
A reputation & brand strategy for Michigan Engineering



Our Opportunity to Lead

Diversity, Equity 
& Inclusion

Interdisciplinary 
Approach

Building upon Michigan’s greatest strengths, 
we can define a blueprint to reimagine what engineering can be.
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EXCELLENT ENGINEERING 
FUNDAMENTALS

CONVERGENCE OF 
DISCIPLINES

EQUITY-CENTERED VALUES 
& GLOBAL WORLDVIEWS

When all three parts are present and fully activated, we can apply a people-first approach 
that will help close critical gaps in our society and elevate all people.

PEOPLE-FIRST ENGINEERING



Our Value Proposition
➔ Michigan Engineering’s 

people-first approach 
builds upon our greatest 
strengths to help close 
critical gaps and improve 
the lives of all people.

➔ For us, people-first 
engineering is both a goal 
and a practice.

➔ Through our people-first 
framework, Michigan 
Engineering is reimagining 
and reshaping what 
engineering can be – at 
Michigan and beyond – 
enabling all engineers to 
have a positive impact on 
the world.

Michigan Engineering builds upon its unsurpassed engineering fundamentals and 
equity-centered values, leveraging the University of Michigan’s unique ecosystem, expertise 

and global worldview to solve human problems and close societal gaps.

EXCELLENT
ENGINEERING

FUNDAMENTALS

Michigan Engineering is 
fortunate to have access 
to some of the strongest 
academic and research 
capabilities in the world. 
Our position as one of 
the top engineering 
schools enables us to 
advance our people-first 
principles – empowering 
our engineers with the 
skills they need to truly 
transform our world.

CONVERGENCE OF 
DISCIPLINES

Michigan Engineering’s
students and faculty draw 
upon insights, expertise 
and wisdom from across 
a wide range of academic 
disciplines. We strive to 
account for the impact of 
engineering solutions 
across a range of 
contexts to help ensure
new innovations, systems 
and products achieve 
their intentions while 
avoiding unintended 
consequences.

EQUITY-CENTERED 
VALUES & GLOBAL 

WORLDVIEWS

Michigan Engineering is
committed to being a 
leader in equity-centered 
engineering, striving to 
equip engineers with skills 
to reevaluate established 
assumptions and rebuild 
systems to better serve all 
people. We understand 
the importance of global 
participation and  
engaging with many 
cultures.



On-Campus Advertising
➔ Free & Paid Tactics
➔ Event Tactics

Digital Marketing
➔ Free & Paid Tactics
➔ Landing Pages

Merchandise
➔ Freebies
➔ Incentives
➔ Gifts for Motivators

Results
➔ Awareness
➔ Conversions

INTERNAL CAMPAIGN



We utilized many free placement opportunities to 
transform our physical campus at the beginning of 
the Fall semester:
● Elevator Banners
● Campus Posters
● Free digital screens

On-Campus Advertising (Free)

INTERNAL CAMPAIGN
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INTERNAL CAMPAIGN: 
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U-M's Student Organization Resource Center 
(SORC) provides paid advertising placements 
at strategic positions around campus. The 
People-First campaign utilized the following 
SORC advertising locations:

● Diag Boards & Kiosk Posters 
● Table Tents
● Bus Signs
● Digital Screens

On-Campus Advertising (Paid)

INTERNAL CAMPAIGN



INTERNAL CAMPAIGN: 
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INTERNAL CAMPAIGN: 
ON CAMPUS ADVERTISING (PAID)



Through both in-person and virtual presentations, 
we conducted personalized outreach sessions to 
students, faculty and staff. 

● Community "Roadshows"
● Tabling 

Event Tactics

INTERNAL CAMPAIGN



INTERNAL CAMPAIGN: 
EVENT TACTICS

Community Roadshows



INTERNAL CAMPAIGN: 
EVENT TACTICS

Tabling



Using our own digital channels, we promoted both our 
own and user-generated content and testimonials to 
show our community adopting the brand.

● Videos
● Emails
● Social media posts & quote graphics

Digital Marketing (Free)

INTERNAL CAMPAIGN



INTERNAL CAMPAIGN: 
DIGITAL MARKETING (FREE)

Videos

http://www.youtube.com/watch?v=pubdliWHQZ4
http://www.youtube.com/watch?v=4jiKtJKGwM0


INTERNAL CAMPAIGN: 
DIGITAL MARKETING (FREE)

Emails



INTERNAL CAMPAIGN: 
DIGITAL MARKETING (FREE)

Social Media & Quote Graphics



Utilizing the University's internal news products, we 
promoted people-first engineering beyond the 
engineering school:

○ Email banner ads
○ Website display ads
○ Michigan Radio ads

Digital Marketing (Paid)

INTERNAL CAMPAIGN



INTERNAL CAMPAIGN: 
DIGITAL MARKETING (PAID)

Email Banner Ads

○



INTERNAL CAMPAIGN: 
DIGITAL MARKETING (PAID)

Website Display Ads



INTERNAL CAMPAIGN: 
DIGITAL MARKETING (PAID)

Michigan Radio ads



Our on-campus tactics all drove traffic to two 
landing pages:

● Strategic Vision: Informational
● People-First: Conversion-based

Landing Pages

INTERNAL CAMPAIGN



Strategic Vision: Informational

INTERNAL CAMPAIGN: 
LANDING PAGES



People-First: Conversion-Focused

INTERNAL CAMPAIGN: 
LANDING PAGES



Our merchandise strategy was not to flood the 
community with cheap swag, but to thoughtfully 
incentivize and reward individuals who engaged with the 
campaign. Additionally, our vendors were chosen with 
sustainability and business responsibility in mind.

