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Overview
Presidential charge in 2010 

Project research led to expanded scope



Process
Visual Identity Committee 

Design Subcommittee 

Joined Advancement’s branding research to get 
5,800 constituent opinions on visuals 



Process
Researched over two dozen peer institutions 

“Shuttle diplomacy”
• All graduate schools 

• Student Leadership Development, 
Student Assembly, Flat Hat 

• College-wide Communications 
Committee, Communications Steering 
Group, President’s Cabinet (Deans & VPs)

• Auxiliary Services & the Bookstore 

• Athletics 

• Procurement 

• Swem Library



Deliverables
50-page style guide book 

styleguide.wm.edu 

New templates: business cards, letterhead,  
presentation slides



Style Guide Highlights













Reaction thus far
Guide greeted with overwhelming positivity, momentum and 

support by hundreds 

Engagement initiated by campus groups; strong demand for 
access to marks 

Collaboration with communicators to identify potential challenges 
and to debug 



Licensing Project Working Group
Representation 

Alumni Association, Advancement  
Auxiliary Services 
Creative Services  
Economic Development 
Graduate School  
Marketing, Advancement 

Sponsors 

Henry Broaddus  
Terry Driscoll  
Matthew Lambert 
Anna Martin



Need

Comprehensive branded merchandise plan to 
showcase the W&M brand, raise visibility and 

generate revenue



Goals
Visibility 

Revenue 

Efficient Operation 



Parallel Strategies: 
Short- and Long-term

Leverage opportunities, agreements and resources to get branded merchandise 
into the market across three segments: 

Prospective students – aspirational 

Tourists, campus guests – souvenir/gifting  

Students, alumni, friends of W&M – affinity 



Leverage high traffic events
Convocation  

Homecoming 

Yule Log 

Charter Day 

Commencement

Home Sports Games 

Admitted Student Day 

Parents’ Weekend 

Move-in days 



2015 Charter Day
Visual identity implemented 

Design for www.wm.edu updated 

Great opportunity for merchandising 



2015 Charter Day Plan
Multiple on-campus sales points 

Leverage existing sales points on campus 

Expanded display at B&N  

Online sales managed by B&N 

Marketing will drive awareness and sales 

Significant alumni engagement opportunity using branded products



Comprehensive Plan
Explore existing contractual relationships for on campus and online sales; 

merchandise selections, etc.  

Explore options with licensing and trademark management vendors to manage 
retailers in every channel of distribution 

Collect needs/requirements from key areas – develop business plans 

Develop RFP for turn-key or semi turn-key operations 



Summary
Get the product into the market! 

Kick off by leveraging opportunistic events 
 and 

work toward a comprehensive solution!


