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OUR BRAND STORY
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[F YOUR BRAND DOESN'T HAVE A PURPOSE,
THEN STOP EVERYTHING AND FIND IT,

Once you do, you'll see that everything's a hell of a lot easier.
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Great brands stand for something.
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Section 1 Our Brand Story

Great brands are about feelings, not facts.

THE POWER OF A BRAND STORY



Section 1 Our Brand Story

Great brands offer outcomes, not features.

Apple didn't make an ad that said:
"3GB of storage."
They made an ad that said:

1,000 songs in your pocket."

. 12MP
Benefits over features, always. Ultra Wide Camera
¢
108MP Shot on iPhone
Wide-angle Camera
P d 48MP
l O . Telephoto Camera

1000 songs in your pocket.

THE POWER OF A BRAND STORY



Section 1 Our Brand Story

Great brands are for someone, not everyone or anyone.

& SETH'S BLOG

Who cares?

No one cares. That happens rarely.

Someone cares. That happens all the time,

and it’s at the heart of our work.
Everyone cares. Almost never.

Someone is enough. In fact, someone is the

entire point.

Jg] Purple Cow
W, Seth Godin

Differentiate your customers. Find the
group that's most profitable. Find the
group that's most likely to sneeze. Figure
out how to develop /advertise/reward

either group. Ignore the rest. Your ads

(and your products!) shouldn't cater to
the masses. Your ads (and products)
should cater to the customers you'd
choose if you could choose your
customers.
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Section 1 Our Brand Story

Great brands are built over time on a powerful insight and positioning.

«: | A masterclass in
positioning and value

Ell framing
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Section 2 Research and Strategy

THE OVERALL GOAL

Transform Purdue Global into a well-positioned
and differentiated online solution and brand that
working adults and employers trust and prefer.

We will help transform Purdue Global from an undifferentiated and misunderstood offering
iInto Purdue’s thriving online solution for working adults, preferred by students, employers
and partners. Becoming top of mind, meaningful and distinct with these target audiences
will lead to greater student demand, greater employer demand, greater partner demand,
improved student outcomes, and improved reputation and performance.

THE POWER OF A BRAND STORY



THE OPPORTUNITY

40 million Americans
have some higher ed
credits, but no degree.




THE TENSION

Missed opportunity
and regret

FOR THE WORKING ADULT FOR PURDUE

= Feels stuck personally
and professionally

« Wasted potential
= Experience not valued
» Haunted by past failures

» Laggard in online space
» Lost growth opportunity
= Follower not leader

= Not delivering on
brand promise and
land-grant mission

66

IF WE PLAY BROADLY,

WIN NOWHERE,

HAVE CAPABILITIES

THAT MIRROR THOSE

OF COMPETITORS AND
MANAGEMENT SYSTEMS
THAT REINFORCE THE
PREVIOUS THREE ANSWERS,
OUR ASPIRATION IS

T0 BE MEDIOCRE.”

Roger Martin
AUTHOR



Section 2 Research and Strategy

Brand Launch

RESEARCH
AND STRATEGY

THE POWER OF A BRAND STORY
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WHAT We Learned

Southern
ESU Online New Hamp shire
Arizona State University UﬂlVQI'SltY -
Potential
/ THE UNIVERSITY OF ARIZONA 1
*.g: WGUl% .Z,K,S. GLOBAL CAMPUS White
University space
of Phoenix
UNIVERSITY '~ 3 PennState
2 o (5 Rbeireu

Rational Appeal Emotional Appeal



WHAT WE HEARD
IN RESEARCH
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Section 2 Research and Strategy

Overall Takeaways

@ ©, ©,
A higher Purdue Global | did it for myself

education degree is not a and became a role
validates me, my diploma miill. model to my family
experiences, and and others.
my knowledge.
The Purdue name is legitimate, A Purdue Global degree elevates
| don’t want to waste my time and respected, and trusted. Purdue me to feel like an equal with
money, it needs to be worth it. meets me where I'm at with others, generating self-worth
my experience and provides a and acceptance from colleagues
connection to more opportunity. and peers.

THE POWER OF A BRAND STORY



Section 2 Research and Strategy

TARGET AUDIENCE

Purdue Global is for working adults with life
experience and often some college credits
who want to earn a degree that they can be
proud of and that employers will respect.
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BRAND ESSENCE

The conceptual core of our brand and the underpinning of everything we say or do.

Purdue Global is all about:;
 mawom

Opportunity
- INAPHRASE

Real Opportunity for More
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PURDUE IDENTITY PORTFOLIO

ONLINE FOR
HIGH SCHOOL FLAGSHIP REGIONAL WORKING ADULTS LIFELONG COMMUNITY AND LEARNING

PURDUE  rolytechnic High School PURDUE UNIVERSITY.
E UNIVERSITY Engylewood ! E UPI;[I]\:!%]I?SIIJ'-I‘EY: F 0 RT WAY N E (\Q gPORB]REIE E

PURDUE FOR LIFE

FOUNDATION
West Lafayette

Indianapolis

ONLINE MASTERS
A
S PURDUE  ranciisons PURDUE 7 PURDUE
RESEARCH FOUNDATION

@ PURDUE .. NORTHWEST

UNIVERSITY

E PURDUE Polytechnic High School

UNIVERSITY South Bend



Section2 @ Research and Strategy

SUMMARY

How well a brand is delivered
externally depends on how well
It Is understood internally.
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Section 3 The Campaign

UR NEW
CAMPAIGN
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THIS IS MY
COMEBACK.
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Section 3 The Campaign

KEY MESSAGES

THIS IS

MY COMEBACK. IT'S TIME.

I’'M WORTH IT. g.(r)ll;d(f N%IE%K
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Section 3 The Campaign

WILLTHIS CAMPAIGN RESONATE?

“Come Back” rated The concept was “Come Back” puts

higher than other motivating to the emphasis on the investment

concepts. audiences surveyed. in the individual and that
they are ready to make a

For measures of being seen as Open-ended responses comeback in their life.

compelling or believable, included the idea that it's

ﬁ;g‘; ?haacnk;ﬁ(;(:LZ(: 2L?nn;2;?3n.tly “never too late” to come back. e e rTle, wh.at I'm doingf
and where | am in my life. | am having a
comeback, and this is what it feels like."

Target audience for creative testing: age 18 to 64, high school diploma or some college credit and no degree,
actively investigating higher education, likely to pursue an online education in the next 12 months.

THE POWER OF A BRAND STORY






In Closing

QUESTIONS
AND ANSWERS
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PURDUE
GLOBAL.

Purdue’s online university for working adults.



