2020/12/04

ENGAGEMENT PRECEDES AND INFORMS DESIGN
from empirical data to visual identity design brief

= Context
Stellenbosch University Council

30 November 2020
Branding Process

= Purpose and objectives —
pre-design engagement phase

= Engagement methodology
Pre-design
Engagement Findings

= Summary of main trends

= Recommendations

= Conclusion and next steps
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CONTEXT

The need for reviewing the SU brand positioning

I. The results of an institution-wide visual touchpoint audit
and undertaking a brand valuation

2. Commemorating the University’s Centenary

CONTEXT

3. Alignment between Vision 2040, the Brand Positioning
Strategy and the New Visual Identity

Vision 2040 [ Rl New Visual Identity

Strategy
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Amended project approach:
ENGAGEMENT PRECEDES AND INFORMS DESIGN

Engagement process - two phases:

I. Pre-design engagement phase

PURPOSE AND
OBJECTIVES

Pre-design stakeholder Design briefing Report of

engagement to Boomtown engagement results

2. Post-design engagement phase

Post-design stakeholder Optional Statutory route and

engagement visual identity designs Council approval

PURPOSE AND OBJECTIVES
Pre-design engagement

I. Consult internal stakeholders and Alumni on pre-defined dimensions
- input into the visual identity design

- inform the design brief ENGAGEMENT
2. Inform and educate: METHODOLOGY

- designing a new brand identity that portrays a shared vision
- meets specific design criteria

3. Create opportunities for reflection and robust engagement:
- the need for demonstrating authentic transformation
- living our institutional values

4. Create excitement
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ENGAGEMENT METHODOLOGY

Respondents and sampling

ENGAGEMENT METHODOLOGY

Data collection

Qualitative and quantitative structured into eight dimensions:

. 9 o Distilling Taking an Visual
\:::a:[ia(zug the brand external Solving design imperatives:
g personality stakeholder challenges look & feel
P 4 and essence perspective preferences

ONLINE SURVEY
6 October — 30 October

Staff & Post-Docs ~ Students ~ Alumni Council

203 94 475 6 ‘

Total: 778

17 INTERACTIVE SESSIONS
5 October — 28 October

RESPONDENTS:

Global

rebranding
best practice
approaches

Identifying
SU’s unique
character

transformation
perspective

R S UE Gl Al . Engagement @ Online Survey
268 24 5
Total: 297 GRAND TOTAL: | 075
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SUMMARY OF MAIN TRENDS

Anchor themes: Vision 2040 and values:

= A focus on excellence
— an institutional reputation of a world-class university through innovation

SUMMARY OF
MAI N TRENDS = Social connectedness

— to illustrate inclusivity that strive towards a greater sense of community

= Social impact — demonstrating compassion
— in service of society by “influencing and changing the world”

= Retaining existing institutional slogan
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SUMMARY OF MAIN TRENDS

The “look and feel” preferences:

= Simple, modern, clean yet impactful and sophisticated
— portray an institution with a world-class academic standing

= Blending heritage/tradition with the future aspirational qualities
— modernising approach — reinterpret elements with prior heritage value

= Ensure adequate level of recognisability

= Values-based brand positioning grounded in Africa
— movement, evolution, transformation

= Abstract designs — avoid cultural insensitivities

= Future-focussed visual identity design

SUMMARY OF MAIN TRENDS

Distinctive characteristics:

Location — concept of “town and gown”,
small town university — global impact

. A sense of community

— the spirit of “Matie-ness” or “US-ness”
— balancing a functional design approach
with an enhanced emotional connection

Applying a unique
perspective to excellence inclusive of African views

A fresh emphasis on innovation
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SUMMARY OF MAIN TRENDS

Portraying our institutional journey of transformation

Warning against ‘window-dressing’ — African symbols that are
not authentic to Stellenbosch

SU stakeholders agree on one aspect — its vibrant people,
of cultural diversity and an entrepreneurial spirit

The results resonates with the main tenets of Vision 2040, i.e.
excellence, inclusive and innovation

This will now inform the design directions for the logo
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CONCLUSION
AND
NEXT STEPS




NEXT STEPS

The post-design engagement phase

and obtaining formal approval

Agency submits required
design options

Short-listed visual identity
options: interactive sessions
(Town Hall) and e-poll

Tabled at statutory bodies

NOV - DEC
2020

FEB - MARCH
2021

FEB - MARCH
2021

FINAL APPROVAL
COUNCIL
] 13 APRIL 2021
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IN CONCLUSION

The findings point towards
a challenging design task:

= A diverse stakeholder profile

= Creative tension:
existing brand equity vs
aspirations of future-focussed
brand positioning

= Demonstrating SU’s commitment to
authentic transformation

= Longevity: to remain relevant past
the current institutional strategy

= To accurately portray the ‘soul’
of the institutional character
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IN CONCLUSION

Broad support to

reimagine, reinterpret, reinvent
the institutional visual identity in line
with our institutional character

and to remain
truthful and authentic
in the portrayal thereof
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Questions!?
Vrae!?
Imibuzo?

UNIVERSITEIT
iYUNIVESITH
STELLENBOSCH
% UNIVERSITY
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Thank you
Baie dankie
Enkosi kakhulu
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