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Western Michigan University
« Established in 1903

« Public university located in
Kalamazoo, M

« 23,000 students

« 256 programs (bachelor’s, master’s
and doctoral)




Western Michigan
University Marketing

« 14 University Relations staff—web,
design, writing, social media and
marketing

» /0 decentralized positions on campus
» Integrated Marketing and Design Team

» History of agency relationships




Covered in this Presentation

« Root in research

» Create buy-in and use the talent
around you

« Don't be afraid to change/revise
as you go along

» Create a flexible concept
« Test with your audience

e (Create a toolbox




Marketing Research

External firm hired in 2013

Surveyed multiple audiences

Brand perception and awareness of
WMU and competitors




Brand Attributes:

\deal

expertenc®




Brand Book

» Distributed to all marketing
personnel

» Serves as our foundation for all
marketing and communication

W

WESTERN MICHIGAN
UNIVERSITY
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In-house Ideation
» IMDT group
. Brains‘tor_ming sessions
» Representation across campus

- Developed three themes
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Mood Boards

GO

GOLD

WE

3.Go
An extension of Go West. Keeping the commanding “go." Lots of movement. High energy. Get your degree, make an impact, change
the world. Go do something. Don't conform to what society dictates; be better than that.

Go forth.

Go forth and conquer.
Go forth and set the world on fire.
Go getit.

Go further.

Go anywhere from here.
Go accomplish.

Go create.

Go succeed.

Go engage.

Go do something.

Go change something.
Go work.

It's go time.

Let’s go.

Ready, set, go.

1. Gold

This concept centers around the idea of gold. Gold is a precious metal seen as solid, prestigious, rare, pure, valuable and strong.
Hearts of gold. The ideas and experiences we hold dear are the real gold inside us. Staying gold is what shapes us, what preserves
our sense of self, and what keeps us young. Take the best parts of yourself and make them gold.

Embrace your inner gold. Warm, peaceful colors.

Stay gold.

Go for the gold.

Golden opportunity.
Golden future.

Worth your weight in gold.
Heart of gold.

We bleed gold.

Gold rush.

Golden moment.

Earn a gold star.

2. We

Spoken from the perspective of the student body, “we” gives the impression of an inclusive, tight-knit family. We not only accept
differences in others, we celebrate them. Be yourself and march to the beat of your own drum.

*Avoid "We are WMU.” The idea is commonly used (We are Marshall, We are Penn State)

We are family.

We are one.

We are home.

We are connected.

We are fierce. Stern.

We are bold.

‘We are prepared.

We transform. |00me.
We launch.

We drive. Powerful.

‘We shape.

W Empov cred.




Creative Development

* Using in-house designers

» (Created campaigns around the themes

* Included copy, several print examples,
outdoor billboard, on-campus flyer,
t-shirt design




Preliminary Concepts—Text

Go your own way.

At Western Michigan University, you'll
find students and faculty in motion.
This is a place where people are always
looking forward. Setting goals.
Exploring. Creating. Inspiring. When
you visit our campus, you feel the
difference. This isn’t about going
through the motions. This is about
going somewhere special. So before
you make a choice, go. Go find
yourself. Go reach higher. Go to the
university that won’t simply help you
learn something, it will launch your
career. Western Michigan University.

Get your gold on.
There's something about WMU. You

feel it the moment you step on campus.

This is different. This is special. This is
the rare place where you’ll not only find
your major, you'll find gold. Gold in the
moments and experiences you share.
Gold in the ideas you explore. Gold that
Is at the heart of who you are and who
you will become. Gold that will be with
you long after you leave. So come to
WMU. Reach for something higher,
stronger—better. Reach for the gold.

We are hetter with you.

At WMU, you'll be a friend, a
roommate, a neighbor, a student. And
even as you discover yourself, you'll
discover what it’s like to be a lifelong
member of the WMU community. We
are from right down the block and from
the other side of the world. We are
thinkers and dreamers. We are
scientists and artists and inventors. We
are funny and serious. Grad students
and undergrads. Athletes and
musicians. Most important, we are
people who embrace our differences
even as we celebrate the common
mission we share. We are here to learn,
to grow, to empower each other. We are
better with you.



