responsible  
for nurturing and developing the brand 
Karolinska Institutet (KI). We do so  
by, among other things, using our logo, 
fonts, colours and images in a con- 
sistent way. This strengthens KI’s 
brand, while at the same time create 
recognition and clarity in our com- 
munication.  

Find more information about how to 
use KI’s brand in Guidelines on the 
Karolinska Institutet brand: 
https://staff.ki.se/tools-and-support/
communication-tools-and-support/
brand-platform-and-graphic-profile/
guidelines-on-the-karolinska-institu-
tet-brand

KI should be perceived as outward- 
looking, modern and credible with a  
very good reputation. The graphic 
profile should reflect KI as a leading 
medical university. The profile should 
be clear and easy to recognise plus 
make it easier for users to do the right 
thing.

Since we are a public authority, the 
profile must also be able to meet the 
requirements based on the law on  
accessibility to digital public service.  
It is important that everyone can  
access KI’s information on equal terms.

The manual describes the different 
parts of the graphic profile; logotype, 
typeface, colours, graphic elements 
and images. We show examples of 
what our design looks like and how to 
apply it in different channels. 

Contact
You can find KI’s brand platform and 
graphic profile online: https://staff.
ki.se/tools-and-support/communica-
tion-tools-and-support/brand-plat-
form-and-graphic-profile

The Communications and Public  
Relations Office is responsible for  
the content and development of  
the graphic manual.

About the graphic profile

We are advancing
knowledge about life
and strive towards
better health for all.
To get closer to our vision, we  
need a strong, recognised and 
well-profiled brand.

https://staff.ki.se/tools-and-support/communication-tools-and-support/brand-platform-and-graphic-profile/guidelines-on-the-karolinska-institutet-brand
https://staff.ki.se/tools-and-support/communication-tools-and-support/brand-platform-and-graphic-profile/guidelines-on-the-karolinska-institutet-brand
https://staff.ki.se/tools-and-support/communication-tools-and-support/brand-platform-and-graphic-profile/guidelines-on-the-karolinska-institutet-brand
https://staff.ki.se/tools-and-support/communication-tools-and-support/brand-platform-and-graphic-profile/guidelines-on-the-karolinska-institutet-brand
https://staff.ki.se/tools-and-support/communication-tools-and-support/brand-platform-and-graphic-profile/guidelines-on-the-karolinska-institutet-brand
https://staff.ki.se/tools-and-support/communication-tools-and-support/brand-platform-and-graphic-profile
https://staff.ki.se/tools-and-support/communication-tools-and-support/brand-platform-and-graphic-profile
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Logotype

Our logotype

The Karolinska Institutet logo is the 
university’s signature and quality stamp 
and is to be used in all our communica-
tion. Even when a department, division, 
unit or centre at KI is the sender of the 
information, Karolinska Institutet’s logo 
should be used. Karolinska Institutet’s 
brand and logo represent the entire 
organisation. 

Colours
The logo is available in both plum and 
white and these are the versions to be 
used primarily. The black logo is only 
used in print when colour is not available. 

Components
Karolinska Institutet’s logo consists of 
the university seal and typographical 
name. The logo is to be seen and used  
as a composite and indivisible whole.

KI’s logotype - positive version KI’s logotype - negative version

The seal consists of a snake bowl, the rod  
of Asclepius and a cockerel. The rod of  
Asclepius is named after the god of medi- 
cine, Aesculapius or Asclepius. Over time, 
the snake became coiled around the staff 
borne by the god. The snake bowl was ori- 
ginally depicted together with Asclepius’ 
daughter, the virgin goddess of health 
Hygieia or Hygiea. The snake ate from her 
bowl, which was considered to bring good 
fortune. The cockerel symbolises new life 
and was sacrificed to Asclepius by those 
who had recovered from illness. 

Seal Word picture

KI’s logotype
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Horizontal and vertical version
The logo is available in two versions, 
horizontal and vertical. The first choice 
should always be the horizontal logo.  
If there is limited space in the layout or 
if the logo must be positioned centrally, 
the vertical version is more appropriate.

Digital version
The digital version of the logo, with fewer 
details, is optimised for small sizes in 
digital channels.

Seal
The seal should always be used together 
with the typographical name. However, 
exceptions can be made when the for-
mat is too small and when it is perfectly 
clear that KI is the sender. One example 
would be in social media, where Karo-
linska Institutet is indicated in text right 
next to the logo. The seal alone may also 
be used in ceremonial contexts.

Language
The logo is not translated into other 
languages.

Format
The KI logo is available for both digital 
use and for print in different file formats:  
EPS format for print production,  
PNG format for simpler printouts,  
JPG, PNG and SVG formats for screen 
views.

Digital version of the logotype

KI’s logotype - horizontal version KI’s logotype - vertical version

Simpler 
motive

Partly open 
forms

Thicker  
lines

Bolder text
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Guidelines for the use  
of the logo

To ensure logo visibility, don’t place 
the logo against detailed and cluttered 
backgrounds. Also, to ensure that the 
logo is clearly visible, it is important that 
there is an exclusion zone around the 
logo. The exclusion zone is the empty 
space that must be left around the logo 
in relation to other graphics, text, or the 
edge of the surface. 

