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How brands are built:




“Leading” by Example







The company with leading

solutions that help people have a
better life




Quality
Green
Safety

Smart Technology

“Drive One’
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@ THE FORD STORY  Ford is different - Join the Conversation SHARE THIS SITE  + SUBSCRIBE s |

u WHAT WE'RE DOING WHAT! | WHATOTHERS ARE SAYING-

OUR PLAN & PROGRESS

QUALITY

top =
ford story &

Live Chat with Ford Edge Chief Engineer Elaine
Bannon

GREEN

SAFETY

SMART TECHNOLOGY

story
clarence r&
Finally Forgiven

ired

A

ford story K

Ford Ready to Set the Pace at the 2010 Daytona
500

In the Falcon. Wa wem ma;

in the spotlight getinvolved

Maost Viewed Connect with us and be part of the Ford Story

submit your
stories O

Your storles are part of the Ford Story.

52000 Rally Car wins Monte Carlol




Sign up for news and updates

«& | he Ford Story

Read it. Help write it. Share it.

Email Zip SUBMIT

ARTICLES . STORIES . IDEAS . [[]maces [*] vioeos Search Q

LATEST ARTICLE FROM FORD

What is Your Explorer
Adventure?

If you love adventure, the 2011 Ford Explorer is
walting foryou. And we invite you to do some
daydreaming right now about what type of
adventure you would have with a new Explorer. Once
you've planned an adventure in your mind, go to

f L K.COm % r to submit your idea. If
your idea is selected, Ford will create and film the
adventure you suggested!

“We want people to get out there and experience
their environment with friends and family in a fresh
new way, and the new Explorer is the best vehicle to
doitin," said Jim Farley, Ford group vice president,
Global Marketing, Sales and Service. “Ford has
reinvented the Explorer, and with this new campaign
we're inviting consumers to be just as inventive by
coming up with their ultimate adventure.”

| RECENT COMMENTS ON THI

\ Yossi Lopez-Hineynu my dream trip would be to take a explorer
and a air stream and take a trip out west to all ower nations Here are some delalls abol.lt The EqUiDmEﬂl 50 )‘OU
h fometeand nationsL D can start envisioning your dream adventure. The all-
: new Ford Explorer 3.5-liter V6 is offered as standard
equipment across base, XLT and Limited models.

Andrew Sprung Lova this carl Delivering an anticipated improvement in fuel
H w ng iscarl - e
l-\...

m John Futchko | have a 96 explorer one of the true truck explorersnot

THE FORD STORY Web site is a
dynamic and “real life” expression of the
TRANSFORMATION the company has
undergone in the past four years.

Ford uses their Web presence as the
primary channel of communication with
their customers

The site ENGAGES visitors and invites
them to SHARE their stories
Employees are given a visible and
central role in the "Ford Story”
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First choice for
student success and

statewide leadership




A student-centered enagaged learning
environment

Globally competitive research
and learning opportunities

A connected community







PROMISE:
First choice for student success
and statewide leadership

v' Brand platform

PILLARS:

A student-centered enagaged
learning environment

Globally competitive research
and learning opportunities

A connected community




STRATEGIC PLAN
2010-2011




INTRODUCTION

The University of idahao is the first choice for
student success and statewide leadership. We
are a premier land-grant research university and
the flagship institution in our state. We lead

in teaching and engaged student leaming in
our undergraduate, graduate and professional
programs. We excel at interdisciplinary research,
service to businesses and communities, and

in advancing diversity, citizenship, and global
outreach. Through our growing residential

and networked university and strong alumni
connections, we develop leaders who will guide
Idaho to global economic success, ereate a
sustainable American West, and address our
nation’s mest challengng problems.

As [daho's land-grant institution, our students,
faculty and staff are engaged in a vast network
of powerful partnerships: statewide campuses,
laboratories, research and extension centers,
outreach programs, and a base of loyal

alumni worldwide, These resources provide
connections to individuals, businesses and
communities which strive to improve the
quality of life of all Idahe citizens and secure
the economic progress of the warld.

We are committed to a student-centered,
engaged leamning environment. Our unigue

v’ Brand platform

v Strategic alignment




INTEGRATED BRAND MARKETING
& COMMUNICATIONS PLAN

GOAL #1

GOAL #2

GOAL #3

GOAL #4

EXTERNAL

ENROLLMENT

FUNDRAISING

INTERNAL

Build Awareness, Advocacy
and Action

Solidify and Expand
Enroliment Positioning

Build Inspiration, Confidence
and Contributions

Give Voice and Internal
Commitment to Brand
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External
Enrollment
Fundraising

Internal







Media Relations
Enroliment
Fundraising
Internal Communications

Web Communications
Creative Services
Writing Services
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v Integrated organization




STRATEGIC BRAND LEADERSHIP
GROUP

MARKETING &
COMMUNICATIONS TEAM

BRAND MARKETING COUNCIL

e
COMMUNICATORS GROUP WEB AUTHORS

|
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OURWORDS  DURVISUALS | OLIR WORK

HOME | OURVISION  OUR IDENTITY

RECRUITMENT
VIDEO

This is My University of Idaha

1 Mo »>

—
First choice for student success and = o . Conar b daskeond o hal N BRAND
statewide leadership. tudents d m il o d by v g you nwms
10 WHAT IS
YO
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HOME = OURVISION = OURIDENTITY  OURWORDS  OURVISUALS | OUR WORK

RECRUITMENT
VIDEO

This is My University of ldaho

‘ Mo »>

Our Brand Promise:
BRAND

AWARDS

First choice for student success and

statewide icadership.

e TIS
** BRAND 1Q?

Brand Resource Guide
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Growing our reputation
Extending engagement



Your Story
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Checklist — foundational measures of
success
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