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UNIVERSITY STRATEGIC PLAN
Aspiration

To be broadly recognized as among the nation’s leading public 
universities: preeminent in research, excellent in teaching and 

committed to community

Strategic Priorities

Envision
Tomorrow’s
University

Build 
Faculty 

Excellence

Transform 
the Student 
Experience

Enhance 
Our Public

Prominence



University Communications and Marketing:   Mission

Enhance the public prominence of Rutgers by: 
– defining, elevating and protecting its brand; 
– advancing its reputation; 
– strategically promoting programs, people and stories from 

across the entire institution;
– supporting the work and strategic priorities of the central 

administration;
– supporting, supplementing and enhancing the work of other 

Rutgers communicators.



• University News, Issues, and Media Relations
• Rutgers.edu & universitywide websites
• Rutgers Today
• Rutgers Magazine
• @Rutgers Social Media 
• Communications Initiatives, Guidance & Support
• Brand Management

University-wide Programs and Services



What is branding?
Branding is a management concept that has gained increasing popularity 
in higher education institutions.  In the face of increased national and 
international competition, universities and colleges in all parts of the world 
have begun to search for a unique definition of what they are in order to 
differentiate themselves and attract students and academic staff.  
A new vocabulary such as branding, identity, and reputation has emerged 
in academia, making higher education organizations more aware of the link 
between what they “stand for” in terms of values and characteristics, and 
how they are perceived.

Source:  Defining the essence of a university: lessons from higher education branding
By Arild Wæraas and Marianne N. Solbakk, April 2009



Rutgers Differentiating Brand Features



Brand Value Proposition
Unique in its history, diversity, 
quality, and scale, Rutgers serves 
as New Jersey’s premier 
educational and research asset and 
generator of solutions for the world. 



Rutgers Visual Representation Circa 2004







Rutgers Has a Powerful Brand
• 8th oldest university in the country

• Internationally recognized scholars; award-winning 
students and programs

• Among the largest and most diverse universities in 
the nation

– 29 schools and colleges

– +150 undergraduate and +400 graduate programs

– More than 25,000 faculty and staff

– 69,000 students – all NJ counties, all 50 states, 150 countries

– 500,000+ living alumni

• 592,318 news stories citing Rutgers in FY18

• 37,447,1263 social media impressions in FY18



Your work Enhances, and is Enhanced by, the strength of the Rutgers Brand

• Constituencies on the “outside” rely on constituencies on the “inside” for much of their information 
about Rutgers.

• Faculty, Students, Staff, and Alumni are Rutgers’ best Ambassadors.

• Consistent visual representation and coordinated messages increase understanding of Rutgers 
and appreciation of its value in New Jersey and beyond.



Five Strategies for Building a Great University Brand
1. Brand is not a campaign; it’s your culture.

You do not build a brand by selling something. You build a brand by being something, and letting that culture 
shape the way you behave and communicate. 

2. Brand is community driven.
Brand comes from within. It must be believed in and supported by all members of your community. 

3. Brand inspires behaviors.
Behaviors are critical to building great brands. People generally want to do the right thing, but how do they know 
what the right thing is for the brand? To be successful, brand behaviors must be defined, articulated and 
rewarded. 

4. Great brands are disciplined.
Great brands also tell you what they are not, by making very clear decisions about what they will or will not do or 
say. 

5. A great brand is never finished.
“There is no finish line.”  As you consider the work that you do every day, ask yourself, what does this project or 
this initiative say about our university as a whole? Does it tap into our culture, engage and inspire the community, 
and reinforce who we are? Is it clear enough, specific enough, and does it provide a path forward? If not, then it 
may not be helping your efforts to become a recognized and appreciated brand.