Preliminary Concepts—Go

Viewbook cover

Publication advertisement

T-shirt



Preliminary Concepts—Gold

;\¥/\\
- aETYOUR
IEWDOOK cover Publication advertisement | / |



Preliminary Concepts—We
.

A

'WESTERN MICHIGAN

with you UNIVERSITY

wmich.edu/WE 8909% postirad success rate

[C—

Outdoor board

AWMU, youll be  friend,
foommate, a neighbor, a student.
And even as you discover yourself,
youlll discover what it8 like to be
3 lifelong member of the WMU.
are beH'er community. We are from right down
theblock and rom the other sde
dreamers. We are scientists and wi'h you

artists and inventors, We are funny.
and serious. Phd and Masters

Athletes and musicians. Most

important, we are people who 0000000
embrace our differences even as we

celebrate the common mission we.

share. We are here to learn, o grow,

to empower each other.

wmich.edu/WE

wmich.edu/WE

with you

'WESTERN MICHIGAN
UNIVERSITY

Viewbook cover Publication advertisement

T-shirt



Concept testing

* Presented to IMDT group
» High school juniors and seniors
» Undergraduate marketing students

* Quantitative and qualitative
research

 Which campaign was most
Interesting, memorable,
understandable and original




. Go
. Gold

Interesting? Memorable?
90 80
o 78 72
70 70 65 63
67
70 60
59
60 51 e 50 45 A7 45
50 39 38
38 40 34
40 20
20 27 30 22
20 13 18 15 20 14 i 16 14
* e HHT [ * Bam HE O
o HE = . -
Interesting - Not Interesting - Not  Interesting - Interesting - Interesting - Memorable - Not Memorable - Not Memorable - Memorable - Memorable -
atall very Neutral Somewhat Definitely atall very Neutral Somewhat Definitely

High school student survey results (n=177)



Understandable? Original?
120 109 60 55
51
100 50
87 82 42 43 43
80 40 38 37
32 32 34
61 62 29
60 53 30 27 27
22
19
40 20
21 22
20 g 10 12 I I 10
1 o 1 1
o %" "mm N .
Understandable - Understandable Understandable Understandable Understandable Original -Notat  Original -Not  Original - Neutral Original - Original -
Not at all - Not very - Neutral - Somewhat - Definitely all very Somewhat Definitely

High school student survey results (n=177)



\Which one do you like the most?




Other feedback:

« “l would rather see the GO campaign than the rest because of the vibrant colors, and the design looks
crisper than the others. Very symmetrical and simple.”

« "I like the message of WE but the design of GO.”

« "l like GOLD. It makes you feel like you can do something great.”

« “The word GOLD means wealth and power which gives WMU a solid feeling.”

« “Best message = WE, best design = GO.”

« “GOLD has a unique message and | don’t think it has been done before. GO has a real eye-catching

logo though.”



Conclusions:
GO was preferred for the creative — colors and graphics
GOLD was the preferred concept - WMU can own it

WE offered a message that was understandable and relatable



Creative Revisions

« Combining the best parts
of each campaign

« Campaign guidebook

« Templates available for
download

» Sample designs for other
units on campus







Sample Desighs—GOLD with bits of “Go” and “We”

Connec nith

100 88% 250+ 85% o 8o ﬂ

—

Publication advertisement Printed flyer Outdoor board T-shirt



GOLD Campaign Guidebook and Downloads—

wmich.edu/ universityrelations/gold

« Color palette

W  Fonts

* Photography style
o Text

GOLD Campaign

Fall 2016 through Spring 2019

 Art elements

 Templates




Color Palette

PMS 131

coated and
uncoated:

o) m28 y100 kb
HSL:

heif41, 100%, S0%)
RGB:

