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The process

Á10 months

Á5 departments

ÁCundari SFP

ÁMultiple interviews

ÁFocus groups



NOW?

Why is it important





Building on
the University of Guelph

brand



ÁUniversity of Guelph has a unique and 

relevant story to tell

ÁMessage not coming from one unified voice

What we heard



ÁKeep it simple!

ÁBe focused!

ÁMake it relevant to me!

ÁBe direct!

ÁBe bold!

ÁThis is Guelphôs time é

What we heard



ñGuelph has a unique opportunity to

take the lead
in integrating issues of food, water, 

environment, health, community, commerce 

and culture.ò



The essenceé what makes Guelph unique?



The essenceé what makes Guelph unique?

Itôs all about life
ñWe should be the Life brand!ò



Changing Lives. Improving Life.



Changing Lives. Improving Life.



leadership
collaborationcaring

mobilizing
high qualityrelevant



Hereôs how to bring those qualities to lifeé



The Cornerstone 

and Tagline 

brandmark.

The formula é



The Cornerstone 

and Tagline 

brandmark

Bold typography

and messaging

The formula é



The Cornerstone 

and Tagline 

brandmark

Bold typography

and messaging

Storytelling through

evocative imagery

The formula é



The Cornerstone 

and Tagline 

brandmark

Bold typography

and messaging

Storytelling through

evocative imagery

Bold use of colour

The formula é



The Cornerstone and Tagline



Bold typography

Expressive images ï

optimistic, inclusive, 

spontaneous

Sample messaging

Bold colour

Cornerstone &

Tagline

Putting it together é


