


e Harmonies
e Songcraft

e Beach vibes



The brand is
propelled by
your mission
and vision.



1962

surfin’ safari
THE BEACH BOYS

SURFIN' SAFARI » 409 « SURFIN' » SUMMERTIME BLUES » COUNTY FAIR
HEADS YOU WIN - TAILS | LOSE » CUCKOO CLOCK » MOON DAWG
THE SHIFT « TEN LITTLE INDUANS * CHUG-ALUG » ITTLE MISS AMERICA

Same core brand attributes, but the expression evolves over time.



And your competition may push and challenge your brand along the way.



What is a brand?
Why and how does
a brand change?
How do you evolve
a brand across your

digital platforms?




J}J I’m picking up
good vibrations ¢}¢

What is a brand?




What is a brand?

The perceptions or associations people have
about your institution. This can align with
how you express your brand, or not. It is also:

e Foundational

e Lived
e Tactical
e Costly

e Defined (or undefined)

e Current (or out of date)
e Activated (or dormant)
e Documented (or undocumented)



Higher ed is
mission-driven and
brand-focused.




Mission and Brand

Who you are
What drives you

Brand & Mission

Brand

How you express
your identity and
motivations —
and how they are
perceived



' The brand expression
on the website

should reinforce the
mission of the
institution.




Why the Mission Matters

> Focuses the work

o Guides areas of emphasis
> Defines impact and success

o How we’ll know we made a difference
> Shapes the internal culture

o How the brand lives when no one is looking

LCHO)

NTERACTIVE
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')ﬂ | guess | just wasn’t

made for these times
I)J

Why and how does a brand change?




A More Nimble Brand

Your brand is alive — let it grow.

INTERACTIVE
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“..The guys didn’t like [Pet
Sounds] ... [They] thought it
was like too advanced music.
They wanted to keep making
car songs and surf songs. I said,
‘Guys, we got to grow. We’ve
got to grow musically.’”

Brian Wilson




Brand Refresh &0

What typically prompts this?

e Evolution of institutional mission

e Shift in priorities, determined by
strategic plan or otherwise

e New program offerings or other
shift in academic focus

e New target audience segments (e.g.

online vs. residential)

e Major shifts in the market



Brand Refresh

What themes are relevant in the
marketplace?

e e.g. social justice,
sustainability, STEM

What about your brand and how
you exemplify it is relevant to
these themes? How do you
communicate these qualities?

INTERACTIVIE

THE
BEACI
BOYS
SUMMER
DAYS

(AND SUMMER NIGHTS!!)
CALIF¢ A GIRLS

KE CITY

DUGPHONIC:_ . STEREO rewe




A More Nimble Brand &0

The more solidly you define the core of your THE BE ACH BOYS

brand, the more easily you can then extend GOOD VIBRATIONS
and apply it across different mediums. Gl

Between its harmonies and subject matter,
“Good Vibrations” (1966) has many of the
hallmarks of a classic Beach Boys pop song,
but it also redefined pop songcraft and

brought the band into the psychedelic era.

18
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A More Nimble Brand

Circumstances can change quickly. The market is
evolving swiftly. Your institution needs to be able to
position its brand in response. Smaller brand
evolutions can help you do this.

“Beach Boys’ Party!” (1965) was quickly recorded and
released for the holiday season, just months after
their previous studio release. The album’s
“unplugged” approach and focus on cover songs was
innovative at the time, and it bought time for Brian
Wilson to finish his masterpiece, “Pet Sounds.”




A More Nimble Brand &0

Occasional, big, expensive brand work vs. ongoing brand evolution & governance

Brand
effort

VS.

21



¢} Round round, get
around, | get around <<

How do you nimbly evolve a brand across your digital platforms?




Brand Discovery

When working with a third-party vendor, brand deliverables — pillars, narrative, messaging,
positioning, personality, attributes, etc. — are typically informed through a research process:

Survey Community Broad quantitative intake of brand perceptions and impressions

Interviews, focus groups, and/or workshops with key segments
to better understand attitudes, preferences, needs, behaviors

Engage Key Segments

Analyze Data Compare across segments and identify notable findings

Brand & Mission
23



Research — Brand Attributes

The raw material of your brand — the DNA of your pillars, messages, narratives, and positioning
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Research — Personas

Understand to
whom and how you

Maria
Mid Career

are presenting your
brand.

