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Exploring together

“Getting here
has always been
a journey.”




‘ _ “Otago stands for
[k heritage, history and
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“There’s something
about Otago or
Dunedin, because

it’s just this student
university town and
it’s almost like a little
world of its own.”




Jniquely anchored
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=/ “We have Scottish

| 4 bones and a very
clear Maori and
Pacific heart.”
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Growing the :
whole person

“We are all about
growing the
whole person.”
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- “We are highly

| committed to the
-~ human face of

education. Our focus

1s on human contact.
That 1s our special
character. Walking

beside people on

their journey.”
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“They re going to
have a world class
degree at the end of
it. But, at the same
time, they are also
going to be part of a
whole experience.”
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Council briefing

Brand Project

12 July 2022




Background

Business Case
Approved by VCAG (SLT) January 2019.

Working Group

Objectives

Undertake a considered strategic assessment
of our brand,;

Driven by a need for a modern and consistent
brand that celebrates our heritage and the
University’s commitment to partnership,
excellence and innovation.




Discovery & themes

_ Discovery
- ‘%‘;\U“ - Interviews with staff and students, market
—WTE )= . research and strategic review.

. -
F s

Themes
Positive rebels; exploring together; mixing old

and new; excellence and innovation; a
different perspective; uniquely anchored in the
South Pacific; growing the whole person
through very human connection and care;
creating outcomes of both achievement and
contribution.

Perception vs reality challenge.

“We” vs “Me”: reciprocal success.

Brand Truth
Together we dare




UNIVERSITY
of

OTAGO

Te Whare Wananga o Otago
NEW ZEALAND

1869-2019

bid

150

Brand assets

Visual elements

« Our logo, shield, brand colours and hero
imagery.

Narrative

« Brand story, tone and style.




Convergence with Vision
S 2040

Convergence with Vision 2040

In the past 6 months with consultation on
Vision 2040 we have noted the convergence
and need for integration and that both projects
inform one another.

Collaboration with mana whenua

Ongoing collaboration hui and partnership with
mana whenua. These will continue as we
progress.

«_ ,' .
T e !y Desian and lanquaae collabs creative pr
— . — with:
A -




Next Steps

Creative development continues
Stakeholder engagement plan
Communications plan
Project planning

Proposed creative concepts are presented to
Council in September
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Memorandum/Manatu

Division of External Engagement

To/Kia Chanceltor and Council members
From / Na Professor Tony Ballantyne
Date /Tera 7 July 2022

Subject / Te kaupapa: Brand Review Project briefing
Téna koutou,

The purpose of this paper is to brief Council on the Brand Review project. This paper, read in
conjunction with the accompanying pre-read document, presents a high-level overview of the
work that has occurred in the project, and discusses key opportunities o enhance the
reputation and relevance of the University of Otago brand.

Background

In 2019, the Vice Chancellor's Advisory Group approved a business case to undertake a
review of the brand. The University of Otago’s brand identity has remained relatively
unchanged for many decades, and the review assessed whether the brand is fit-for-purpose
in a digital era and applicable across multi-channel communications.

Furthermore, the review set out to understand how the University’s brand is perceived by our
target audiences, and whether the brand continues to resonate with key segments, especially
current and future students and stakeholders.

The Marketing Services team engaged specialist New Zealand brand agency Designworks to
support the University with the project. Underpinning this work was a discovery process which
involved interviews with key internal stakeholders as well as an extensive review of market
research, University plans and frameworks, and competitor analysis.

Given the potential sensitivities around this work, the project has been tightly managed by the
Marketing Services team, with oversight from an executive steering group, including:

Summary of key findings

The review found that the University of Otago brand has strong equity that is underpinned by
a proud history, unique student culture, the commitment of staff and students to academic
success and a vibrant campus and student city environment. Awareness of the visual
elements of the brand, such as the crest, clock tower and brand primary colours (blue and
gold) are high.

External Engagement Division - University of Otago
Tel +64 3 479 8345
Email dvc.ee@otago.ac.nz
PO Box 56 - Dunedin 9054 - New Zealand
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The review also uncovered key challenges for the brand,_

From a visual
identity perspective, the brand mark (logo) is overly complex, and does not work well in digital
channels. The use of the M3ori translation Otago is incorrect, and while there is a strong
heraldic design in the University’s crest acknowledging a proud history of Scottish settlement,
there is a distinct lack of visual connection to the University’s relationship to tangata whenua
or its place in modern New Zealand.

Through the review, a number of opportunities have been identified for the University to
continue to celebrate its heritage, while sharing our ambitions as a modern University
commited to partnership, excellence and innovation. These include looking at a more relevant
brand story and visual identity that draws on our shared European and Maori experiences,
and one which celebrates the unique character of our people: past, present and future.

Current work

After pauses in the project in 2020 and early 2021 to focus on the response to the COVID-19
pandemic, the Marketing Services team resumed work in earnest last year on the project.

Work is currently being undertaken to ensure that the brand review outcomes are strongly
aligned with the future strategic vision of the University through Vision 2040.

There has also been extensive engagement, collaboration and a number of hui between the
university project team and steering committee, mana whenua from Otakou and Puketeraki,
Designworks and cultural advisors throughout the project. This has culminated in the
development of a creative/cultural narrative, initial creative concepts for a brand story and
visual identity, including a refreshed brand mark (logo). The project team has shared these
early concepts with key staff within the University for initial feedback.

Next steps

Ongoing work to refine the early creative concepts is required over the coming weeks. The
project team intends to return to Council at its September meeting to present proposed
creative concepts for feedback and consideration, as well as an extensive communication and
stakeholder engagement plan for sharing the concepts with the wider University community.

External Engagement Division - University of Otago
Tel +64 3 479 8345
Email dvc.ee@otago.ac.nz
PO Box 56 - Dunedin 9054 - New Zealand