The logo must not be cropped, distorted 
or misrepresented in any way. It is also 
create your own originals or variants of 
the logo is not allowed.

Digital vs regular version
Use the digital version of the logo in  
digital contexts, such as for the web,  
social media, film and digital presen- 
tations.

Use the regular logo for analog materials 
such as printed matter, printouts,  
promotional products and signage.

Digital version of the logo for web, social media, film 
and ppt-presentations

The regular version of the logo for printed material, 
printouts, promotional products and signage

Exclusion zone - The height of the letter K illustrates the dimension 
of the exclusion zone.
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Logotype

Position of the logo

The logo can be placed both on the right 
or the left-hand side, depending on the 
device being used. See examples in the 
applications section. The position should 
always take into account the exclusion 
zone.

Use KI’s templates when producing a 
poster or a presentation, where the logo 
is already in the correct position and 
using the correct exclusion zone. 

Printed matter back side Printed matter front side

Powerpoint presentation

Web page
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Colours

Primary colours

Karolinska Institutet’s colour palette is 
based on the plum colour which is one 
of KI’s main identity bearers. The colour 
palette is designed to create dynamism 
and a modern expression and contri-
butes to KI having a consistent visual 
expression.

There are five primary colours in addition 
to black and white. The primary colours 
are dark plum, orange, light orange, light 
blue and plum.

Dark plum is used in text, as a back-
ground colour and in infographics. 

Orange is used as an accent colour, for 
instance to highlight specific content. 

Light orange and light blue are primarily 
used, along with white, as background 
colours. 

Plum is mainly used in the logo and in 
infographics/illustrations (not to be used 
as background colour).

Black is mainly used as text colour.

The colours meet the accessibility 
requirements in terms of contrast and 
readability.

Primary colours Logotype colour

Dark plum Orange Light orange Light blue Plum

The distribution of colours (with the exception of black, which is mainly used in text) aims to 
give an indication of how the overall colour expression should be.
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Colours

Functional colours

To create an even more flexible palette, 
KI has a set of functional colours. This 
provides great opportunities for variation 
based on your needs. 

The functional colours can be used for 
charts, infographics or illustrations. See 
examples in the applications section.

KI’s functional colours consist of 6  
colour clusters: 1. plum, 2. orange,  
3. blue, 4. grey, 5. green och 6. yellow. 
Each cluster in turn contains three 
shades of varying color intensity. (The 
numbers indicate the order of priority).

Colour management – charts
To ensure a uniform expression, as well 
as good contrasts, we use a fixed colour 
order, where dark and light tones alter-
nate. See example to the right.

For accessibility, texts or numbers 
should be in black and placed next to 
the bar/chart section. In graphs and 
charts, the brightest colours need to 
have outlines (0,5 pt thin black outline) 
to enhance contrast between colours.

Colour management – infographics
Infographics also build KI’s identity.  
Therefore, the colour clusters of the 
primary colours plum (1.) and orange 
(2.) should primarily be used. To avoid 
a messy expression, no more than two 
colour clusters should be used.

Functional colours

Colour management – charts
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Colours and accessibility

We want everyone to access our  
material and therefore we are working 
with accessibility through clear contrasts.

Colour combinations 
The letters within the circles show  
possible colour combinations that  
generally meet the accessibility require-
ments when it comes to readability  
and contrast for KI’s primary colours.

If you want text or numbers on a func- 
tional colour, choose black or white text  
- the colour that creates the most  
contrast with the background colour.

The size of the text also affects the  
colour impression and the readability, 
especially in digital media. Therefore, 
specific recommendations regarding  
text sizes can be found in the WCAG 
guidelines*.

*Web Content Accessibility Guidelines

Colours

Possible colour combinations for text against background colours

The examples are based on plain text 
on a large scale of at least 18 pt/24 px 
and smaller text of at least 14 pt/18.5 
px. The letters in the circles above cor-
respond to the mentioned dimensions, 
for larger and smaller text, and indicate 
which colour combinations are allowed. 
All color combinations, except for dark 
plum on orange, work on a large as well 
as a small scale. 

NB! Larger typography is generally 
used in digital channels than in printed 
matter (for example 16 pt body text  
on the web would correspond to app-
roximately 9 pt body text in a printed 
matter). 
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Colours

Dark plum 
PMS 	 229c / 2357u 
CMYK 	 20/100/0/70 
RGB 	 79/4/51 
HEX# 	 4F0433

Plum 
PMS 	 228c/u 
CMYK 	 20/100/0/40 
RGB 	 135/0/82 
HEX# 	 870052

Light plum 
PMS 	 9323c/u 
CMYK 	 8/15/5/0 
RGB 	 237/219/228 
HEX# 	 EDDBE4

Dark orange 
PMS 	 201c / 187u 
CMYK 	 0/90/60/30 
RGB 	 184/65/69 
HEX# 	 B84145