Demographics

>35 M/FT Any

Miami/Int >$140K

Career, Networking, Business-Related
Social Groups, Family, Entrepreneurship

Maria’s Story

Maria is middle management or an executive at her
employer. She is looking to get a professional degree
that she can complete without leaving her job. She
desires more leadership and other executive level skills
in order to get promoted. She may also be interested in
taking on an entrepreneurial side gig to pursue an idea
she has.

Brand & Mission

Goals & Needs

1. Ineed to get a professional degree to help me advance up the leadership
ladder of my company.

2. Ineedto find a program that | can complete without leaving my job or
impact by family life.

3. Ineed to find a way for my employer to help with tuition and fees for this
expensive program.

4. Ineed a program with excellent faculty. I'm a professional, not some
young kid.

5. Ineed a program that is online or low-residency so | can continue to be an
effective professional.

6. |need a program that has a good reputation and will be a plus on my
resume.

7. Ineed a school that will help me pursue a business opportunity I've been
dreaming about for a long time.

e Influencers

Flexible Modes / Online
Time Commitment
Quality of Faculty
Work Load

Prestige of School

Student Visa
Networking Ops
Older Student
Global Approach
Lodging
Diversity

Technical A

AVERAGE
STUDENT

MARIA

mrmcnvs

Pain Points

+ I'm worried that the time commitment will be too great and

interfere with my current job.

+ I'm worried that | will not be able to spend as much time with

my growing family.

+ I'm worried that my company will not help supplement the

tuition and fees.

+ I'm not sure that | am ready to go back to school. How have

things changed in the 15 years since I've been in school?
What new stuff will | need to learn to keep up with the younger
students?

+ | am an international student and I'm not sure what steps |

need to take to put this program together for myself. Help!

Adjectives

Professional Experienced

Global Outlook Successful

Family Oriented Entrepreneurial

Leader Mentor

Accomplished

Devices Used for Research

0 ©0C D

App Preferences

25



Research — Customer Journey Ma

Understand the
work your bran
has to do at
different
touchpoints.

Brand & Mission

m BECOME AWARE

« Initial Exposure to Bryant

KEY
QUESTIONS

MARKETING

STRATEGY

via Word of Mouth or
Referral

/ \ — gl (www. acmssion

] S tcs)

| Mobie Quares

e tonie Quere:
guidance HS Vists
counseors Cotege Fairs - Videos/Stor
riends, tamily, Content
alumn

e RPN P — e
o arcn

J College Publcatons
Thig-Pany Profies
College Publications
Naviance

> Paid Digtal

+ What are the rankings of colleges in

New England?

What are the rankings of colleges in
New England that offer what | think |
want o study?

What colleges could | get in t0?

Empower key influer
the brand: guidance counselors,

ors to extend

current studen
Participate in and prom

college rankings

/alumni, parents
e relevas

Direct Mar
Purchased Lists
Paid Digital

CONSIDER

« Visit Website
* Request Information

site Visits

+ What academic programs does
Bryant offer?

+ What do alumni do after they
graduate?

+ How does Bryant compare to other
similar colleges/universities?

h of programs
+ Ensure dig
accurate brand attributes and
information/data
Encourage prospects to revisit the
bsite (direct marketing,
retargeting, o

Campus Tour T

=] Tk,

« Contact a Counselor
« Visit Campus
« Attend an Event

event A1}

$

D Ovect Marketing
(emai and pn
Inquries

What is the campus like?

Wil | enjoy the student life?
Will | get a job after graduation?
Can | afford Bryant?

How can | getin?

Where does my family think |
should apply?

spects physically to
tours and relevant

Connect prospects with
admission counselors early
+ Promote ROl and
d to other uniy

* Interview

+ Submit Application

CommonApp
or Unwersity
Coflege App

Intorview wih
Counsoor
Student

How do | apply?

Should | apply early decision,
early action, or regular decision?
What financial aid o
scholarships do | need to submit
info to or apply for?

Promote te:

mmunicate benefits of

optiona

applying early

Stude

+ Visit Campus
« Contact a Current Student

223

Direct Marketing
(email and print) to
Accepted Students
and Parents

+ Can | see myself at Bryant?

« What are the people like?

+ Did | get the aid | need?

+ Where does my familly think | should
enroll?

