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INTRODUCTION

Why branding now?
A brief outline of what’s
driving this effort.

•

Purdue University and Indiana University approved a new plan that splits the
current university, creating two separate universities at the current IPFW
campus location, effective July 1, 2018.

•

The new Indiana University Fort Wayne (“IU Fort Wayne”) will focus on
health services degrees.

•

The new Purdue University Fort Wayne (“Purdue Fort Wayne”) will handle
all other academic programs.

•

IPFW’s direct and aspirant competitors are engaging in a heightened level of
marketing.

•

Quantitative benchmarks will guide strategic decisions regarding marketing
the new Purdue Fort Wayne.

•

Key goals for this initiative include:
• Establish key brand benchmarks to understand current perceptions as
well as to effectively measure success of marketing efforts in the future
• Determine how Purdue Fort Wayne can clearly and concisely
communicate its strengths and differentiators
• Provide a foundation to unite various voices under a well-defined brand
positioning
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INTRODUCTION

What is a brand?
The brand is the sum total of all associations that are made with a product or organization—including all the
assets and liabilities of those associations. Logos and taglines are simply visual and verbal reflections of the brand,
and neither is required for a brand to exist or be successful.
IS NOT
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IS

•

Your name

•

Based on past experiences and future expectations

•

Your mission

•

•

Your core values

Your positioning is your researched, documented, agreed
upon desired brand associations

•

Your vision

•

•

Your tagline

Logo, visual identity, and/or tagline are simply reflections
of your brand

•

Your logo

•

Once you develop your brand strategy, you have to live it
and actively manage it

•

Your font, colors, etc.

•

Your advertising
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INTRODUCTION

Marketing and Branding in Higher Education
•

In the last 20 years, the sophistication of higher ed marketing strategies has increased exponentially.

•

At the same time, marketing budgets are increasing to support the demand from presidents and boards to
create stronger visibility and new revenue streams.

•

The underlying assumption driving these developments is that…

a clear and compelling brand,
supported consistently through a
comprehensive, strategic, and integrated
marketing communications effort,
leads to a stronger position
from which to compete for students and funding.
•
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The process and the outcome continue to reinforce one another, creating a sustainable cycle of growth for
the institution.

simpsonscarborough.com

INTRODUCTION

BRANDED HOUSE

• The university is the brand; all schools
within the university are sub-brands

• All elements adhere to the branding
standards and strategy

• All “products” can share the same budget,
customer, and market position

• Significantly more efficient
• Sub-brands have immediate credibility
• Requires diligence and hard work
• Appropriate for higher education

Source: https://bloggingnicebrands.files.wordpress.com/2013/02/strategies.png?w=628
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INTRODUCTION

HOUSE OF BRANDS

• Focuses on branding of sub-brands while
primary brand gets little or no attention

• Larger organization gets very little prominence
• Best when “products” are very clearly
different in the minds of the consumers

• Each brand is free to fight its own battles
unfettered by the parent brand

• Inappropriate for higher education
Source: https://bloggingnicebrands.files.wordpress.com/2013/02/strategies.png?w=628
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Key Research Findings

DISCOVERY

Internal voices and perspectives.
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“Our potential in 10 years could be: the premier
undergraduate polytechnic school for Purdue. We can
advance what Purdue is good at.We can emphasize STEM,
but not get rid of the other programs.We can emphasize
STEM at the undergraduate level.”

“Young people perk up when you say Purdue. IPFW
has had trouble shedding its image as a commuter
school, even though we’ve done so much to change
that. So maybe there is opportunity to change that.”

“If you ask people in the community what IPFW is known
for, they say everything or nothing – no specific programs.
But we could be the premier STEM institution at the
undergraduate level.”

“We are a second or third choice school. What do we
want to be? We haven’t really moved forward in the
last decade or so.”

“We should leverage what Purdue is known for, but add
our area of expertise.”

