
BRAND 101

Brand 101



BRAND 101

Presenters
Johnny Cruz, Associate Vice Chancellor & Chief 

Communications and Marketing Officer
Luis Sanz, Creative Director 



BRAND 101

What is a brand and why
it matters?
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What We Will Cover
Brand Positioning
Brand Messaging

Brand Visual Identity
Brand Resources
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How we got here? Brand Messaging Initiative
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Brand Positioning Statement
Internal code

Must contain fundamental truth
Must have multiple proof points

Essence of a brand platform
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Brand Positioning Statement
The University of California, Riverside is a place 

where everyone is fluent in the future. 
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Future Fluent

We have invested in a way 
others haven’t conceived. 
And through relentless 
focus on innovation and 
evolution, we are able to
have an unimaginable 
impact.
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Future Fluent

Our deep comprehension 
of our context – what’s 
now and what’s next, 
prepares us to tackle the 
world’s greatest 
challenges.
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Brand Pillars
Who We Are
What We Do

How We Do It
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Brand Pillars
Who We Are: Stewards of Transformation

We are in the pursuit of creating something better 
through a deep comprehension of the past, present, 
and future. It’s in our DNA to ensure that we create 

an environment and structure that fosters 
innovation to solve our community’s and world’s 

greatest challenges. 
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Brand Pillars
What We Do: Meaningful Climbs

Simply put, we believe that the journey we have 
chosen is worth it. But for us it’s an aim worth 

climbing after, chasing, and scraping. It’s not about 
the glory or the fame; but rather the impact that 

radiates. 
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Brand Pillars
How We Do It: Deliberate Momentum

Our goals are lofty. They’re high and they’re mighty; 
but they are the ones our community deserves. And 
they come with an intention and deliberateness that 

can only be found at an institution that has been 
dedicated to elevating everyone like UC Riverside.
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Brand Tone
Our Personality 
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Brand Messaging
Know Your Audience

Customize Your Message



BRAND 101

UCR Brand Handbook
Core Message Platform

UC Riverside is a university on the rise, powered by an 
entrepreneurial spirit, a record of innovation and results, and a 

commitment to excellence and collaboration across disciplines. We 
are a diverse, inclusive, globally focused community that reflects 

California’s many cultures and perspectives. And we are creating a 
new model for what a great public research university can do in the 

world.
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UCR Key Audience Segments
• Prospective Undergraduate Students
• Prospective Graduate Students
• Alumni
• Current and Prospective Donors
• Higher Education Community
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Prospective Student Messages
Goal: CHANGING THE NARRATIVE

Top Tone Words: WELCOMING, RIGOROUS

* The University of California, Riverside is America’s Fastest Rising university. Washington 
Monthly (2020) ranked UCR 27 among all institutions, and No.15 among top public universities.

We’re also proud to be ranked the nation’s leader for social mobility by U.S. News (2021). 

*Join us, and you’ll be part of the most prestigious public university system in the nation.
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At UCR, we'll challenge you with our 
world-class faculty, including two Nobel 
laureates, a Pulitzer Prize winner, 
countless social activists, and world 
influencers. You’ll find a kaleidoscope of 
faces, narratives, and cultures that 
celebrate the differences that define 
and the journey that unites us. We're 
glad you're here — now let's see what 
special experiences we can add to your 
story.
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Donor Messages
Goal: DEMONSTRATING IMPACT

Top Tone Words: WELCOMING, ENTERPRISING

We’re passionate stewards of student success and are devoted to ensuring their 
collective futures continue to be bright both here in our community and out in the 

world. Giving to UCR — at any level — means supporting a number of worthy causes, 
such as the research of an undergraduate student who couldn’t even fathom 

contributing to [specific] work this important before attending UCR, scholarships for 
first generation students, and so much more. Join us.
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Alumni know that UCR is one of the finest public 
universities in the country with renowned 
researchers and faculty members. It’s also a 
welcoming place that embraces its diversity, and 
that has made a huge difference for me as a 
first-generation college student.

This May, I will graduate from UCR as an 
education major with a minor in ethnic studies, 
ready to take the next step toward becoming a 
special needs educator and researcher.