+ How does Bryant compare to other
schools | was accepted 1o

t prospects with potential
cla and professors 1o
make them feel part of and
invested in the communit

ith parents to infic

+ Engage

prospects to choose Bryz
+ Promote ROI and outcomes.
)mpared to other universities

Social Media Engagement

nnenucnvE

+ Submit Deposit

« Attend Orientation

* Register for Class/,
Semester

Doposh the 1] 1] orentaton

223
1%

Students

+ What happens next?
* Am | sure that Bryant is right for me?

onal communicatic
gagement opportunities with students to
prevent m

Host events tc tudents to each

Use social media to keep students

d and engaged

26



Building Off of Brand Research @

e Revisit your personas and customer journey maps regularly, ensuring
currency and plotting out relevant and reinforcing brand touchpoints

e Gauge brand content efficacy and impact and gain buy-in by regularly
engaging key audiences through focus groups, surveys, and user testing
to assess relevance, accuracy, and effectiveness

e Tie website analytics to brand questions — for example, do stories
designed to reinforce brand pillars resonate with users? If not, how
should the storytelling approach be revisited? Connect brand objectives

to specific actions and conversions

Brand & Mission
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The weight of
your brand
ultimately

lies in how it
is perceived,
not in how
you express it.




Measuring User Behavior

Business Objectives

Marketing Goals

Audience

Conversion Goals

KPIs (Key Performance Indicators)

Targets

Segments

Brand & Mission

What business goals does your content support?

How does your content support your marketing plan, and at
what stages in the decision journey (i.e. funnel)?

Who is your primary audience (pick one)? Who is secondary?

What actions do you want people to take?

What relevant metrics can help measure goals over time?

How do you rate success?

What visitor attributes will provide meaningful insights?

INTERACTIVE

29



Engaging Your Audience

Focus group findings: Only 1 in 6 knew there was more to the
homepage than the first screen; most did not notice when .
clicking the anchors on the homepage that they were taken d

further down the page. (They had to be shown thi-*

Overall Impressions and Takeaways

Inspires Confidence in Program

e Career outcomes information is appealing and helps to assure potential
students that they would be able to find employment with a Business and

Management degree from || N

¢ Internship opportunities are attractive to potential students; they feel this
helps them gain hands-on experience in their field of study and benefit their
career. Student quotes about internships were additionally helpful

e Info related to employment tested well; statistics about finding employment
within 6 months of graduation indicate the overall quality and value of a
B cegiee. Students liked the section highlighting jobs graduates
received

e Information about faculty lends significant credibility

o Visitors believe that [l is career-oriented and that a degree from
I /ould pay off and help to advance their career

Brand & Mission

Brand - The Il name alone conveys quality, trustworthiness,
and value. The name says it all. It doesn’t have anything to prove.

However, the photography and design needs to connote the following:

Authentic connection to VT
Authentic photo subjects - VT - not firing squad
o Health related subject matter for photos

Focus Group Brand Conclusions

e
_Brand Reigns - Unless a marketing message completely betrays the brand
pillars of the institution, the existing brand associations held by prospects will remain
extremely positive. F

Convey High Quality - Brand messages should reinforce the school’s existing highly regarded
and prestigious brand. These should be presented by the positive practical impact the school has
within the world of education and in society in general.

Avoid Elitism and Exclusivity - Brand messages that stress exclusivity will fail to appeal to the
- prospects. They want to be associated with an elite institution, but they don’t want the
school to be elitist or exclusionary.

Welcoming, Inclusive, and Diverse - Brand messages that highlight the school’s commitment
to diversity and the positive impact that it has on both the school and society at large are highly
regarded by prospects.

Success - Personal and in Wider Contexts - Messages that indicate that there is a high return
on personal investment for attending the school and that this investment has a positive impact
on society in general are very effective.

INTERACETWE
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Reflect on Digital Brand Expression

Consider key digital brand entry points: Website — Social — Search

e Do we have a clear sense internally of how to communicate our brand?

e Are we elevating the right qualities of our programs?

e Are we telling stories that engage people in an impact narrative and motivate
further engagement?

e Arewe reflecting our community authentically, thereby providing a true
window into our experience?

e Are we reducing transactional friction to allow for deeper brand immersion?

e Isthebrand appropriately reinforced along the prospective student journey?

Brand & Mission



Brand Activation via Content Strategy

Topics What types of stories or information best reinforce these messages?

SOt How should we digitally convey brand through language and visuals?
& tone How do we best extend brand guidelines to inform this approach?

Dentieas s What publication formats and content types (e.g. stats/infographics,
types videos, photos, testimonials) best convey these messages?

How should we publish, distribute, and promote content to maximize
visibility and comprehension and reinforce relevant action?

Distribution

Brand & Mission

INTERACTIVE
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Message Architecture

An outline or hierarchy of communication
goals and high-level messaging pillars,
intended to inform content and design
assets.

