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INSTITUTIONAL EXPERIENCE
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UNDISPUTED TRUTH

The environment in which the University of
Texas System operates is rapidly changing.



IN EDUCATION

Drop-offs in the journey from
K2C and beyond result in a
talent gap.
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IN EDUCATION

Debt puts pressure on the
value of degrees.
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IN EDUCATION

There is no |onger a “traditional
student”—demographics or
expectations.







IN HEALTHCARE

Mandate for finding cost

efhiciencies.




IN HEALTHCARE

Consolidation increases
competition.
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IN HEALTHCARE # Medical

See a Medical
e Doctor Now

Patients a re ta king COntrOI =] Schedule an Appointment >
OF their Ca re. » What is a Video Visit? >
? What Do We Treat? >

9 Meet Our Doctors >




OPPORTUNITY

Create a “mutually supporting system in climate, culture and practice, where

the strengths of one Institution help reinforce the quality and competitiveness

of the other members.”



MEANING + MODEL



MEANING +

The meaning is the role and The model is the relationship between

signiﬁcance of the System—its the System and its institutions—its

purpose In the world. presence in the market.



THE PROJECT WILL BE LOOKING TO SOLVE FOR:

What’s the purpose of the UT System?

How do we tell the most compelling story across The System?

How and where do we bring that story to life?



Work Plan

Discovery + assessment Creative brand concepts Brand roll out materials

Develop brand strategic Specific execution

Brand guidelines

fra mework/platform .
Brand architecture

ldentity + toolkit



Work Plan

Creative brand concepts Brand roll out materials

Develop brand strategic Specific execution

Brand guidelines

fra mework/platform .
Brand architecture

ldentity + toolkit
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DISCOVERY + ASSESSMENT

Key Activities
Stakeholder

discussions/interviews
+ site visits

Kick-off | Materials review | Competitor brand ‘
assessment



Work Plan

Discovery + assessment Creative brand concepts Brand roll out materials

Speciﬁc execution

Brand guidelines
Brand architecture
ldentity + toolkit
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DEVELOP BRAND STRATEGIC FRAMEWORK/PLATFORM

Key Activities

Initial positioning | Focus group interviews l Tracking + | Story platform
territories measurement plan development

development



Work Plan

Discovery + assessment CREATIVE BRAND BRAND ROLL OUT
CONCEPTS MATERIALS

Develop brand strategic SPECIFIC
framework/platform BRAND EXECUTION
GUIDELINES
BRAND
ARCHITECTURE

IDENTITY + TOOLKIT



CREATIVE BRAND CONCEPTS

&

BRAND GUIDELINES, BRAND
/ ARCHITECTURE, IDENTITY +
TOOLKIT

<,

BRAND ROLLOUT MATERIALS

&

4\
@ SPECIFIC EXECUTION

Key Activities

Concepting Testing

Key Activities

Visual identity system Toolkit and guidelines

Key Activities

Consumer journey Brand training Touchpoint mapping
identification program

Key Activities
Production calendar  Creative Production L aunch

development refinement



QUESTIONS