UCR opened a world of possibilities for me. Yet 
this life-changing education would not have 
been possible without the support of loyal 
alumni like you.
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Higher Ed Community Messages
Goal: SETTING THE STANDARD

Top Tone Words: ENTERPRISING, UNDAUNTED

The No. 35 ranked public university in the U.S., 13th best university in the West and in the 
Top 30 of public institutions contributing to the public good, UC Riverside has been 
delivering on its mission to develop a meaningful student experience. With more than 60 
years of real-world, high-impact research conducted by award-winning faculty — including 
two Nobel Prize winners — UCR not only enriches the environmental, economic, social and 
cultural future of its students; but serves as a benchmark for the future of public 
institutions in California and the world. 
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Are we a Branded House, or 
a House of Brands?
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Branded House Model
Expresses its value proposition in a 

single, unified voice, presented 
under the main umbrella, turning 

the sub-brands into variants of the 
main brand.
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Branded House Model
PROS:

• It increases brand awareness. All sub-
brands share same goals, values and 
messages.

• As the main brand grows, the sub-brands 
automatically receive recognition.

• Each individual part participates on 
building and growing the brand.

• Focusing brand marketing (and marketing 
spending) on a single brand strategy and 
brand image is a financial advantage.

CONS:

• A one-size-fits-all strategy might not work 
for some sub-brands that require an 
individual brand uniqueness. 

• They all share a reputation. If one brand 
suffers a backlash all brands suffer.
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House of Brands Model
There are many varied value 

propositions and services, and 
they are marketed under separate 

brands, which have their 
own identities.
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House of Brands Model
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PROS:

• If a free-standing brand goes through a 
crisis, it doesn’t affect the other brands

• Full liberty for each sub-brand to creating 
their own identity

• Presence in different market/services 
niches, targeting different audiences

CONS:

• The strength of the parent brand won’t be 
attributed to the sub-brands. 

• Every brand needs its own strategy, 
identity and marketing activities making it 
a financial disadvantage.

• Some people may be unaware that some 
of the brands are connected.

House of Brands Model
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We are a Branded House
Brand strength is more easily attainable under 

the guise of a branded house. 
Our goal is to enhance both visibility and 

reputation.
The institution channels its financial and labor 
resources toward strengthening a single brand, 

rather than diluting resources that compete in the 
building of multiple brands.
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Brand Identity
brand.ucr.edu



BRAND 101



BRAND 101 |   UCR INSTITUTIONAL LOGO
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WRONG RIGHT
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WRONG RIGHT

|   AREA OF ISOLATION
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WRONG RIGHT

|   UCR MONOGRAM |   AREA OF ISOLATION



BRAND 101 |   UCR COLORS |   SECONDARY COLOR PALETTE



BRAND 101 |   UCR COLORS



BRAND 101 |   UCR COLOR PALETTES   |   SPECIFIC USE FOR PRINT OR DIGITAL

PRINT

Pantone
Standardized color inks. Used for 
offset printing only. Used in one or 
two color jobs. Ideal for Stationery.

PRINT

CMYK
Cyan, Magenta, Yellow, and Black. 
Ideal for full-color pieces.

DIGITAL/ONSCREEN

RGB
Specific to digital applications only. 
Mobile devices, computer monitors 
and TV screens.

WEB/ONSCREEN

HEX
Hexadecimal color. Used for web.
#003da5 UCR Blue.
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HEADERS

HEADERS AND BODY COPY

SERIF ALTERNATE TO FIRA

HEADERS

|   UCR TYPOGRAPHY



BRAND 101 |   STATIONERY LETTERHEAD



BRAND 101 |   STATIONERY BUSINESS CARDS  |  HORIZONTAL OPTION



BRAND 101 |   STATIONERY BUSINESS CARDS  |  VERTICAL OPTION
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BRAND 101 |   VISUAL IDENTITY FOR SOCIAL MEDIA  |   ICONS CONSISTENCY
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BRAND 101 |   VISUAL IDENTITY FOR SOCIAL MEDIA  |   BAD PRACTICES

WRONG WRONG WORST



BRAND 101 |   BRAND FOR WEB

ACQUIA CLOUD AND DRUPAL

• All templates contain already the 
visual look and feel; including 
available colors, fonts, and general 
page structure. 

• Two themes to choose from and 
multiple regions to organize and 
design the content.

• Templates and and components give 
enough flexibility to create sites with a 
differentiated personality but still keep 
a clear identification with the 
institutional brand.

WEBSITES.UCR.EDU

http://websites.ucr.edu


BRAND 101 |   ATHLETICS BRAND



BRAND 101 |   ATHLETICS BRAND  |  BEST PRACTICES

WRONG WRONG WORST
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Thank You
Brand 101