Orange 
PMS 	 170c / 2024u  
CMYK	 0/60/50/0  
RGB	 255/135/111  
HEX#	 FF876F

Light orange 	 As background 
PMS 	 9280c / 9061u  
CMYK	 0/7/5/0  
RGB	 254/238/235  
HEX#	 FEEEEB

Dark blue 
PMS 	 2217c / 3165u 
CMYK 	 100/70/60/40 
RGB 	 0/44/52 
HEX# 	 002C34

Blue 
PMS 	 2397c/u  
CMYK	 70/0/27/0  
RGB	 77/181/188  
HEX#	 4DB5BC

Light blue	 As background 
PMS 	 50% 9481c / 9424u 
CMYK	 8/0/5/0  
RGB	 237/244/244  
HEX#	 EDF4F4

Black 
PMS 	 Black  
CMYK	 0/0/0/100  
RGB	 0/0/0  
HEX#	 000000

Grey 
PMS 	 70% Black c/u  
CMYK	 0/0/0/70  
RGB	 102/102/102  
HEX#	 666666

Light grey	 As background 
PMS 	 10% Black c/u  
CMYK	 0/0/0/10   
RGB	 241/241/241  
HEX#	 F1F1F1

Dark green 
PMS 	 343c / 342u  
CMYK	 100/60/90/30 
RGB 	 9/67/52  
HEX#	 094334

Green 
PMS 	 346c / 345u 
CMYK	 65/0/60/0 
RGB 	 84/185/134 
HEX# 	 54B986

Light green 
PMS 	 566c/u  
CMYK	 25/0/23/0  
RGB	 199/236/220 
HEX#	 C7ECDC

Dark yellow 
PMS 	 2012c / 130u 
CMYK	 0/50/100/0 
RGB	 45/154/0 
HEX#	 F59A00

Yellow 
PMS 	 1345c / 2005u 
CMYK	 0/20/60/0  
RGB	 255/198/109 
HEX#	 FFC66D

Light yellow 
PMS 	 9160c / 9224u  
CMYK	 0/10/25/0  
RGB	 255/231/194 
HEX# 	 FFE7C2

In infographics

0/15/15/0 
255/221/214 
FFDDD6

In infographics

18/0/10/0  
204/235/237  
CCEBED

In infographics

 
221/222/224  
DDDEEO

Colour codes
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Typeface for branding

DM Sans Regular,
Medium, Bold & Italic

The font DM Sans is developed by Google 
and adapted to work well in digital as 
well as print channels. The font has a high 
readability on screen, which is important 
from an accessibility point of view.

DM Sans is used in both digital channels 
and in printed matters, for example in 
headings, body texts, captions, pream-
bles, subheadings and buttons.

Typeface

DM Sans Regular	 DM Sans Medium

DM Sans Bold	 DM Sans Italic
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Use and hierarchies 

Main headings (heading level 1) use
DM Sans Medium 

Subheadings use DM Sans Bold (heading 
level 2 & 3) and DM Sans Italic (heading 
level 4).

Preambles and body text use Regular. 
Italic is also used in body text to dis-
tinguish and highlight specific content.

Heading levels 1 and 2 are set with setting 
optical kerning as well as pinching -15, 
making the text less sparse..

Colours
Typography is set solely in the colours 
black, dark plum and white and against 
colour backgrounds where the contrast 
requirements are met.

System typefaces
Arial och Times New Roman can be 
used if DM Sans is not available due to 
technical reasons or in contexts when KI 
communicates along with other brands 
such as Karolinska University Hospital or 
Region Sthlm.

Typeface

Heading level 1	 Example 
DM Sans Medium	

Heading level 2 och 3 	 Heading level 4	  
DM Sans Bold	 DM Sans Italic

Preambles		   
DM Sans Regular

Body text		   
DM Sans Regular + Italic
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Use of images

Images can be photographs, but also 
illustrations, graphics, or image montages 
for still images or films. KI’s graphic profi-
le contains a checklist (see right) for how 
we consistently use images and films.  
When choosing an image, strive to be 
gender-aware, norm-critical and  
inclusive in the choice of images. 

AI-generated images
When marketing Karolinska Institutet,  
we do not use AI-generated images to 
represent our campus environments, 
staff, or students. We use images of 
actual environments, researchers, and 
students to create a credible image of KI. 

AI-generated images can be used for 
various types of graphics and thematic 
images, mainly for material that would 
otherwise have been illustrated with 
purchased genre images from an image 
bank. 

Images

Examples of images	

1. Genuine and natural
Images and film should reflect and bring 
KI’s operations to life. Images should pre-
ferably be taken in KI’s environments and 
by employees and students ”in action”. 

2. Relevant for the context
Images and film must have a connection  
to the subject being illustrated. For 
example, if you need to illustrate a confe-
rence about cancer research, choose a 
research-related image, an image of con-
ference participants, or an image of the 
place where the conference will be held. 

3. Professional and in high quality
Images and film must be characterized 
by high quality and live up to the require- 
ments for openness and accessibility 
that are imposed on public activities. The 
images should be in high resolution, have 
good light/contrast/focus, and preferably 
be taken by a professional photographer.