“Working students have to balance class and work.We
have to meet deadlines in class and at work.We’re more
committed to our education because we have more
obstacles to get past.”
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MARKET RESEARCH

Research scope of work.
Six of IPFW’s primary target audiences were studied as part of the market research initiative.
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PROSPECTIVE
UNDERGRADUATES

BUSINESS
LEADERS

UNDERGRADUATE
STUDENTS

ALUMNI

FACULTY

STAFF

Online Survey
(n=329)

In-depth Interviews
(n=20)

Online Survey
(n=488)

Online Survey
(n=746)

Online survey
(n=131)

Online Survey
(n=255)
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POSITIVE ASSOCIATIONS

Current positive associations of IPFW are limited. Affordability drives mindshare, with
few other common associations among both external and internal audiences. Academic
quality is a key missing brand association.
Positive Words to Describe IPFW (Unaided)

Prospects
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Current UGs

Alumni

Faculty

Staff

STRONGEST PROGRAMS

Among prospects, IPFW is most known for its STEM programs, followed by Business and
Health Sciences (which will be owned by IU in the future). More than four in ten
prospects cannot name IPFW’s strongest programs.
Prospects – Strongest Academic Programs at IPFW - % Selected

43%

41%

Major Groupings:

26%

STEM

25%
16%

STEM
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Health
Sciences

Education Don't know

Business

All Engineering Majors, Biology,
Chemistry, Physics, Math, Computer
Science, Information Technology and
Information Systems
Business, Accounting, Finance, Marketing,
Management and Admin, Organizational
Leadership, Economics, Hospitality

Health Sciences

Nursing, Dental Hygiene, Music Therapy,
Communication Sciences & Disorders

Education

Early Childhood, Elementary, Secondary,
Music Education and Art Education

LACK OF INTEREST IN IPFW

Prospects frequently attribute their lack of interest in IPFW to weakness in their desired
major, as well
as general
negative
% Who
Use Isenberg
Name perceptions of academic quality.
Prospects Not Interested in Attending IPFW – Reasons for Lack of Interest in IPFW - % Selected
Weak in my desired major

46%

Too close to home

36%

Admissions standards are too low

33%

Academic ranking is not high enough

27%

Too many students from my high school attend

18%

Graduates are not successful

15%

Lack of diversity in the student body

15%

Lack of strong/nationally renowned athletic programs

12%

Not enough clubs and student activities

12%

Limited scholarship/financial aid packages

10%

Too far from home

7%

Too expensive
The University is too large
Located in an urban area

Other
I don’t know enough about this school
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6%
4%
3%
4%
19%

EXCELLENT COLLEGES/UNIVERSITIES

Notre Dame, Purdue West Lafayette, and IU-Bloomington are most often selected as
excellent. IPFW
selected
% WhoisUse
Isenberg much
Name less frequently.
Excellent Colleges/Universities (Aided) - % Selected

University of Notre Dame
Purdue University West Lafayette
Indiana University Bloomington
Butler University
Ball State University
Michigan State University (MSU)

60%
58%
47%
41%
41%
33%

Current
Undergrads
72%
69%
67%
48%
53%
33%

Indiana University – Purdue University Fort Wayne (IPFW)

32%

58%

54%

31%

45%

Indiana University Purdue University Indianapolis (IUPUI)
The Ohio State University (OSU)
Indiana State University
Purdue University Northwest
University of Indianapolis
Xavier University
Indiana Institute of Technology (Indiana Tech)
Trine University
University of St. Francis
Miami University
Bowling Green University
Western Michigan University
Wayne State University
None of the above
Don’t know

