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Why We Need Branding –
and You
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Brand vs. Branding
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Intangible

Brand Branding

Think

Feel 

Experience

What we…

Purpose

Mission

Distinction

From Brand…

Tangible

What we…

See

Hear 

Touch

From Branding…

Logos

Colors

Music
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Why Higher Ed Needs 
Branding — Now 
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CA High School Graduates Projected to Decline

Peak

(2023-2024)

12.6% decrease

(2021-2032)
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How the Competition 
is Branding
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The Competition is Vying for…

Students

Talent

Dollars
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Our Brand



Brand Strategy

06 .15 .22  









Our reason for being, 
what we believe, and 
what we promise as 
a brand







Who we are and 
how we show up



Archetype

TheMentor Advisor | Guide| Counselor | Consultant

Amentor is anexperienced,trusted and wise personwho 

imparts advice, usually to a younger person.As a fictional 

archetype,a mentor usually serves to provideguidance 

to the protagonist and has a key role in shaping their 

character development and self-realization.

The mentor’s role is often symbolic; they can act as 

part of the hero’s journey and what that person wants 

to become. The mentor guides the protagonist and, 

while at some point the protagonist has to figure out 

the rest on their own, the lessons learned from the 

mentor will carry them through life.*

*summarized from apollopad

OUR BRAND PERSONA,CHARACTER, ROLE



All together



Promise

Personality

Purpose

Archetype

Tohelp anyone who dreams of success 

achieve it

Higher education belongs to everyone. 

Challenge and failure enrich learning. 

Diversity strengthens community.

There are many paths to greatness.

Learn to thrive – at college, at work, 

and in the world.

The Mentor

Advisor, Guide, Counselor, Consultant

We are:

Optimistic, Compassionate, Inclusive, 

Resilient, Real

Beliefs

EXISTING CPP BRAND ELEMENTS

Values

Mission Wecultivate success through a 

diverse culture of experiential 

learning, discovery,and innovation.

Vision Cal Poly Pomona will be the model 

for an inclusive polytechnic 

university that inspires creativity 

and innovation, embraces local 

and global challenges, and 

transforms lives.

Academic excellence 

Experiential learning

Student learning and success 

Inclusivity

Community engagement

Social and environmental responsibility

NEW CPP BRAND ELEMENTS



07 .07 .22  

Cal Poly Pomona 

Audience Personas

+





07 .07 .22  

Cal Poly Pomona 

Messaging Matrix

+
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Our Branding
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Our Brand Our Branding
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NEW LOGO FAMILY = 

REBRANDING 
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BUILD SUB-BRAND SYSTEM
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Branding & Advertising 
Campaign
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Not enough 
people know us

When you think of higher education institutions 

located in the greater Los Angeles area, which 

come to mind? Please list up to five.

All

(n=534)

Prospective Students

(n=267)

UCLA 75%​ 78%​

USC 58%​ 57%​

CPP​ 19%​ 24%​

CSULA 18%​ 24%​

UCI 13%​ 12%​

CSULB​ 10%​ 10%​

Cal Tech​ 9%​ 10%​

CSUF 8%​ 6%​

CSUN 8%​ 7%​

Source: Brand Tracker Survey, May 2022

~3 of 4 prospective 
students don’t 
(unaided awareness)
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What and When
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Stakeholder 
Engagement

Brand Strategy

Audience Personas

Messaging Matrix

Brand Ambassador 
Training

2022

Develop 
Logos/Branding

Stakeholder 
Engagement

Logo Voting

Sub-Brand System 

Creative and 
Campaign 

Development

Brand Ambassador 
Training and Tools

2023

Stakeholder 
Preview

Branding & 
Advertising 

Campaign Launch 

Branding 
Transition

Ongoing 
Advertising

2024
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What’s in It for You
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Your Role
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Your Role

1. Be the best possible brand 
ambassador
• Use the brand tools

• Use “Cal Poly Pomona”, then 
“CPP” – never “Cal Poly”

2. Get engaged
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Discussion Questions

1. What do you think?

2. Any advice to help ensure success?
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Thank You!