4. Realistic – especially in labs and 
clinical settings
Double-check, for example, that jewelry, 
hair, and clothes follow the hygiene re-
quirements for the specific environment.

5. Useful and not only serve as  
decoration or to fill space
MGraphics can help us visualize things 
that are difficult to explain using only 
photos or text. For example, if you want 
to show a procedure, a connection 
between things or development.

If possible, avoid images that feel un-
natural and taken out of their contexts, 
such as over-arranged agency stock 
photos and clip art pictures..

6. Gender-conscious, norm-critical 
and inclusive 
KI values diversity, different opinions, and 
many voices, which should be reflected 
in the image choice. Images should, for  
example, show the entire KI (both Cam-
pus Flemingsberg and Campus Solna),  
as well as show the breadth of KI’s 
education and research environments 
(not just education with high application 
pressure). Our target groups/visitors/
users should be able to recognize them-
selves in our images. 

7. Free from alcohol and drugs
KI works for a drug-free work and study 
environment by distancing itself from 
alcohol, drugs, and other addictive sub-
stances, and this also applies to images. 
Exceptions are genre images to illustrate 
research in these areas. 

8. Free from product placements
Avoid logos and marks on objects and 
clothing. If possible, avoid displaying  
advertisements or logos in the back-
ground.

Checklist for images
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Facts Facts

Use of graphic elements

Graphic elements can be used to  
complement images, colours and text. 

All graphics and icons draw their  
inspiration from our logo, with its bold, 
rounded letterforms and clear contrasts, 
creating a clean and distinct minimalist 
look.

Boxes can be used to highlight content: 
an orange box to make something stand 
out against a dark plum-coloured back-
ground, and a dark plum-coloured box  
to make something stand out against a 
light blue or light orange background.

Our icons should be as clear and  
minimalist as possible. We never use 
shadows, opacity or borders on our  
icons and graphic elements.

Graphic elements

Examples of graphic elements and icons	
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KI as primary sender

It must be clear that KI is the primary 
sender, so it is important that partner 
logos do not compete with KI’s logo. 
Partner logos should therefore be visually 
perceived as about half the size of KI’s 
logo. The exact size depends on the  
design of each partner’s logo. 

Partner logos are placed in one of the 
other corners, depending on the unit. 
If there are several partner logos, they 
should be grouped in one place, 
in one of the corners. 

In general, strive for consistent handling 
of all the entities concerned.

KI’s brand in collaborations

Size

Position
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Several equivalent senders

When KI and its partners are equivalent 
senders, the logos should also be per-
ceived as similar in size. As our partners’ 
logos can vary from each other, there are 
no exact measurements to relate to, but 
instead we strive for visual balance.

The logos can be placed independently 
of each other or together as long as the 
exclusion zone is respected. Where the 
logos are placed on the units is deter-
mined by the visual expression of each 
collaboration.

KI’s black or white logo version can be 
used in this type of context provided that 
the other partners similarly handle their 
logos.

In joint communication such as this a 
neutral profile should be used, i.e. no 
visual assets linked to each partner. 
However, a neutral profile does not mean 
in this context that the design language 
must be toned down. It can be playful 
and colourful as well as formal and black 
and white. This is determined by the  
visual expression of each collaboration.

A short clarifying text can be added if it 
fits the context.

KI’s brand in collaborations

Size

Position

Logo Logo

Logo

A collaboration between

Logo

A collaboration between
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Other primary sender, 
KI together with other logos 

If several senders are presented together, 
KI’s logo must be a natural part of the 
context and be perceived as equivalent 
to the other senders. 

It must be clear that KI is the partner logo 
and not the primary sender. This should 
be reflected by KI’s logo being clearly  
smaller than the logo of the primary 
sender.

The black or white version of the KI logo 
can be used in this type of context to  
ensure that the logo is well represented 
and does not clash with the visual  
expression of the primary sender.

A short clarifying text can be added if it 
fits the context.

KI’s brand in collaborations

Size

Position

Logo

Logo

In collaboration with

In collaboration with

Logo
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Covers

Covers for printed material should be 
clear and simple in their design. Start 
with a clear image grid where you can 
choose to use one or more images.  
Make sure to work in some air, and use 
fewer images to create dynamism.  
 
The background should be one of KI’s 
primary colours; dark plum, light blue, 
light orange or white.  
 
The text colours will then be black or 
dark plum against a light background or 
white against a dark plum background.  
 
The logo is placed to the right on front 
pages and to the left on back pages.