32%
29%
25%
16%
16%
16%
12%
11%
10%
9%
8%
6%
4%
2%
2%

35%
37%
25%
14%
14%
16%
11%
22%
30%
9%
7%
8%
1%
1%
2%

31%
46%
14%
8%
10%
19%
10%
14%
29%
15%
8%
9%
4%
0%
1%

34%
63%
4%
3%
7%
11%
0%
4%
7%
21%
11%
11%
8%
2%
1%

32%
55%
12%
7%
7%
24%
9%
11%
24%
24%
18%
11%
6%
1%
1%

Prospects
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Alumni

Faculty

Staff

80%
81%
74%
59%
41%
45%

79%
74%
85%
36%
29%
53%

81%
78%
70%
54%
51%
47%

= 40% or greater

ACADEMIC QUALITY

IU Bloomington and Purdue West Lafayette lead in perceptions of “excellent” academic
quality. Among prospects, IPFW’s quality is not distinguished from other schools.
Perception of Academic Quality - % Rated Excellent
100%
90%
Purdue West Lafayette

80%

Indiana Bloomington

Indiana Bloomington
70%

Purdue West Lafayette

60%

Purdue West Lafayette
Indiana Bloomington

Purdue West Lafayette
Indiana Bloomington

Purdue West Lafayette

Indiana Bloomington

50%

IPFW, 43%

40%

Ball State
Purdue NW

30%

IPFW, 32%
Indiana Tech

Ball State

IPFW, 37%

Ball State
Purdue NW

Ball State

IPFW, 34%
IPFW, 28%
Ball State

20%
10%

Indiana Tech

0%

Prospects
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Purdue NW
Indiana Tech

Purdue
Indiana NW
Tech
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Current
undergraduates

Purdue NW
Indiana Tech

Alumni

Faculty

Staff

TODAY VS. THE FUTURE

Internal audiences would like to see more of a focus on work/life/study balance and
academic core at IPFW in the future, while maintaining a connection to the community.
Average of all Internal Audiences – Statements That Describe IPFW Today vs. PFW in the Future - % Selected
Describes IPFW Today

Work/life/study balance, 60%

Community, 43%

Academic core, 33%
Real-world learning, 31%
Transformative, 26%
Diverse, 24%
STEM and arts emphasis, 21%
STEM, 14%

Research, 5%
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Should describe PFW in the Future

Community, 61%
Work/life/study balance, 60%
Academic core, 57%
Transformative, 47%
STEM and arts emphasis, 47%
Real-world learning, 46%
Diverse, 41%

STEM, 28%
Research, 26%

Community: A university connected
to its local community, working closely
with local businesses to train the
workforce of tomorrow through
academic instruction, internships, and
innovative partnerships.
Academic Core: A university with
academics at its core, focused on
providing strong programs with high
quality faculty.
Work/Life/Study Balance: A
university that understands the
demands of life, responding to meet
the needs of students who are
balancing work, study, and home life.

DESCRIPTIVE STATEMENTS

IPFW is different from Purdue West Lafayette in the eyes of prospects.
Prospects – Descriptive Statements - % Selected
≥ 40%

Describes Ideal School

A university that places emphasis on real-world learning, with classes
Real-world learning
taught by faculty who have worked in the industries in which they teach.

62%

A university that understands the demands of life, responding to meet the
Work/life/study balance
needs of students who are balancing work, study, and home life.

61%

Describes IPFW
30%

38%

47%

A university with academics at its core, focused on providing strong
Academic core
programs with high quality faculty.

54%

36%

A university that provides a transformative education, where students
Transformative
learn and become who they want to be.

