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WHAT WE WILL COVER

INTRO & 
OVERVIEW
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• The importance of brand strategy 

• The evolved UofL brand: how we got here

• Positioning and communications framework 

• Here & Beyond campaign  

• Q & A  



What is the brand evolution 
initiative?

INTRO & 
OVERVIEW
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• Opportunity for UofL to evolve its culture and how 
we outwardly express who we are and what we 
stand for (our “why”); and

• Ensure the experience we provide to our students 
and other constituents aligns with that “why”

• There are two parts to the evolution: 

• Establish brand positioning and a 
communication framework for the UofL core 
identity so the entire university understands 
our “why” and is speaking with the same voice, 
tone and personality

• Launch the “Here & Beyond” brand campaign



THE IMPORTANCE OF 
BRAND STRATEGY 



IMPORTANCE OF 
BRAND STRATEGY 
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• Not a tagline 

• Not a logo 

• Not a color

• Not even a marketing campaign 

These are all aspects of a brand but … 

CORE BRAND 

A brand is: 

A BRAND IS MUCH BIGGER THAN THAT. 



“PEOPLE DON’T BUY 
WHAT YOU DO. THEY BUY 
WHY YOU DO IT …” 

- SIMON SINEK, AUTHOR AND 
COMMUNICATION STRATEGIST 



HOW WE GOT HERE





HOW WE 
GOT HERE
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2017-18

• Simpson Scarborough brand research

2019

• Interviews to discern the university's vision and 
key equities

• Strategy and creative testing to assess Vitality and 
creative platforms

2021

• Brand health study

More than 6,100 participated in quantitative 
and qualitative research process

Research

Testing

Integration

Research

CORE BRAND & CAMPAIGN

2020 – 2021 

• More than 30 workshops and presentations; more 
than 500 participants 

Integration 



HOW WE 
GOT HERE
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Brand positioning is 
a concerted effort 
to explain to your 
target audiences 
who you are and 
what they can 
expect from your 
products, programs, 
services and 
experiences 

Our brand positioning 

UofL is a vital ecosystem that

creates thriving futures for 

students,our community and 

society.

CORE BRAND 
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NEW FRAMEWORK SLIDE



Brand

Macro expression of who we are 
intrinsically; a long-standing way 
to share our identity, DNA

• Long-term, enduring 
manifestation of who we are. 
Guiding principles.

• Broadly applicable across the 
university, to all audiences.

• Inspires all levels of 
communication and action: 
what we say and do.

Campaign
Micro expression of our brand; 
serves a specific purpose in 
communications

• Shorter-term, focusing on 
timely goals, trends. A 
chapter in our story.

• Focused on specific 
audiences but can serve as 
a rallying cry for many.

• Focused outputs: ads, 
collateral, social media.

BRAND OR CAMPAIGN? 
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HERE & BEYOND CAMPAIGN
Louisville.edu/hereandbeyond



RESOURCES



louisville.edu/brand

BRAND SITE
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Louisville.edu/brand 



Admissions Liz Fitzgerald

Advancement Amanda LeDuke

Alumni Matt Willinger 

Arts & Sciences Julie Wrinn

Athletics Lottie Stockwell

Business Sharon Handy

Dentistry Paige Moore

DEI Diane Whitlock

Education Natalie Hewlett

Employee Success Laura McDaniels

Graduate  School Michelle Rodems

Human Resources Kristina Doan

Kent School Diandre Glover-
Thomas

Law School Bethany Dailey 

BRAND COUNCIL 
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Libraries Carolyn Dowd 

Medicine  Tonya Augustine

Music Chris Dye

Nursing Adrienne Kelly

Online Learning Laura Dorman 

Public Health Melissa Schreck

Provost Sarah Lopez

Research Baylee Pulliam 

Student Affairs Tim Moore

Speed School Kari Donahue

Comms & Mktg

John Drees, Kim Butterweck, John Karman, 
Brian Faust, Alicia Kelso, Amber Peter, Jill 
Scoggins, Erica Walsh, Chris Wooton



ARTICULATING & 
LIVING THE BRAND
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• The University of Louisville has a unique 

story to tell that is built on the foundation 

of the overall university brand strategy. 

• Each school/college/unit will draw on 

the established university core brand 

identity and communications 

framework to tell distinctive stories. 

• To effectively live the brand, we must 

align our experiences (what we do) with 

our expressions (what we say)

The whole is greater 

than the sum of its 

parts.

Our brand is a 

promise built from 

the inside, radiating 

out. 



QUESTIONS?



THANK YOU