Source: Five Strategies for Building a Great University Brand 
By Ken Pasternak;  Inside Higher Education, March 29, 2017 

https://www.insidehighered.com/users/ken-pasternak


A Single Place for Identity Information & Resources

o Official Names of Campuses & Schools

o Communications Policies

o Official Logos & Visual Identity guidelines

o Editorial Style Guide

o Points of Pride

o “This is Rutgers” PowerPoint

o Ad Review Process & Form

o “Great Things to Know About Rutgers” 
publication

o University Photo Gallery

o Contact info for UCM Programs & Staff

communications.rutgers.edu



Major Parts of Rutgers
• “Rutgers, The State University of New Jersey” should be 

used when describing the entire university as a whole or when 
referring to the central administration of the university. 

• Four chancellor-led areas
– Rutgers University–New Brunswick
– Rutgers University–Newark
– Rutgers University–Camden
– Rutgers Biomedical and Health Sciences

• Rutgers Health — clinical care 



The university’s official color is Scarlet
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About the Rutgers Visual Identity System

1. Unites the university community under a consistent, coherent visual style.

2. Provides guidelines and standards for using the logotype, signatures, and marks in 
and on all communications and university-authorized products.

3. The Rutgers logotype is the primary element of the Visual Identity System and must 
appear on all official Rutgers communications.

4. Marks of the visual identity system represent all schools, departments, 
organizations, programs and centers at Rutgers.  

5. Is mandated to be used universitywide by Rutgers Board of Governors policy.



System Overview
Logotype

Chancellor Level Signature

School Signature

University Shield Spirit Mark

Athletics Marks

®

®



The Rutgers Shield
The sunburst conveys illumination 
and the heart of our motto, “Sun of 
righteousness, shine upon the West 
also.”

The crown represents our founding 
in 1766 as Queen’s College, one of 
America’s nine original colonial 
colleges.

The three stars represent the State 
of New Jersey, the third state to 
ratify the U.S. Constitution.

The book symbolizes our 
commitment to teaching, learning, 
academic inquiry, and scholarship.

®



On April 6, 2016, the Board of Governors approved the 
establishment of Rutgers Health, a single brand for all of Rutgers'  
clinical care services. 



The Rutgers Spirit Mark (Block R) 
• The Block R is separate and distinct from the 

more formal Rutgers logotype and signature 
system. 

• First and foremost an athletic mark.
• The Rutgers Spirit Mark is an informal, bold 

and energetic representation of Rutgers. It 
suggests pride, energy, affinity, community, 
and loyalty. 
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Trademark Licensing Program
• Protects Rutgers’ brand and reputation by regulating the use of the university’s including:

– the name of the university 
– all identifying logos and marks of the university 
– intercollegiate athletics logos
– logos created by student groups

• UCM managed 5,973 inquires in FY18
– Uses of marks
– Product approvals
– Licenses

• University policy requires all vendors who produce Rutgers-branded products to enter into a 
trademark license agreement.

• Using licensed vendors helps protect Rutgers from liability and ensures ethical practices and safe 
workplace conditions

• To use the Rutgers trademarks on any merchandise or apparel, you must request design approval 
from the Office of Trademark Licensing through the Branded Merchandise Artwork Review form 
that can be found at communications.rutgers.edu.



Student Groups
• Only official student organizations, sanctioned by 

the university, may create distinctive logos.

• The student organization’s logo and its intended 
use, must be approved by the Office of Trademark 
Licensing. 

• Student groups must complete the Branded 
Merchandise Artwork Review form at 
communications.rutgers.edu

• Student groups must also use a licensed vendor 
when producing promotional products

• UCM’s graphic design intern is available to assist 
student groups with logo designs



communications.rutgers.edu



Would You Approve This T-shirt Design?



• Approval from the Office of Trademark Licensing is required for all branded 
merchandise

• Contact trademark@ucm.rutgers.edu
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Website Guidelines
What is it? 
Outlines requirements that apply to all webpages that provide official information about Rutgers to the 
public

What is required?
• Sites must adhere to the Rutgers Visual Identity and Editorial Style Guide 
• Homepages should include in the top left corner a Rutgers logo that links to http://rutgers.edu
• The full name of the university must appear with the copyright footer on every page: 

– © 20XX, Rutgers, The State University of New Jersey. All rights reserved.