53%

36%

A university connected to its local community, working closely with
local businesses to train the workforce of tomorrow through
academic
Community
instruction, internships, and innovative partnerships.
A university that is a leader in science, technology, engineering, and
mathematics (STEM), but also places heavy emphasis on the arts,STEAM
including
fine arts, design, and music) (STEAM).
A university whose diverse population offers the opportunity to learn
Diverse
from others with a wide range of perspectives.
A university that is a leader in science, technology, engineering, and
STEM
mathematics (STEM) programs.
A university where faculty and students are focused on conducting worldResearch
changing
research.
None
of the
above
None
of the
above
16
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45%
43%
42%
37%
29%

Describes Purdue
West Lafayette

52%

30%
56%
34%
32%

25%

46%

36%

38%

30%

65%

22%
9%

45%
6%

BEING WELL-KNOWN

IPFW is best-known at the local level.
Describing IPFW - % Selected

International
National
Regional

3%

3%
5%

7%

5%
8%

17%
30%

29%

31%
30%

Local

77%
64%

Don’t know
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58%

50%

6%

3%
Faculty

17

62%

Staff

Current Undergrads

Alumni

Prospects

BEING WELL-KNOWN

Meanwhile, Purdue West Lafayette is considered to be known more nationally and even
globally. % Who Use Isenberg Name
Prospects – Describing IPFW and Purdue West Lafayette - % Selected
International
National

5%
8%
28%

Regional
30%

35%

Local
50%
21%

9%
Don’t know

18

simpsonscarborough.com

6%

7%

IPFW

Purdue West Lafayette

DESCRIBING AN IDEAL COLLEGE VS. DESCRIBING IPFW

The key personality traits that drive IPFW’s brand include a mix of Purdue West
Lafayette traits as well as those unique to IPFW.
Word Groupings That Describe Ideal College Vs. Describe IPFW - % Selected

Green indicates Purdue University brand personality descriptors.
19
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COMPETITIVE LANDSCAPE

Regional competitors’ brand messaging.

Career-focused,
professional programs of
higher education
Regional
Relationship-based education
Real-world

Public research university
STEM
History and traditions
Diversity
Real-world learning
20
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Public research university
Regional
Entrepreneurship
An experience that is
comfortable, personal,
confident, and original

Comprehensive regional university
Student-centered
Engineering
New name, established past
Diversity

Fulfilling the promise
Innovation, creativity and academic
freedom
Learning anywhere and everywhere
Preparation for success
Hoosier hospitality

DIRECTION

Looking ahead.
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IPFW YESTERDAY/TODAY

PFW TOMORROW

Comprehensive = average in everything vs. excelling in some things

Focused, high quality academics

Some students intend to transfer

Students intend to graduate from PFW

2nd 3rd 4th choice school

1st choice school

“Bypass High”/ IPFW = “I paid for what?”

Value/ROI

Students mostly from Fort Wayne / Commuter school

Maintain community focus, but expand reach within Indiana

Identity crisis

Clearly articulated brand and vision

Low morale

PFW pride

Lack of investment in marketing

Strategic marketing investment to bolster new brand and take
advantage of opportunity before us
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Brand Architecture

BRAND ARCHITECTURE

Considerations
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•

Brand strategy is an art and a science

•

Research data informs and supports the strategy

•

The process requires collaboration; internal insight and buy-in are key

•

The brand architecture language is an internal guidepost
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BRAND ARCHITECTURE FRAMEWORK

The brand architecture creates a hierarchy to clearly and consistently articulate how we
talk about PFW, and why it matters.

24
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BRAND ARCHITECTURE FRAMEWORK

The brand architecture creates a hierarchy to clearly and consistently articulate how we
talk about PFW, and why it matters.
Brand Mantra

Brand Pillars

What we do better or
differently

Top-quality or unique programs
and approaches

What makes people feel
connected

The emotional and experiential
benefits

What we believe in
Brand Personality
Foundation
25
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Short, descriptive word or phrase
that encapsulates the heart of the
brand into one thought

The core elements of our mission,
values, and traditions
Traits that guide tone of voice and
visual expression
Proofs of parity: Strong yet nondifferentiating pride points

BRAND ARCHITECTURE FRAMEWORK

The brand architecture creates a hierarchy to clearly and consistently articulate how we
talk about PFW, and why it matters.
Brand Mantra

