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Other Texas Counties
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No. 6 in the nation 
in awarding bachelor’s degrees 

to Hispanic students 
— Hispanic Outlook in Higher Education

One of the “Best of the Best” 
U.S. universities for Hispanics, 

African-Americans, 
veterans and females

— Hispanic Network Magazine



EM-POW-ER
verb

• to give the authority to do something 

• to make stronger and more confident  



FIVE STEPS
TO CREATIVE 

BRAINSTORMING



CLEAR YOUR

HEAD
1



― Brené Brown

“Vulnerability
is the birthplace 

of innovation, 
creativity and change.”



CREATE A SAFE

2

SPACE



— John Steinbeck

“Ideas are 
like rabbits. 
You get a couple 

and learn how to handle 
them, and pretty soon 
you have a dozen. ”



BUILD UP,
DON’T TEAR DOWN

3



— Amy Poehler

“Be open to 
collaboration. Other 

people and other 
people’s ideas are often 
better than your own.”



THE POWER OF

4

HUMOR



— Mitch Ditkoff

“It’s no accident that 
AHA and HAHA are 
spelled almost the 

same way.”







BE

5

FLEXIBLE



— Maya Angelou

“If you don’t like 
something, change it. 
If you can’t change it, 
change your attitude.”



A
MARKETING

GILE



WHAT IS AGILE?
Rooted in the IT development world, 

Agile is a modern, flexible, team-based 
approach to project management emphasizing 

rapid delivery of smaller chunks of a project 
over completing the entire project at once.



WATERFALL
A traditional project management model 

that follows a linear and sequential process

PRODUCEDESIGNPLAN DELIVER



TASK 1 TASK 2 TASK 3 TASK 4

AGILE
Geared toward helping to better address and 

respond to fast-changing marketing conditions



THREE
USEFUL AGILE 
TECHNIQUES



• Create a task board

1

THE BACKLOG

• Rank tasks in order of importance

• Commitment to the completion



• 1 to 3 week design or task sprint

2

THE SPRINT

• Planned work vs. unplanned work



• What did I accomplish yesterday?

3

THE DAILY HUDDLE

• What will I accomplish today?

• Are there any obstacles to today’s tasks?



UTSA
BRANDING

PROJECT
Real-world 

example 
of agile 

in action



Previous identity



New identity



6 color variations

WHITE

2 COLOR (ON BLUE) ORANGE

BLUE

2 COLOR (STANDARD)

BLACK



Brand uses



The buildout

35 possible combinations for each 
logo suite (average of 10 combinations)

23 divisions, schools and departments

6 color variations

20 sublevels of offices, departments 
and colleges

Over 25,000 files



Brandsheets



CHOOSE WHAT
WORKS FOR YOU

• Increase productivity
• Encourage communication

• Sense of teamwork



REAL WORLD
APPLICATION

Creative brainstorming 
+ agile



• Each team member has a specific specialty 

IDENTIFY TEAM 
STRENGTHS

• Use strengths to improve work

• Supportive over competitive



UTSA
CAPITAL

CAMPAIGN
Fall 2009-
Fall 2015 



Focused on raising money and support in four areas:

CAMPAIGN
GOALS

■ Students
■ Faculty and research 
■ Centers and institutes 
■ Student life
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Campaign Logo

Primary Configuration

The We Are UTSA logo is a visual 
representation of the campaign. It should 
be treated as a single element, and no 
part of the logo should be separated or 
changed individually.
 
Color Variations
Blue Square: Primary version and the only two-color 
version
Orange Square: for use on blue backgrounds
Black Square: for black/white reproductions
Reverse Square: for black/white reproductions

The Blue 
Square is 
the only 
two-color 
version 
and is the 
primary 
logo for the 
campaign.

The Reverse 
Square, 
used when 
backgrounds 
are neither blue 
nor orange.

The Black 
Square, used 
for black/white 
reproductions.

When using 
a solid blue 
background, 
use this one-
color Orange 
Square. Campaign Logo

VISUAL IDENTITY
The We Are UTSA theme was developed to express the 

university’s identity and personality. 
The theme builds a sense of community and family for UTSA.
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Campaign Logo

Horizontal Configuration

When restricted by size or space, 
use the horizontal configuration.
 
