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BRAND  
MARKETING 


Shaping perceptions and inspiring loyalty, 
internally and externally, by demonstrating 
consistently what the UW stands for, and 
its transformative impact  

   …in a singular way, every single day. 

 



BRAND CAMPAIGN  
OBJECTIVES 

BUSINESS

Elevate global reputation 
To be globally recognized as a 
leading national public 
university that attracts the best 
and brightest students, attracts 
and retains top-tier talent and 
utilizes public and private 
support to impact the world in 
transformative ways. 

MARKETING

Instill passion 
To close the perception vs. 
reality gap and move people 
from unaware or indifferent to 
familiar with deep pride by 
having a compelling and distinct 
point of view. 



ANNUAL PLANNING  
BENCHMARKS


1.  Attract and develop Washington’s and the world’s 
most promising students. 

2.  Grow public and private support for the UW’s 
shared vision. 

3.  Be a destination for world-class faculty and staff 
to fully realize our teaching, research and service 
mission.  

4.  Grow internal passion for what the University 
stands for. 



TARGET MINDSET


Focus on students  
and others will come 

LEGISLATURE, MEDIA & COMMUNITY 

ALUMNI & DONORS 

FACULTY & STAFF 

STUDENTS 



WHY/HOW 

WHAT 
DIFFERENTIATORS 

FUNCTIONAL BENEFITS 

EMOTIONAL BENEFITS 

BRAND PROMISE 

LEADING-EDGE 
STUDENT EXPERIENCE 

BOUNDLESS OPPORTUNITY 

EXTENSIVE NETWORK 

ACADEMIC EXCELLENCE 

SOCIAL EMPOWERMENT &   
LEADERSHIP DEVELOPMENT 

PROVEN 
IMPACT 

RESEARCH LEADERSHIP 

GLOBAL REACH AND INFLUENCE 

IDEA TO IMPACT 

PASSION FOR DISCOVERY 

EXPANSIVE THINKING 

ENVIRONMENT OF OPPORTUNITY 

ABILITY TO BE NIMBLE 

AMBITION 

COURAGE 

COMPASSION 

PUBLIC  
AS A PHILOSOPHY 

COMMUNITY ENGAGEMENT 
AND COLLABORATION 

BELIEF IN HUMAN POTENTIAL 

INCLUSION/SOCIAL EQUITY 

INNOVATION 
MINDSET 

SHARED ETHOS 

ENTREPRENEURSHIP 

INTERNATIONAL EPICENTER 

TOGETHER  
UNDAUNTED 

 FOR A WORLD  
OF GOOD 

UW BRAND  
PYRAMID




WHO WE ARE FOR


Anything’s possible 

Think about the greater good 

Self-starters 

Change creators 

Achievers 

Collaborators 

Real-world authentic 

Me and we 



What Does It Mean to Be Boundless?  



 
At its core, being Boundless is about 
believing in possibility. It’s our unshakable 
optimism and determination. It’s a 
connection to those around us. It’s the 
drive to break down the barriers that 
separate us from what is and what can be. 
It’s a spirit. It’s a hunger. And it’s the 
actions we take to create a better world.  



BRAND CREATIVE 




TENETS


UNDAUNTED 
WE>ME 
DARE TO DO 
BE THE FIRST 
QUESTION THE ANSWER 
PASSION NEVER RESTS 
BE A WORLD OF GOOD 
TOGETHER WE WILL 
Driven To Discover 













PRINT


Question the Answer. 
 
Existing science said 6-year-old brain 
cancer patient, Hayden Strum couldn’t be 
saved. Professor Jim Olson and his team of 
student researchers refused to listen. 
Instead, they developed a way to use 
scorpion venom to illuminate tumor cells
—making it easier to identify and remove 
tumors for patients like Hayden. To find 
out more about how we’re uncovering 
new answers, go to uw.edu. 
 
BE BOUNDLESS 



WEB / HOME




BRAND PORTAL




PHOTO DATABASE




INTEGRATED STRATEGY




FIVE -YEAR PLANNING CYCLE


Years 1 & 2: 
•  Lay foundation for success in all objectives, including 

successful launch of the brand work. 
•  Raise general awareness in service of all objectives. 
•  Focus principally on students and internal audience. 

Years 3-5: 
•  Continue work of years 1-2. 
•  Shift focus to launch and support of the comprehensive 

campaign, including more direct call for support. 



BRAND LAUNCH HIGHLIGHTS


•  External paid media plan 
•  Internal communications strategy 
•  Brand asset and guidelines rollout 
•  Public relations:  Boundless impact 
•  Visibility markers 

–  President’s Annual Address, October 15 
–  W Day/Homecoming, October 24 





BRAND ALIGNMENT


University Marketing & Communications is 
pleased to provide funding for units across the 
UW system on a case-by-case basis in support of 
brand alignment and integration. 



THANK YOU