• Contact information or contact us link must be clearly visible
• Must include a link to Search Rutgers at search.rutgers.edu.
• All web pages must conform to the Rutgers Acceptable Use Policy for Computing Technology 

Resources
• All sites must abide by copyright law and respect the intellectual property of others

http://rutgers.edu/
http://search.rutgers.edu/


Website Examples
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External Advertising 
• UCM must approve all external advertising that promotes the university, its campuses, units, 

programs, events and people.
• During the review process, UCM looks for:

– Correct use of the Rutgers visual identity
– Accuracy of content (to the best of our knowledge)
– Are the ads being placed in appropriate media
– Duplicate placements by another Rutgers entity
– Opportunities for cost savings

• All advertising must be submitted for review through the Ad Review web site: 
adreview.rutgers.edu

• Exemptions: Job postings, Legal notices, Classified advertisements, Advertisements in 
campus media, and Institutional Review Board-approved advertising

• In FY18, UCM reviewed over 200 ads placed by more than 40 Rutgers departments 
universitywide with total media placement expenditures of over $2million.

https://communications.rutgers.edu/brand-policies/advertising
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Endorsement & Sponsorship Policy
Prohibits explicit or implied endorsements, except in exceptional cases with the approval 
of the Rutgers Board of Governors

– Rutgers can only issue neutral statements of facts regarding services provided

– Applies to case studies and client listings on websites

– Rutgers CANNOT promote vendors products or services

• Why do we have it?
– To safeguard the integrity of the university’s brand, and to protect the University from misrepresentation of 

its name and harm to its reputation

– To prevent any conflict of interest implications; to provide guidance with respect to legal and ethical issues

• How can I be sure?
– All vendor agreements should be reviewed with this policy in mind

– All sponsorship agreements should be shared with UCM and the Office of 

University Counsel before a contract is signed
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Rutgers Editorial Style Guide
• Lends consistency to text presentation in 

Rutgers communications materials
• Applies to all print and electronic 

communications including, but not 
limited to:

– brochures 
– press releases 
– advertising 
– website content 
– emails 
– online publications, etc…

Both a quick start guide and detailed 
manual formats are available 





The State University of New Jersey

§ Educating students in northern, 
central, and southern New 
Jersey

§ Internationally recognized 
comprehensive public research 
university

§ Renowned faculty and award-
winning students

§ Contributing to our communities 
through academics, research, 
and collaboration



Rutgers’ Mission

Rutgers’ threefold mission focuses on

§ Providing for the educational needs of 
New Jersey through our 
undergraduate, graduate, and 
continuing education programs

§ Conducting cutting-edge research that 
contributes to the health, 
environmental, social, and cultural 
well-being of the State, nation, and 
world, as well as strengthening the 
economy and supporting businesses 
and industries

§ Performing public service in response 
to the needs of the people of the State 
and their local, county, and State 
governments



Our Structure

Central 
Administration

Academic Affairs
Ethics and Compliance

External Affairs
Finance and Administration

General Counsel
Information Technology

Institutional Planning and Operations
Research and Economic Development

Rutgers University Foundation
University Human Resources

University Secretary

University Divisions
Rutgers University–Camden

Rutgers University–Newark

Rutgers University–New Brunswick

Rutgers Biomedical and 
Health Sciences

Clinical Care
Rutgers Health

OFFICE OF THE PRESIDENT



Education

§ Teaching over 69,000 students 
from across New Jersey, the 
United States, and the world

§ 29 schools and colleges

§ 150+ undergraduate majors and 
400+ graduate programs

§ 6,000+ continuing education 
programs

§ 25,000+ classes taught annually 

§ Ages 4 to 100+ taking courses as 
lifelong learners

§ 18,000+ Rutgers students earn 
their degree each year



Innovation

4
4

§ Research with impact on people 
and communities around the 
world

§ New Jersey’s most extensive and 
diversified network of research 
laboratories

§ $712.5 million in R&D 
expenditures in FY 2017

§ $596.9 million in sponsored 
programs and research grants in 
FY 2018

§ 170+ global patents issued in FY 
2018

§ Annual research and development 
expenditures exceed those of all 
other New Jersey colleges and 
universities combined