1Eb(255, 174,0)

PMS 123

coated:

I m21 y88 kd
uncoated:

o m15y76 kD
HSL:

hsl(45, 58%, 59%)
RGB:

(252, 201,47)
Hex:

ffccozf

PM5 4625

coated:

0 mED y100 k79
uncoated:

40 m50 y70 k30
HSL:

hel(18, 50%, 13%)
RGB:

(68, 36,22)
Hex:

#0416

PM5 167

coated:

3 miByl00 k15
uncoated:
55 mB yaT kid
HSL:

hesl{20, 7%, 40%)
RGB:
1gb(180,75,23)
Hex:

#bdabl7

PM57413

coated:
cl5m70y100 kD
uncoated:

0 m4l ya0 kS
HSL:

hei(30, 73%, 49%)
RGB:

gb{216, 124,33)
Hex:

#d87c2l

PMS8T4

coated:

chmlT yi2 kld
uncoated:
c25m33y68 k8
HSL:

hsl(43, 3%, 60%)
RGB:

1§b{192, 170, 113)
Hex:

#clzarl

PMS 7402

coated:

cmb y38 kD
uncoated:
c2mByd3 k0
HSL:

hsl(49, 66%, 80%)
RGE:

rgb(237, 225, 170)
Hex:

fedelaa

PMS 639

coated:
cl00ml y5 k5
uncoated:

5 mlyll k2
HSL:

hsl{195, 100%,
%)

RGB:

rgbl0, 145, 193)
Hex:

#0091c1

PM5 7531

coated:
cl6m28y36 ka9
uncoated:

€50 m30y40 k30
HSL:

hsl(28, 15%, 44%)
RGR:

TEb(129, 111,95)
Hex:

AB1GGf

} Accent of your choice



Campaign Fonts

SLOGAN FONT
Eurostile Bold
Eurostile Regular

BODY FONT
SourceSansPro-Black
SourceSansPro-Blackit
SourceSansPro-Bold
SourceSansPro-Boldit
SourceSansPro-Extralight
SourceSansPro-Extralightit
SourceSansPro-It
SourceSansPro-Light
SourceSansPro-Lightlt
SourceSansPro-Regular
SourceSansPro-Semibold
SourceSansPro-Semiboldit

In addition to the slogan font and

body copy font, a unit may choose a
third font for headlines.



Photography Style




Sample Slogans

Stay gold.

Forever gold.

Pure gold.

The gold is standard.
The power of gold.
You're gold.

Be gold.

Be the gold.

You're the gold.
We're gold.

Uncover gold.

Invent gold.
Gold. Standard.
Find your gold.
Find gold.
Make gold.

Get your gold on.
Strike gold.
Gold Power.
Gold Standard.
Choose gold.
Produce gold.



Sample Text

GOLD—Full Version

There's something about WMU. You feel it the moment you step
on campus. This is a rare place that requires much and rewards
even more. Where you’ll not only create your future, you'll find
gold—gold in the moments and experiences you share, gold in
the knowledge you gain, and gold that is at the heart of who you
are and who you will become.

Gold is the color of success and the attitude that binds us. It
makes us proud to be who we are. From down the block and the
other side of the world; we are thinkers and dreamers, scientists,
artists and inventors. We are grad students and undergrads,
athletes and musicians. Together we are creating better, stronger,

more polished versions of each other. Together we are gold.

GOLD—Condensed Version

There's something about WMU. You feel it the moment you step
on campus. Here, you'll not only create your future, you’ll find
gold—gold in the moments and experiences you share, gold in
the knowledge you gain, and gold that is at the heart of who you
are and who you will become. Come to Western Michigan
University. Strike gold.

