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Guiding Principles 

•  Complement and leverage the system 
brand “Driven to Discover” 

•  Highlight the distinctiveness of each 
campus 

•  Operational excellence 



Discovery Process 
•  Stakeholder interviews and work 

sessions 
– Faculty 
– Students 
– Alumni 
– Donors 
– Community partners 
– Staff 

•  Student ethnographies (UMD) 



General Findings 

Key elements that must be reflected in the 
identity: 
1.  A special sense of place. 

2.  A strong sense of community. 

3.  A distinct academic experience. 



University of Minnesota Duluth 
Brand Development 



Reviewed UMD 
background 

material 

• UMD History 
• Current marketing 

materials 
• Past research 
• 2011 UMD 

Strategic plan 
• School and 

surrounding area 
information 

Stakeholder 
Interviews 

• Chancellor Lendley 
Black 

• Mayor Don Ness 
• Senator Thomas 

Bakk 
• Lieutenant 

Governor Yvonne 
Prettner Solon 

• Several other 
stakeholders and 
administrators 

Student 
Ethnography 

• 18 students 
• Two-hour on-

campus 
discussions with Dr. 
Kate Barrett 

•  Included a broad 
range of students 

Stakeholder 
Work Sessions 

• Three two-hour 
work sessions with 
a broad range of 
community 
members, staff, 
faculty and 
students. 

UMD Brand Development Process 



Reviewed UMD’s strategic plan and used It to inform our 
strategic platform 



 

 
 

•  Help differentiate UMD from other U of 
M campuses 

•  Differentiate UMD from other mid-size 
competitors 

•  Fit within the system’s overall brand, 
Driven to Discover. 

The UMD identity needs to… 



There is a feeling here.   
   

It is found in our proud, dogged spirit.  
 

It’s in our passion for solving real-world problems. 
  

It’s found in our inherent curiosity to learn in any and every way possible.   
  

It is rooted in the grounds of a city that’s retained a small town feeling. 
  

It is our “work hard, play hard” ethos that we wholeheartedly embrace. 
  

It’s in our tireless commitment to preserving and protecting 
 the water and land that surround us. 

 
On the edge of the wilderness, it is a choice we’ve made to come here. 

  
A choice that holds merit, that stands for character, determination and belonging. 

 
There is a feeling here, and when you come to UMD, you’ll feel it, too.  

 



The Shared Belief 

Inspired by our environment and our authentic sense of place, we are cultivating  
a community of determined, real-world problem-solvers. 
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Those who can, learn by doing. 

Those who can, respect those who came before. 

Those who can, seek knowledge from their elders. 

Those who can, find lessons in the trees.

Those who can, see possibilities in problems. 

Those who can, turn dreams into bridges.

Those who can, embrace the elements.

Those who can, dig deep for answers.

Those who can, get their hands dirty.

Those who can, give back.

Those who can, Duluth.

Concept 1
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Hand-Printed Ads

Screenprinted

Letterpressed
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Print Ads

SKYSCRAPER

UMD students are industrious by 

nature. Take Kyle Berg for example. 

After graduating with a Masters in 

Civil Engineering, he’s now designing 

buildings that scrape the sky. Some can’t 

imagine nature influencing the design of 

the most unnatural constructions of all. 

Those who can, Duluth. 
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Brochure

WATER

It helps to be industrious when 

it comes to saving nature. At 

UMD, we’re exploring new 

techniques to measure, model 

and minimize the impact an oil 

or chemical spill would have 

on the Great Lakes and their 

connected ecosystems. Some 

can’t imagine students averting 

a national shipping disaster. 

Those who can, Duluth.
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Designed and built by students over time, creating 

interest and word-of-mouth buzz. The process is 

filmed to be used for social content.

We use natural, unprotected materials so 

that the surface builds character with age. 

Outdoor Board
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UMD Homepage



University of Minnesota 
Rochester 

 Brand Development 





Guidelines for creative concepts 
that capture the essence or DNA of UMR 

§  Bold – pushes us as an organization 

§  Active – vibrant, dynamic, engaging 

§  Cutting Edge – forward-looking, captures our spirit of innovation 

§  Differentiating – expresses our uniqueness and positions UMR 

for the longer term 

§  Connects with our prospective students – expresses a broad 

affinity for health sciences 

§  Connects with our focus on reinventing learning – personalized, 

high-tech, high-touch experiences 



















Discussion 