● Beanies
● Socks
● Zip-Ups
● Water bottles
● Notebooks
● Stickers

Merchandise

INTERNAL CAMPAIGN
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The on-campus campaign yielded 
approximately 3,000 people (~25% of the 
engineering population) to follow pathways to 
learn more, and 800 (~7%) to submit their 
own stories about how they are a people-first 
engineer. The rollout education has been 
personally delivered to approximately 50% of 
staff and 35% of faculty, with the remainder 
scheduled for the Winter 23 semester.  

● Awareness
● Conversions

Results

INTERNAL CAMPAIGN



INTERNAL CAMPAIGN: 
RESULTS

Awareness ResultsAwareness Results

VideoWeb Traffic Social Media

● QR code visits from 
ads/collateral: 
3,113 QR & link 
engagements

● Landing page(s) views: 
9,513 views

● Participation: 
878 form submissions

● People-First Framework
○ 8,369 views

● We are People-First
○ 1,381 views

● 112 posts across Twitter, 
LinkedIn, Facebook and 
Instagram

● 267,381 impressions

● 7,961 engagements
○ Reactions, saves, 

shares and clicks



INTERNAL CAMPAIGN: 
RESULTS

Conversion Results



Digital Marketing
➔ Storytelling
➔ Microsite
➔ Free & Paid Tactics

Print & Physical Marketing
➔ Free & Paid Tactics
➔ Conference Sponsorships

Results
➔ Awareness
➔ Engagement

EXTERNAL CAMPAIGN



An external campaign called "Elevate" uses 
storytelling to showcase how our people-first 
approach is improving equity and access, 
executed through paid advertisements on 
multiple digital platforms and utilizing watercolor 
illustrations to imagine the impact of engineering 
on the world.  

● Storytelling
● Microsite
● Paid Email Placements
● YouTube Pre-roll Ads

Digital Marketing

EXTERNAL CAMPAIGN



EXTERNAL CAMPAIGN: 
DIGITAL MARKETING (FREE)

Storytelling



EXTERNAL CAMPAIGN: 
DIGITAL MARKETING (FREE)

Microsite



EXTERNAL CAMPAIGN: 
DIGITAL MARKETING (PAID)

Paid Email Placements



EXTERNAL CAMPAIGN: 
DIGITAL MARKETING (PAID)

YouTube Pre-Roll Ads



In addition to the Elevate campaign, we utilized 
print products and in-person off-campus 
opportunities to increase awareness of our 
positioning.  

● Alumni Magazine Ad
● Fiesta Bowl Program & Instagram Ad
● IFoRE Conference Sponsorship

Print & Physical Marketing

EXTERNAL CAMPAIGN



EXTERNAL CAMPAIGN: 
PRINT & PHYSICAL MARKETING

Alumni Magazine Ads



Fiesta Bowl Program & Instagram Ad

EXTERNAL CAMPAIGN: 
PRINT & PHYSICAL MARKETING



IFoRE Conference Sponsorship

EXTERNAL CAMPAIGN: 
PRINT & PHYSICAL MARKETING



While the external campaign is just kicking off 
in earnest, we are already seeing promising 
reach and engagement numbers.

● Awareness
● Engagement

Results

EXTERNAL CAMPAIGN



EXTERNAL CAMPAIGN: 
RESULTS

Awareness Results
Print & Physical

IFoRE 
Conference

Alumni 
Magazine Ad

Fiesta Bowl



EXTERNAL CAMPAIGN: 
RESULTS

Awareness Results
Digital Marketing

Paid Email Microsite



EXTERNAL CAMPAIGN: 
RESULTS

Engagement Results
Digital Marketing

Paid Email Microsite

*Engaged sessions last longer than 10 
seconds, have a conversion event, or have at 
least 2 pageviews or screenviews

Average time on page: 

1m 59s
Peer Clicks:

78+

*Peer clicks are individuals with a title 
containing: professor, faculty, lecturer, dept. 
head/chair or dean.



Brand Guidelines
➔ Brand Book
➔ Brand Website

Templates
➔ Digital Templates
➔ Print Templates
➔ Digital Downloads

Results
➔ Adoption & Usage

IMPLEMENTATION



In an effort to increase adoption and 
understanding of the brand changes, particularly 
for our communications and marketing partners 
embedded in departments and units, a robust 
set of brand guidelines was developed, with the 
content aimed towards flexibility and inclusion 
rather than "rules".

● Brand Book
● Brand Website

Brand Guidelines

IMPLEMENTATION



IMPLEMENTATION: 
BRAND GUIDELINES

Brand Book



IMPLEMENTATION: 
BRAND GUIDELINES

Brand Website



To make adoption as easy as possible, and 
increase the availability of assets to all members 
of our community, we developed a range of 
templates and downloadables, with Easy, 
Advanced and Expert options to fit the wide 
range of skill sets.

● Digital Templates
● Print Templates
● Downloadables

Templates

IMPLEMENTATION
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IMPLEMENTATION: 
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IMPLEMENTATION: 
TEMPLATES (DOWNLOADABLES)



Although it is difficult to track all the ways our 
community is using the brand in their daily work, 
we are seeing immediate adoption and 
interpretation, as well as enthusiastic response!

● Adoption & Usage

Results

IMPLEMENTATION



IMPLEMENTATION: 
RESULTS

Adoption & Usage

C&M 
Brand Site

Roadshows Creative 
Cloud

● 46 engineering 
communicators 
requested access to 
suite of assets

● Email engagement:

○ 212 users

○ 887 sessions

● 5,993 users

● 16,602 pageviews

○ 2,033 templates 
views

○ 2,092 logos 
views