Versions Tailored for Different Audiences

» Undergraduate

« Graduate

« Extended University Programs
* International

e Alumni



Templates and Art Elements

GOLD Slogan or Headline

Headline il.l‘thead

FLACK P70 WHIERL ¥OU CHOGE

Postcard

Flyer GOLD Slogan or Headline
Subhead
Click to edit Master title style
bhead Subhead Subhead 2

WESTERN MICHIGAN UNIVERSITY
e %

Poster




Sample Designs for Different Audiences
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WMU-Grand Rapids offers

20 + degr 0f

College of Business

Viewbook cover for Publication ad for Extended University Programs Flyer for student affairs
college of business

Thank you card for
development and
alumni relations
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Campaign Roll-out

» External media
* On campus direct mail

 On campus “pop ups”
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/A WESTERN
Vo  MICHIGAN
\ f.“ .": UNIVERSITY ACADEMICS ADMISSIONS FINANCIAL AID

STUDENT LIFE ATHLETICS RESEARCH

2016 alumnus joins scie

neutron star collision

y‘ Apply now Q Find your major

Estimate your costs 9 Visit campus



campus. Here, you'll nat only create yoor future, you'l find gold ~gold in
n i the knowledge you gain,

and goid thart is at the heart of who you are and who you will become.

Decision Day Coreta Wesen e ey S k.

THE POWER OF

GOLD




Other Units on Campus

T’Q ' Sindecuse

Health Center

WESTERN MICHIGAN UNIVERSITY

Sinceduse Health Center
display and pins

College of Fine Arts
recruitment materials




Other Units on Campus

Tuespay

A 10
DRian TRIMP,
VIPE
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PROGRAM
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Other Units on Campus

~

Search
MyWMU P = e = &

“ MR -t!‘fl’?_'w" .:.“ ‘..II E..Ik ._‘L:'.V..r‘ s .vl.-;'\-:
Hone > Goving > WM Giving Day 2017
e ‘ GET READY.
——v INgy GIVE GOLD.
Frequently Asked Questions
Ways to Give
THANK YOU FOR YOUR GENEROSITY!
Why Give Since 1903, Broncas have been helping Broncos succeed at Western Michigan University.
'WMU Giving Day is the opportunity for Bronces to Lift one another up to make WMU the
‘Where to Give institution of choice in Michigan, and to ensure that all students who seek to make a
difference in the world have the opportunity 1o do so with an education fram WML,
Motching Gifts If you missed your chance to be a part of WMU Giving Day, you can still Glve Gold to make a
difference! OR text broncoS to 41444 to donate $5 to the Student Emergency Relief Fund,
Planned Giving 1o help WMU students with urgent financial needs.

Office of Development
and Alumni Relations
online giving campaign
materials

a

ACADEMICS ADMISSIONS FIMANCIALAID STUDENT LIFE ATMLETICS RESEARCH

College of Education and Human Development

WMU Giving Day

HOME
ABOUT

ACADIMICS

=S 1903 DONORS. 24 HOURS.
GET READY. GIVE GOLD.

GIVING.

INTERN TEACHING AND CERTIFICATION
NEWS

SCHOLARSHIPS

TECHNOLOGY RESDURCES
DIRECTORY

Mic
o RS ACAMMICE  ASWTTIOME  FNANCUL MO FTURENTURE  ATMLITICE R I TARCH
Haworth College of Business
g Giving Day
AcADtMTE
Avrun

JOIN THE HAWORTH
COLLEGE OF BUSINESS TEAM!

TOOLKIT CONTENTS

LGOS & TYPE

PREPARE

SOCIAL MEDLA - FWMUGIVINGOAY #GIVEGOLD

o * Shomable focebock grghes
1800 1800 grophics v #50)

« Shomctie hsogram gophis
Q * 1800 « 1800 grophics werpkon $500

+ Sorechie twier graphics
o + 5064 253 grophics weglom (750

* 825 315 Enol Heoder Temgkse

‘ 1920 1080 guphics
+ 19202 1080 GF
GIVE GOLD
o voe poword GIVEKIT i dowaood.




Link for video:
https://www.youtube.com/watch?v=wLISjOTogBs#action=share
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Key Takeaways

Create
buy-in and
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Create a
toolbox