Applications - print

Examples of how to work with image grids
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Applications - print

Examples of covers

Budgetunderlag

Ett medicinskt universitet

Dnr 1-1117/2023

2025
 -2027

Department of 
Global Public Health

Årsredovisning

Ett medicinskt universitet

2023

KI’s new professors on their research
Meet the prize winners

From Cell  
to Society 2023

Karolinska Institutet   |   171 77 Stockholm   |   ki.se   |   08-524 800 00 
ANTAGNINGEN   |   antagning@ki.se   |   08-524 862 50  (tis, tors 9.30-11.00)

ALLMÄN STUDIEVÄGLEDNING   |   studievagledning@ki.se   |   08-524 863 50  (mån 9.30-11.30, ons 14.00-15.30)

KI
Studera på

24/25

Ett medicinskt universitet

Optikerutbildningen  
Karolinska Institutet
Eugeniavägen 12, 1tr 
171 64 Solna

Telefon 08-524 825 22 

Produkter du fått med dig

Linser: .............................................................................................................................................................

Rengöringssystem: ................................................................................................................

Första dagarna
Som ny linsbärare behöver ögonen vänja sig  
gradvis med linserna.

Första dagen använd linserna ......................timmar.

Öka sedan bärtiden med .....................timmar per dag.

När du är van med linserna, använd linserna enligt 
din optikers rekommendationer.

Bra att veta
•  Hantera inte dina linser i badrummet.  

Det är en varm och fuktig miljö vilket  
ökar risken för infektioner.

•  Låt aldrig dina kontaktlinser komma  
i kontakt med kranvatten.

•  Vid hantering av linser börja alltid med 
samma öga för att inte blanda ihop  
höger och vänster.

•  Använd inte linser vid förkylning.

•  Byt inte linssort eller linsvätska utan  
att rådfråga din optiker.

•  Om du sminkar dig, sätt i linserna  
innan du sminkar dig. Ta ur dem  
innan du tvättar bort sminket.

•  Det är viktigt att du alltid har ett par bra 
glasögon till hands för de tillfällen när 
det inte passar att använda linserna.

•  Har du frågor är du alltid varmt  
välkommen att kontakta oss på  
Optikerutbildningens Ögonklinik.
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forskning



29Karolinska Institutet 
Graphic manual

Ads

For ads, it is important that the message 
is clear and that it is easy to see that  
Karolinska Institutet is the sender.  
 
If the space is small, it is recommended 
to include only the headline, logo, and 
QR code or link to a website for more 
information. 
 
The background should be one of KI’s 
primary colours: dark plum, light blue, 
light orange or white. The text colours will 
then be black or dark plum against a light 
background or white against a dark plum 
background.  
 
The logo can be placed both on the right 
and left depending on the conditions for 
each ad. 

Applications - print

Examples of how ads can be designed

Läs till logoped på KI
Ansök senast den 15 april 2024

ki.se/logoped
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Ett medicinskt universitet

En logoped jobbar med människans kommunikations-
förmåga: språket, talet och rösten. Ät- och svälj- 
svårigheter är ett annat viktigt arbetsområde. 
Utbildningen är både teoretisk och praktisk med  
kurser i logopedi, psykologi, lingvistik och medicin. 

Yrket passar dig som är intresserad av kommunikation, 
människor och sjukvård. Arbetsmarknaden för  
logopeder är stabil och det är god tillgång på arbete.

Nätverket KI-Lifestyle4Health bjuder  
18 november in till en halvdag med 
föreläsningar och interaktiv workshop 
om hur vi kan förebygga våra vanliga 
folksjukdomar.

Halvdagen är öppen för alla som är  
intresserade av bra levnadsvanor som  
kan förebygga exempelvis högt blodtryck, 
typ 2-diabetes, hjärt-kärlsjukdom och  
psykisk ohälsa. Du kommer att få praktisk 
kunskap, strategier och personliga insikter 
för att kunna välja en mer hälsosam livsstil 
och minska risken för sjukdom. Du kommer  
också få möjlighet att mäta blodtryck, 
greppstyrka och blodsocker. Välkomna! Fo
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Lär dig leva 
hälsosammare

Tid: Lördagen 18 nov 2023 kl. 13:00-15:30

Plats: Nobels väg 10, KI Campus Solna  
(Klubbvåningen, Medicinska föreningen)

Anmäl  
dig här:

KI Alumni är ett professionellt och socialt 
nätverk för alla som studerat, forskat eller 
arbetat vid Karolinska Institutet.

Välkommen 
till KI Alumni

Som medlem i KI Alumni

•  bjuds du in till alumnföreläsningar, återträffar  
och andra evenemang vid Karolinska Institutet.

•  får du vårt nyhetsbrev fyra gånger om året och  
en gratis prenumeration av Medicinsk Vetenskap.

•  är du del av ett globalt nätverk där du kan behålla  
kontakten med andra alumner, kurskamrater och  
nya värdefulla relationer verksamma inom många  
olika områden i över 50 länder.

Medlemskapet är kostnadsfritt.

Gå med idag! ki.se/alumni
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Examples of ads
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Posters

Our posters should be easy to read from 
a distance and are used to communicate 
short messages. There is a template for a 
simple poster.

Scientific poster
A scientific poster should provide a quick 
overview of your research project. The 
templates are available in both vertical 
and horizontal formats.

Applications - print

Templates for posters

Lorem ipsum dolor sit amet, consectetur adipisc ing elit, sed do di tem eici 
blam et quis non renis dolores torecab inctusa nes ut ex et perrovitiis mos 
pores inctur aliquidi aut eos ant.