A message architecture is defined through
a brand attribute card-sorting exercise —
you can revisit this exercise as needs arise
to ensure alignment.

The pillars can be plugged into your
editorial planning process to focus
content decisions relating to content
themes, taxonomy, and other priorities.

Brand & Mission

Key message

INTERACTIVE

Supporting themes

Always forward-looking,
always relevant

Future-focused and
growth-minded — not content to
rest on past accomplishments
Dynamic leadership through clear
vision and bold action

Embracing innovation in all forms
Strategically responsive to
emerging needs and trends

33



q
Editorial Planning

Include columns for key messages and tags in your editorial calendar to see the
balance of themes over time and ensure appropriate representation in your
content — including both written and visual (photo & video) content.

Sample Editorial Calendar v« o

File Edit View Insert Format Data Tools Add-ons Help Last edit was seconds ago

o~ | P 100% v $§ % .0 .00 123v  Default(Ari.. v 10 - B I & A <& H Evivl»-- coc AW 7~ 2
A B c D E F G H 1 J K L

STORY DATE SCHEDULED STATUS WRITER PHOTONIDEO EDITOR MAJOR ANNOU THEME 1 THEME 2 THEME 3 TAG 1 TAG 2
2 Lorem ipsum d¢ 4/15/2021 Jane Rob Barbara TRUE TRUE TRUE
3 Consectetur ad 4/16/2021 Alicia Matt Barbara TRUE TRUE
4 Sed do eiusmod 4/17/2021 Fred Courtney Kimiko TRUE
5 Incididunt ut lak 4/18/2021 Alicia Courtney Fred TRUE
6 Dolore magna ali 4/19/2021 Fred Matt Barbara TRUE TRUE
7 Ut enim ad min 4/20/2021 Jane nla Fred TRUE

Duis aute irure 4/21/2021 Jane Rob Kimiko TRUE
9  Excepteur sint ¢ 4/22/2021 Fred nla Barbara TRUE TRUE
10 Sed ut perspici: 4/23/2021 Jane Courtney Alicia TRUE TRUE
11 Neque porro qu 4/24/2021 Barbara Courtney Barbara TRUE
12Ut enim ad min 4/25/2021 Kimiko Matt Barbara TRUE TRUE

34



Voice & Tone

Voice is who you are. [t remains consistent.

The voice of web content should reflect that of an advisor — approachable, helpful, clear, direct,
empathetic, detail-oriented.

e Authentic and human
o  Warm, inclusive, welcoming, approachable, conversational, personal
o  Prioritize use of first-person plural and second person
o Show empathy by validating user feelings and addressing user needs
o Use conversational language (we, you) & contractions (“won’t” vs. “will not”)
e Clear and accessible
o Be concise, simple diction & syntax, low use of jargon, idioms, and acronyms
o Maintain no higher than Grade 9 readability level
o Avoid dense, complex blocks of copy that can alienate a reader
e Empowering and affirming

seek, search, create, make, define

claims; avoid hyperbole; use citations and references

o Use active voice and bold, dynamic, action-oriented verbs — discover, choose, do, find, get,

o Be genuine; share differentiating facts about the college but don’t make unsupported

Tone is attitude. It changes with context.

We are... Approach

e Balance attention to user needs and
promoting offerings but not presuming
intentions/desires (“we’re the best fit for you”)
— validate user feelings, then inform, help, and
enlighten

Supportive . and _
be advisory, consultative, and service-oriented

We are... Approach

e Be encouraging, not commanding or
instructive; empower, don't “fix”

e Convey activity, vibrancy, opportunity

e Showcase individual accomplishments to
reflect success of community

®  Write with warmth and humanity — do not be
sanctimonious or self-righteous

Motivating

e Determine how your tone may flex in response to different brand needs.
e Confirm that your voice remains true to the core of your brand

Brand & Mission

INTERACTWE
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LCHO)

The Role of Visual Design

e Illustrate and reinforce key brand qualities

e Interpret and extend key brand elements by establishing meaningful
patterns within a consistent design system

e Inthe case of a subordinate unit (e.g. school within a university),
establish affiliation to parent unit while defining a distinct identity

e Buoy a sustainable content strategy with engaging interactions and
visual appeal

e Help institution stand out against peers and competitors

e Ensure accessibility compliance and efficient site performance

Brand & Mission

NTERACTIVE
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The Role of Visual Design