Color Variations
Two-color: Primary version and the only two-
color version
Blue: for use on orange backgrounds
Orange: for use on blue backgrounds
Black: for black/white reproductions
Reverse: for black/white reproductions



1

The University of Texas at San Antonio

Campaign Style Guide
■ Consistent messages and visuals 
helped inspire and motivate the 
community to support effort

CAMPAIGN STYLE GUIDE
■ Campaign was an opportunity 
to create a strong network 
of support, to build a culture 
of philanthropy and to share the 
impact of UTSA within the community



SETTING THE TONE
■ Guidelines provided to inspire creativity 

■ Focused on messages that communicated 
“We” and felt inspirational, hopeful and 
visionary

■ Replaced technical terms with simple 
analogies

■ Featured individuals rather than groups

■ Used active voice using first person plural 
(“we”) and focused on the priorities



GRAPHIC ELEMENTS
SQUARE: The square is carried over from the logo 
and adds a level of graphic sophistication and 
consistency throughout campaign messages. Pair 
the solid square graphic with pull-out quotes and 
sidebar items. Use them also as a tool for emphasis.

ICONS: When appropriate, icons may be created to 
help illustrate campaign numbers and figures. 
Primarily to be used on electronic communications 
such as PowerPoint presentations and websites. 



PHOTOGRAPHY

Photographs 
should depict 
UTSA as a top-tier 
university with a 
strong network of 
students, alumni, 
faculty, staff, and 
community and 
business leaders.



ELECTRONIC 
COMMUNICATION

PRESENTATION:

A PowerPoint template 
was produced to ensure 
visual consistency

25

Electronic Communications

Presentation
A PowerPoint 
template has been 
produced to ensure 
visual consistency 
and should be used 
for all campaign 
presentations.

25

Electronic Communications

Presentation
A PowerPoint 
template has been 
produced to ensure 
visual consistency 
and should be used 
for all campaign 
presentations.
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Publications & Collateral Website

Romo Piece
This flagship piece  
is sized so that 
square images are 
spaced evenly.  

Print Ads
This is a smaple of 
a print ad featuring 
a story on one of the 
campaign priorities.

Annual Giving
Parts of the style 
are carried over 
for annual giving 
applications.

Below are examples demonstrating appropriate applications of the 
campaign style in publications.

EXECUTION
Examples demonstrating 
appropriate applications 
of the campaign style



EVOLUTION OF THE 
CAMPAIGN

• Showcase the time and money invested

• Thank you to the donors











SUMMER
GRIP 

CAMPAIGN
Summer 

2016



■ Increase graduation retention rates

CAMPAIGN
GOALS

■ Encourage enrollment in Summer term

■ Increase online course offerings

■ Allow community opportunity to enroll



CONCEPTS

Summer registration begins March 1, 2016  |  utsa.edu/summer

Expanded choices | Expanded online courses









SOCIAL MEDIA



INSTITUTIONAL TONE

For course schedules, descriptions and availability, please visit our Summer website for adults and 
professionals at www.utsa.edu/summer.

For more information

Summer 2016 Sessions
>> Ten-week: May 31–August 13

>> First five-week: May 31–July 7

>> Eight week: June 13–August 10

>> First four-week: June 13–July 12

>> Second five week: July 8–August 13

>> Second four-week:  July 13–August 10

Ever miss your old alma mater? UTSA misses you, too, and wants to get you back in the classroom 
this summer. 

For Summer 2016, we have streamlined the application process and reduced fees for non-degree-
seeking students. That means UTSA alumni (and your coworkers, friends and family) can 
enroll in classes for summer only without applying for regular admission to the university.

Check out the list of undergraduate and graduate courses being offered this summer at the Main 
Campus and Downtown Campus. There are lots of online courses, too, if you’d prefer to expand your 
horizons from the comfort of home or while you’re traveling out of town on vacation.

Take a class with your favorite professor. Explore a new interest. Gain skills to advance your career. Or 
just sign up for something for fun.

We’d love to see you this summer!



CREATE INCENTIVES



■ 11% increase from summer 2015 in total 
student credit hours 

CAMPAIGN
RESULTS

■ 11,878 total students enrolled



ANNUAL GIVING 
PARTICIPATION

CAMPAIGN

SPRING
2016



■ Increase student and alumni participation in 
Spring annual giving campaign 

CAMPAIGN
GOALS

■ Create momentum for Colleges

■ Encourage friendly competition



CONCEPT: Fiesta



CONCEPT: Race



CONCEPT: Rodeo



CONCEPT: Election







– Albert Einstein

“Creativity is contagious, 
pass it on”



UCM
utsa.edu/ucm


