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Where weõre going today

About and beyond brand

The pursuit of authenticity

A study in energy





òA brand is not a product. It is 

the sum total of everything a 

company doesñthe good, the 

bad and even the off-strategyñ

that creates a large context or 

an identity in the consumerõs 

mind.ó

--Scott Bedbury





òIf you are not a brand, you are 

a commodity. Then price is 

everything and the low-cost 

producer is the only winner.ó

--Philip Kotler





òBrands are owned by managers, 

marketers and dealers. Lovemarks 

are owned by the people who love 

them...

òBrands create loyalty for a reason. 

Lovemarks create Loyalty Beyond 

Reason.ó

--Kevin Roberts





Mystery

Sensuality

Intimacy

stories, traditions, myths

engage all five of them

Commitment, empathy, passion













It depends...

How good is your Greek?



Institutional omphaloskepsis

Huh?









Brand Promise Pyramid

Features

Benefits

Rewards

Authentic 

Values
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Authentic Values Determine

FIT
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Putting the Pieces

Together. 

Determining

an Authentic

Brand Identity

and Identifying

Institutional

Promise.
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A Brand Promise
is supported by

THREE KEY BRAND MANAGEMENT PRINCIPLES

IDENTITY/POSITIONING
Determining what you want your promise to be

COMMUNICATION
Creating an expectation in the customerõs mind

of what the promise is

OPERATIONS
Delivering the promise



IDENTITY & 

POSITIONING

Determining What You 

Want Your Promise to 

Be é

RESEARCH

Ask and Observe
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Internal

External

AUTHENTICBrand Identity

Projecting Institutional Values (Internal) Shapes External Perceptions



S.W.O.T. Analysis
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Strengths Weaknesses

Opportunities Threats

INTERNAL

EXTERNAL

Projected Image

Perceived Image



RESEARCH

All Brand

Touchpoints

PROSPECTS

ALUMNI

DENOMINATION

ATHLETICS

WEB SITE

FACULTY

PROMOTION

BRICKS &

MORTAR
STUDENTS
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Candidates

Retired

Residence

Halls

Landscaping

Dining

Departing

Sophomores

Seniors

Pastors

Churches

Camps

Youth

Groups

Competitors

Portals



Brand

Personality

Brand

Personality
Brand

Personality

Attributes
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Patterned Information About Authentic and Aspirational

Values Helps Determine Identity and Promise

Aspirational



òLeaders die, products become obsolete, 

markets change, new technologies 

emerge, and management fads come and 

go, but core ideologyin a great company 

endures as a source of guidance and 

inspiration.ó

Jim Collins and Jerry Porras

Authors of Built to Last

Writing in Harvard Business Review

Core Ideology
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Putting the Pieces

Together.

Communicating 

an Authentic Identity

And Delivering an

Institutional Promise.
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ORGANIZATIONAL

INTENT

Creates Distinction

Because an 

Authentic Brand 

Identity Is

Implemented with 

Consistency 

and Frequency.
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Triangular Omphaloskepsis

The President and the Institutional Surprise



Triangular Omphaloskepsis

The President and the Institutional Surprise

The Cultural 

Anthropologist 

and the 

Institutional 

Theme







Triangular Omphaloskepsis

The President and the Institutional Surprise

The Cultural 

Anthropologist 

and the 

Institutional 

Theme

The Admissions 

Director and 

the Institutional 

Voice



Galvanizing the Community

Steve Syversonõs Big Idea



I just wanted to thank you for sending 

out the new Lawrence View Book to 

alumni. It is nice (and helpful) to see 

what Lawrence is saying about itself to 

prospective students. The piece is fresh, 

engaging, and would seem to be a 

catchy tool for the millennial crowd... 

This piece may have been produced for a 

younger crowd, but the messages and 

photos resonated with me too. I guess 

the Lawrence "story" is timeless. 



Stepping out