Tid:  Datum, klockslag
Plats:  Sal, campus, adress, stad

För mer information kontakta: 
Namn, titel, arbetsplats, e-post, telefon

ki.se

Rubrik
Lorem ipsum dolor sit amet, consectetur adipisc ing elit, 
sed do di tem eici blam et quis non renis dolores torecab inctusa 
nes ut ex et perrovitiis mos pores inctur aliquidi aut eos ant.

Foto: Namn Efternamn.

Rubriken bör ligga på 
max två rader
Förnamn Efternamn

Slutsatsen först
Syftet med en poster är att nå ut med ett 
budskap! Fånga läsarens intresse genom att 
börja med det viktigaste! (du har bara några 
sekunder på dig).  

Presentera vad som har gjorts, av vem samt 
resultat och slutsats. Fatta dig kort. För mycket 
text gör att budskapet går förlorat. Försök se till 
att postern ger ett luftigt intryck.

Introduktion
Många posters är svårlästa. Viktiga resultat  
döljs ofta i för många ord. Försök inte få med allt! 
Var logisk – då är det lättare att följa budskapet. 

Målet med postern
Nå ut med budskapet! Väck intresse, nyfikenhet 
och uppmärksamhet. Postern ska fungera som 
en annons och inte som en rapport. 

Använd bilder
Med hjälp av illustrerande bilder kan du fånga 
intresset och skala bort onödig text. Har du inte 
bilder, är det absolut värt att lägga ner lite extra 
möda på att skaffa det. 

Tips: 
Om en poster ska kunna läsas på håll bör 
bokstäverna vara centimeterhöga och 
typsnittet utan klackar, som KI:s typsnitt 
DM Sans. Vänsterställd text är mest 
lättläst, max 45 nedslag per rad och 4-6 
rader per textstycke. 

Skriv ett mer ”matnyttigt” material som 
du kan ge ut som handouts där du 
presenterar mer detaljerad information, 
bakgrund, metod och dylikt att ta med.

Ange bildbyline/källa om du använder bilder.

Avsluta med en vink om vad som är 
på gång framöver i din forskning. 
Lägg gärna till en bild på dig själv.

Karolinska Institutet 
Namn Efternamn
Titel / Avdelning
Besöksadress / Postadress

E-post: bildmakarna@ki.se 
Telefon: 08-524 842 01
Fax: 08-000 000 00 
Webbsida: bildmakarna.kib.ki.se

Använd diagram för att illustrera resultat.

Rubriken bör ligga på 
max två rader
Förnamn Efternamn

Slutsatsen först
Syftet med en poster är att nå ut med ett 
budskap! Fånga läsarens intresse genom att 
börja med det viktigaste! (du har bara några 
sekunder på dig).  

Presentera vad som har gjorts, av vem samt  
resultat och slutsats. Fatta dig kort. För 
mycket text gör att budskapet går förlorat. 
Försök se till att postern ger ett luftigt 
intryck.

Introduktion
Många posters är svårlästa. Viktiga resultat  
döljs ofta i för många ord. Försök inte få 
med allt! Var logisk – då är det lättare att 
följa budskapet. 

Målet med postern
Nå ut med budskapet! Väck intresse, 
nyfikenhet och uppmärksamhet. Postern 
ska fungera som en annons och inte som 
en rapport. 

Använd bilder
Med hjälp av illustrerande bilder kan du 
fånga intresset och skala bort onödig text. 
Har du inte bilder, är det absolut värt att 
lägga ner lite extra möda på att skaffa det. 

Tips: 
Om en poster ska kunna läsas på håll bör 
bokstäverna vara centimeterhöga och 
typsnittet utan klackar, som KI:s typsnitt 
DM Sans. Vänsterställd text är mest 
lättläst, max 45 nedslag per rad och 4-6 
rader per textstycke. 

Skriv ett mer ”matnyttigt” material som 
du kan ge ut som handouts där du 
presenterar mer detaljerad information, 
bakgrund, metod och dylikt att ta med.

Karolinska Institutet 
Namn Efternamn
Titel / Avdelning
Besöksadress / Postadress

E-post: bildmakarna@ki.se 
Telefon: 08-524 842 01
Fax: 08-000 000 00 
Webbsida: bildmakarna.kib.ki.se

Ange bildbyline/källa om du använder bilder. Använd diagram för att illustrera resultat.

Avsluta med en vink om vad som är 
på gång framöver i din forskning. 
Lägg gärna till en bild på dig själv.

Examples of posters

Upplev studentlivet, gå på rundvandringar och 
träffa både studenter och studievägledare från 
Karolinska Institutet. Läs mer på ki.se/oppethus

Kom och träffa oss på 
Öppet hus på campus 
Flemingsberg 21 mars! 
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När: Torsdag den 21 mars, kl. 14.00-17.30 
Var: Campus Flemingsberg 

Ett medicinskt universitet

På KI kan du studera till:
Arbetsterapeut 
Audionom 
Biomedicinsk analytiker 
Fysioterapeut 
Biomedicinare 
Logoped 
Läkare
Optiker 
Psykolog 
Röntgensjuksköterska 
Sjuksköterska 
Tandhygienist 
Tandläkare

Bakgrund: I tidigare studier har det framkommit  
att unga vuxna med astma upplever sig bort-
tappade i vården. För att förbättra vården har 
både internationella och nationella riktlinjer 
kring transition publicerats. 