Brand Pillars

What we do better or
differently

Top-quality or unique programs
and approaches

What makes people feel
connected

The emotional and experiential
benefits

What we believe in
Brand Personality
Foundation
26
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Short, descriptive word or phrase
that encapsulates the heart of the
brand into one thought

The core elements of our mission,
values, and traditions
Traits that guide tone of voice and
visual expression
Proofs of parity: Strong yet nondifferentiating pride points

BRAND ARCHITECTURE FRAMEWORK

The brand architecture creates a hierarchy to clearly and consistently articulate how we
talk about PFW, and why it matters.
Brand Mantra

Brand Pillars

What we do better or
differently

Top-quality or unique programs
and approaches

What makes people feel
connected

The emotional and experiential
benefits

What we believe in
Brand Personality
Foundation
27
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Short, descriptive word or phrase
that encapsulates the heart of the
brand into one thought

The core elements of our mission,
values, and traditions
Traits that guide tone of voice and
visual expression
Proofs of parity: Strong yet nondifferentiating pride points

BRAND ARCHITECTURE FRAMEWORK

The brand architecture creates a hierarchy to clearly and consistently articulate how we
talk about PFW, and why it matters.
Brand Mantra

Brand Pillars

What we do better
or differently

Top-quality or unique programs
and approaches

What makes people
feel connected

The emotional and experiential
benefits

What we believe in

The core elements of our mission,
values, and traditions

Brand Personality
Foundation
28
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Short, descriptive word or phrase
that encapsulates the heart of the
brand into one thought

Traits that guide tone of voice and
visual expression
Proofs of parity: Strong yet nondifferentiating pride points

PURDUE WEST LAFAYETTE BRAND ARCHITECTURE

Purdue West Lafayette’s brand architecture1.
Brand Mantra

Brand
Pillars

What we make moves the world forward

What we do better
or differently

STEM
Strong STEM programs, research and reputation
(including agriculture and aeronautics)

What makes people
feel connected

Diversity
Large, diverse, international populations

What we
believe in

Real-World Learning
Emphasis on experiential learning and
real-world application

Brand Personality

Open, Reliable
Energetic, Focused, Optimistic, Curious

Foundation

Strong academic core, value,
outstanding career outcomes
1Source:

29

simpsonscarborough.com

https://www.purdue.edu/brand/strategy/index.html

KEY DRIVER OF PFW BRAND STRATEGY

Integrate with the Purdue brand while recognizing PFW’s uniqueness.

30

•

The brand equity of Purdue University should be embraced, as it will serve to enhance and elevate
perceptions of Purdue Fort Wayne.

•

However, PFW has its own brand personality and assets, unique from the main campus, that should be
capitalized on and highlighted.
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PFW BRAND ARCHITECTURE

Purdue Fort Wayne’s brand architecture.
Brand Mantra

Brand
Pillars
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What we make moves the world forward

What we do better
or differently

STEAM & Business
Rigorous programs in science, engineering,
computer science, music, and business

What makes people
feel connected

Life Balance
Wholehearted mentorship of students balancing the
multiple demands of life, work, and education

What we
believe in

Community Advancement
Essential leadership in fueling the vitality of our community
through education and economic development

Brand Personality

Open, Reliable
Friendly, Motivating, Supportive, Genuine

Foundation

Strong academic core, affordable,
outstanding career outcomes, safe
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BRAND INTEGRATION

Relationship between brand strategies.
Purdue West Lafayette1
Brand Mantra

Purdue Fort Wayne

What we make moves the world forward

What we do
better or
differently

STEM
Strong STEM programs, research and reputation
(including agriculture and aeronautics)

STEAM & Business
Rigorous programs in science, engineering,
computer science, music, and business

What makes
people feel
connected

Diversity
Large, diverse, international populations

Life Balance
Wholehearted support of students balancing the multiple
demands of life, work, and education

What we
believe in

Real-World Learning
Emphasis on experiential learning and
real-world application

Community Advancement
Essential leadership in fueling the vitality of our community
through education and economic development