A creative concepting workshop is a

collaborative opportunity to review your visual
brand expression to ensure it aligns to digital ==
best practices and is the most forward-facing =
representation of your visual brand identity.

nnnnnnnn
mmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmm

uuuuu

nnnnnn
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Adobe Caslon Pro Regular & Italic

Primary Primary

#990000 #FFCCOO

Cardinal Gold

The quick brown fox jumps over the lazy dog

Secondary Adobe Caslon Pro Semibold & Italic

The quick brown fox jumps over the lazy dog

Brand & Mission
37



The Role of Visual Design

Regularly examine
your site in the
context of your peers
and competitors to
understand the
decisions they are
making and how that
might inform your
own brand decisions.

Brand & Mission

INTERACETWE

Casual
FRIENDLY, INFORMAL

Subtle Bold

SIMPLE, CLEAN DYNAMIC, COMPLEX

/ :

/ .
Formal
CLASSIC, ELEVATED

Site

Site
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The Role of Visual Design

Design patterns reinforce the brand while creating a

consistent visual language that builds confidence among
users. Maintaining a pattern library enables easier iterative More in Student Life at Bloomsburg
design evolution.

We belleve opportunity belongs to those who are ready to work
for it and unafraid to do something great with it. Wherever you're
heading, your climb begins here

Brand & Mission

INTERACETWE
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https://docs.google.com/file/d/1hsoKdr2n2fsK1fXUSf1DenJpDj1CRSe7/preview

The Role of Visual

Action Hero

Use this if you want to call attention to a secondary chunk of content
and/or action item(s).

Standard Action Hero

Introduced in Version 1.0.0

Call to Action

© Find a bug? Create an issue.

© Have an idea for a new component?

Design

Components

Masthead

Primary identifier for your site. Let's the
user know at a glance where they are. A
masthead is required for all WVU websites.

Blob

Display different types of content (e.g. a
calendar feed, news stories, and profiles) in
asingle section that is easy for the user to
scan quickly.

'U Design System components are a well-documented set of HTML,
CSS, and JavaScript assets. Each are based on solutions to common
design problems, and come in a variety of options for type pairings,
colors, and WVU-branded elements.

Primary Navigation

This is the main navigation on your site. It
goes right below the masthead. All WU
websites are required to have a primary
navigation consistently placed on every
page.

Big Search

Let the user search for a major, alumni
group, etc. from a curated set of content
with defined keywords.

Action Hero

Use this if you want to call attention to a
secondary chunk of content and/or action
item(s).

Contact Info

Make it easy for your users to get in touch
with you or someone from your unit.

mrmacnve
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The Role of Visual Design

User Interface Elements Colors

Buttons and icons are functional and vital design elements that contribute to the overall clarity of a The following colors are based on the primary color palette from the NWC Branding Guide. They have been
website's content by aiding the user's exploration and consumption of content. Below are the established

styles and colors used for buttons and icons.

converted to HEX code values for use on the web.

Primary Buttons Primary Colors
YELLOW BUTTON BLUE BUTTON
For use on white or blue backgrounds For use on gray backgrounds
o [ S
Raleway Bold 12px; #000; letterspacing: 1; all caps Raleway Bold 12px; #FFF; letterspacing: 1; all caps
Backgrounds, Some Headings, Blue button hover Default link color, Main navigation hover, Buttons
News & Media Icons #002E64, 100% #11509D, 100%

WHITE ICON SAMPLES

Primary News & Media Component
. . ton i s2px
Events Inthe news  Blog

BLUE ICON SAMPLES

Simple News & Media Component

Most Headings Mostly Body Copy
Icon Width: 32px #000000, 100% HLAGA4A, 100%

[

News In the news

Brand & Mission
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aq
Brand Governance

Once you define a brand identity, how do you ensure ongoing alignment?

Decentralized Coordinated Centralized

Training & Guidelines

Brand & Mission
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‘' Don’t worry, baby,
everything will turn
out alright )¢




“When I sang the lyric for the first
time to Brian [Wilson], I was singing
‘oh, Carol, I know’. I had in mind a
song in which the girl [was] trying to
explain to the former lover the
inevitability or maybe the
unavoidability of growing up. ...
Brian, understandably, heard it as
""Caroline, No" which struck me as a
far more interesting line than the
one I originally had in mind.

Tony Asher
Co-songwriter, “Caroline, No”

GAROLINE, NO

B Wy "y M




- Thanks!
_ ° 0.
georgy@oho.com
¥ @radiofreegeorgy