Syfte: Att få ökad kunskap om hur vården av 
unga med astma och allergisjukdom bedrivs 
gällande transition och transfer.

Brister i vården – vi följer inte riktlinjerna 
för transition!
Birgitta Lagercrantz*, Maria Ödling, Inger Kull

Metod: En webbaserad enkät skickades ut till  
professionsorganisationerna: ASTA, BLF al, NAAKA och  
SSFA. Kvantitativa och kvalitativa data samlades in.

Birgitta Lagercrantz, 
Allergikonsulent, 
Region Kronoberg 
birgitta.lagercrantz@ki.se

Maria Ödling, Med dr.
Institutionen för klinisk forskning och utbildning
Karolinska Institutet 
maria.odling@ki.se 

Figur: Visar hur många procent som följde 0-5 av huvudrekommendationerna.

Inger Kull, Professor i vårdvetenskap
Institutionen för klinisk forskning och utbildning
Karolinska Institutet
inger.kull@ki.se

Transition. Övergång kan avse en  
process, exempel på övergångar i livet 
är utvecklingsrelaterade övergångar. 

Transfer. Överföring innebär en  
händelse eller serie av händelser,  
t ex byte av vårdgivare.

Slutsats: Följsamheten till gällande rikt-
linjer var låg. Fokus verkade vara främst 
på transfer och inte på transition. 

Resultat: Totalt 245 personer besvarade
enkäten. 
Sammanlagt 56.4% (n=93) följde ingen eller 
en av de fem huvudrekommendationerna. 
Tre av fyra av vårdpersonalen hade inga  
regelbundna möten med andra vårdgivare.
Identifierade hinder var:
-  brist på resurser, kunskap och tid. 
-  kulturella skillnader mellan vårdnivåer. 
-  oklara rutiner kring överföring från  
 barn till vuxenvård och oinformerade    
 patienter angående överföringen.

Data collection
Cross-sectional survey.

Quantitative analysis
Descriptive statistics at the group level.

Qualitative analysis
A qualitative descriptive approach 

with a conventional content analysis.

Huvudrekommendationer från EAACI och BLFal: 
1.  Starta transition tidigt genom att ungdomen från 12 

års ålder får träffa vårdgivaren själv en del av mötet. 
2. Ge patientutbildning riktad till ungdomen. 
3. Ge information och påbörja diskussion om yrkesval. 
4. Använd en skriven behandlingsplan. 
5. Initiera samarbete mellan barn- och vuxensjukvård.

Quantitative findings
More than half of the healthcare  

professionals followed none or one of  
the key recommendations. Less than a  

third of the healthcare professionals  
performed directed patient education.

Qualitative findings
Barriers identified: lack of resources,  

knowledge, and time among healthcare  
professionals. Also, cultural differences  

and inadequate communication between  
paediatric and adult healthcare, and  

unclear routines. Further, patients were  
not informed about the transfer.

Results and interpretation
Among healthcare professionals, there was  
little focus on the transition. The patients  

were not prepared for a transfer or for  
the cultural differences between paediatric  

and adult healthcare settings.

Transitional care of adolescents and 
young adults with asthma and allergy  
– The healthcare professional perspective:

60

50

40

30

20

10

0

Pr
oc
en
t, 
%

Antal rekommendationer som följdes 
(n=antal)

0 to 1  2  3  4 to 5
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37

24,2 15,8
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n=0  n=1  n=2  n=3  n=4 to 5 

Figur: Datainsamling, analys och resultat. 

*) presenterar postern.

Did you know you can create ads to sell, buy, rent, or donate lab and/or 
office equipment at ki.se?

On the page Buy and sell lab and office equipment at the staff portal, 
you can advertise the selling, giving away, or asking for equipment within KI.  
You may only sell equipment belonging to KI, or other governmental authority.

Buy and sell lab and 
office equipment

Visit the page
staff.ki.se/adverts

Illustration: Noun Project
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Theses

A thesis from Karolinska Institutet  
must follow KI’s graphic profile. 

There are cover templates for doctoral 
theses and licentiate theses. What  
distinguishes them is a thin line above 
the title. 

The doctoral student can choose to  
include a picture or illustration or leave 
the image area blank. 

Business cards

Business cards from Karolinska Institutet 
must follow KI’s graphic profile.

There is a template for business cards 
and also combination templates if you 
have employment at a partner hospital.