Brand Personality

Open, Reliable
Energetic, Focused, Optimistic, Curious

Open, Reliable
Friendly, Motivating, Supportive, Genuine

Foundation

Strong academic core, value,
outstanding career outcomes

Strong academic core, affordable,
outstanding career outcomes, safe

Brand
Pillars

1Source:
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https://www.purdue.edu/brand/strategy/index.html

NEXT STEPS

Purdue Fort Wayne should move forward with developing a creative expression of the
brand and building support and enthusiasm internally as well as externally.
Next Steps

Orient
+ Analyze

Strategize
+ Message

Create
+ Validate

Plan
+ Launch

Measure
+ Refine

Qualitative and quantitative
research, organizational
assessments, communications
audits and secondary data
review provide a deep
understanding of your brand.

Research insights inform
the development of
core brand strategy,
positioning and targeted
messaging that drive your
marketing objectives and
branding efforts.

Big ideas and creative
concepts—which are validated
and enhanced through
quantitative testing and
stakeholder engagement—
bring your institution’s story
and strategy to life.

Data-driven marketing plans,
brand launches, advertising,
and media strategies
position you to meet and
exceed institutional goals
and objectives.

Measurement and
benchmarking of branding
efforts determine true ROI
of integrated marketing
activities and inform future
refinement and extension.
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BRAND LAUNCH

An internal brand launch is particularly important for PFW.
•

Maintain/build pride and connection

•

Provide reassurance

•

Tone should portray confidence and
excitement

•

Communicate key brand elements and build
buy-in so internal audiences become brand
ambassadors

Elements of an internal brand launch
•
•
•
•
•
•
•
•
•
•
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Host a main event
Incorporate an element of surprise
Offer brand presentations at various times
Plan activities to generate student
engagement
Plan activities to generate faculty and staff
engagement
Don’t forget alumni
Have digital guidelines and assets ready to
provide to people who want to start
incorporating the brand
Free swag/free food
Promote heavily for several weeks leading
up to launch day
Post on social media during and after
launch day

Other Recommendations

PROACTIVE COMMUNICATION

IPFW must be proactive in communicating during this time of transition, especially
among internal audiences and alumni.
•
•
•

36

It is vital for IPFW to proactively address internal concerns
through consistent, appropriate communication.
IPFW should communicate the benefits of the realignment.
Talking points may include:
•
Helping people understand the reasons behind
decisions.
•
Ensuring internal audiences are valued, heard, and a
priority.
•
Conveying the sustained value of their degree.
•
Making sure people know they can still complete their
degree at PFW.
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Over 1/3 of current undergrads and alumni,
nearly 3/4 of faculty,
and over 1/2 of staff
disagree or strongly disagree
that IPFW does a good job communicating
with them about its plans for the future.
Over 1/3 of staff and current undergrads,
nearly 1/2 of alumni,
and nearly 2/3 of faculty
have negative or very negative feelings
toward the realignment.

BEST PRACTICES: AD SPENDING

PFW must invest in marketing, and ensure digital is part of the mix.
25% of baccalaureate-granting
institutions had an overall budget increase
in the last year (2016 CMO study)

Marketing Spend
“Public and nonprofit institutions typically spend
anywhere from 1.5–6.0 percent of the
institution’s annual operating budget on
marketing. (In 2010, that range was 1.0–4.0
percent. (Educational Marketing Group)1
______

McKinsey and Company is often quoted at 5%
of total operating budget.
______

•Lean Plan: 2% of top line revenue Maintain market position
•Target Plan: 4% - Attract new customers, 1015% annual growth
•Stretch Plan: 5%+ - aggressive growth of
market share, 20% or more annual growth)
1https://www.insidehighered.com/blogs/call-action-marketing-and-communications-higher-

education/total-marketing-spend-hard-questions
37
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Source: Statista