Applications - print

Cover templates for theses

Thesis for doctoral degree (Ph.D.) 
2022

Title of thesis - a long title can run 
over two or three lines

Name Surname 

Thesis for d
octoral d

egree (Ph.D
.) 20

22
N

am
e Surnam

e
Title of thesis

Thesis for licentiate degree
2022

Title of thesis - a long title can run 
over two or three lines

Name Surname 

Thesis for licentiate d
egree 20

22
N

am
e Surnam

e
Title of thesis

Namn Efternamn 10/10 pt
Titel 8/10 pt

Namn på institution/organisatorisk tillhörighet, 6/8 pt
(kan vara en eller två rader)

Besöksadress | 171 77 Stockholm | 08-524 000 00
Direkt: 08-525 123 45 | Mobil: 070-123 45 67 | Fax: 08-31 11 01

E-post: namn.efternamn@ki.se | Webb: ki.se

Template for business card
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Web and digital
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Web

Our website ki.se follows the graphic 
profile in all components.

We also use the DM Sans font on the 
website. The font has a high readability 
on screen, which is important from an 
accessibility point of view.

The design of our other digital systems 
and services should be based on the 
design of ki.se to create uniformity, such 
as headers and footers.

Applications - web and digital

Exemples of webpages
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PowerPoint

KI has a simple template with great 
flexibility that you can use to create a 
PowerPoint presentation.  
 
The template has a start and end page in 
KI’s profile colour dark plum with a white 
logo. For other page layouts, a white 
background or light blue section page is 
used.

Applications - web and digital

Exemples of pages in a PowerPoint presentation
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Banners

A banner is a small digital ad. It can 
consist of just text or one to several  
images that alternate or animate in  
different ways. The logo can be placed  
to the right or left depending on the 
format. It is important that the message 
is short and clear.

Applications - web and digital

Examples of banners
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Social media

In social media, only KI’s seal is used in 
the profile picture as the text otherwise 
will be too small to read. Karolinska  
Institutet is indicated in text next to it.  
 
There are templates for social media 
posts that follow the graphic profile.

Applications - web and digital

Examples of social media posts	 Examples of social media templates
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Examples of digital screensDigital screens

Digital screens are an important channel 
of information for KI employees. These 
information screens also contribute  
to the image of KI for external visitors  
- In many of KI’s buildings, the screen is 
the first thing visitors encounter. 
 
Attractive screens with relevant content 
about KI’s activities that follow KI’s  
graphic profile strengthen KI’s brand.  
 
There are templates for digital screens  
in PPT format.

Applications - web and digital
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Profile material
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Rollups

Rollups can be used to spread messages 
and information at fairs and other events. 
 
On our rollups, the logo is placed high up 
and the text in a size that is easy to read 
even at a distance.  
 
The content should be brief, so feel free 
to add a link to a website for more  
information. You can use KI’s payoff  
Ett medicinskt universitet or A medical 
university at the bottom.  

Applications - profile material

Examples of rollups

Vi driver utvecklingen  
av kunskap om livet 
och verkar för en 
bättre hälsa för alla.

Ett medicinskt universitet
ki.se
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A medical university
ki.se/gph

Department of 
Global Public Health 
at Karolinska Institutet

With the aim to advance knowledge 
about challenges and opportunities 
for public health in a local, national, 
and global setting.

Vi driver utvecklingen  
av kunskap om livet 
och verkar för en 
bättre hälsa för alla.

Ett medicinskt universitet
ki.se
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Karolinska Institutet 
har det största  
utbudet av medicinska 
utbildningar i Sverige. 

Ett medicinskt universitet
ki.se/uppdragsutbildning
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UPPDRAGSUTBILDNING

A medical university
ki.se/gph

Department of 
Global Public Health 
at Karolinska Institutet

With the aim to advance knowledge 
about challenges and opportunities 
for public health in a local, national, 
and global setting.

A medical university
ki.se/en/mtc Ph
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Department of 
Microbiology, Tumor 
and Cell Biology

A medical university
ki.se/en/mtc Ph

ot
o:
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Department of 
Microbiology, Tumor 
and Cell Biology



40Karolinska Institutet 
Graphic manual

Name tags

On our name tags it is important that  
the name and sender are clearly visible.  
We use KI’s profile colour to create  
recognition. 

Applications - profile material

Examples of name tags

Lantmäteriet

Åke Lundholm
Karolinska Institutet

Therese Husén
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Promotional products

On our promotional products it is  
important that the logo is clearly visible. 
We use KI’s profile colours to create 
recognition.

Applications - profile material

Examples of promotional products
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Film
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Design of film

Start page
Vignettes should be designed in accor-
dance with the graphic profile. Either the 
film can start directly or a start image 
in dark plum with white text in DM Sans 
Medium can be used. 

End page
We use the KI logo as the final image, in 
white on a dark plum plate, to finish in a 
consistent way with a clear sender. 

Name plate
The text in the name plates should be 
white on dark plum and placed either in 
the top or bottom left corner depending 
on the look of the film. In the case of  
several nameplates in a film, a uniform 
appearance is used.

Captions
Captions (information about the  
production) are added either on the final 
image or on a separate image. Our font  
DM Sans should then be used. 

Applications - film

Start page

End page with captions and web link

Name plate
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staff.ki.se/tools-and-support/communication-tools-and-support/brand-platform-and-graphic-profile
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