Community

§ Collaborating with our host 
communities

§ Outreach in all 21 New Jersey 
counties

§ Working to sustain New Jersey 
Meadowlands, Pinelands, 
Highlands, Jersey Shore

§ Contributing 1.1 million pounds 
of food to address hunger 

§ Crisis hotlines: caregivers, K–12 
school employees, mothers, 
poison control, police officers, 
suicide prevention, veterans 

§ Innovative partnerships with K–
12 districts and county colleges 
statewide



Economic Impact

$5.2 billion 
in annual economic 

activity for 
New Jersey

Purchases

$600+ million 
from New Jersey 

businesses 
annually

Supports

58,000
New Jersey jobs

Generates $7
for New Jersey’s 

economy for every 
$1 of state 
investment



§ Rutgers Health, New Jersey’s premier academic 

health care provider organization

§ 2.1 million annual patient visits

§ Thousands of health care providers

§ 350 ongoing clinical trials

§ Comprehensive health care including medical, 

dental, nursing, and behavioral health patient 

services

§ Rutgers Cancer Institute of New Jersey: the 

state’s only National Cancer Institute-

designated Comprehensive Cancer Center 

§ In partnership with RWJBarnabas Health, 

New Jersey's largest academic health system

§ World-class research that transforms patient 

care 

Health Care

4
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§ Rutgers strives to create an environment of inclusiveness in which everyone, 
regardless of culture, race, and socioeconomic background, can exchange ideas freely 
and safely

§ Campus Pride Index: Rutgers University–New Brunswick named to Top 30 LGBTQ-
Friendly Colleges and Universities

§ U.S. News & World Report Campus Diversity Rankings: Rutgers University–Newark 
ranked #1 

§ The Military Times Edge: Rutgers University ranked #3 in the nation among 4-year 
institutions as Best for Vets

Diversity

President Barack Obama, 
Commencement Address, 

May 2016, calls the 
Rutgers community “… 

what might just be 
America's most diverse 

student body.”



§ Rutgers ranks 3rd in the nation,
Military Times Edge Best for Vets

§ Rutgers Business School–Newark 
and New Brunswick ranks 3rd in the 
nation, Military Times Edge Best for 
Vets

§ Rutgers University–New Brunswick 
ranks 29th in the nation, College 
Factual Best Colleges for Veterans

§ Rutgers University–Camden named 
a Purple Heart University for its 
veterans services—the first New 
Jersey university to earn the 
distinction

Best for Vets

4
9



Our Students

69,000+
students from 
50 states and 
125 countries

83%
are New Jersey 

residents

32%
of first-year 

students are first-
generation 
undergrads

Students 
come from every 

New Jersey
county



Our Faculty

§ Rutgers employs more than 8,500 
full- and part-time faculty 

§ Recipients of honors, awards, 
grants, and fellowships such as 
the Nobel Prize, Pulitzer Prize, 
MacArthur “Genius” Grants, and 
Guggenheim and Sloan 
Fellowships 

§ 40 members of the National 
Academies of Sciences, 
Engineering, and Medicine

§ 80+ American Association for the 
Advancement of Science fellows

§ More than 25,000 undergraduate 
and graduate classes are taught 
at Rutgers in a single year



Our Staff
§ More than 14,900 full- and part-time staff

§ Support the university's academic, 
research, community engagement, and 
student life programs

§ 1,000-plus Information Technology staff  
handles 2.2 quadrillion bytes of monthly 
internet traffic, 110,000 daily device count 
on RUWireless, and 2.8 million hours 
logged yearly on computer lab computers

§ Rutgers University Police Department is 
one of only 17 law enforcement agencies 
in the state to be accredited by 
Commission on Accreditation for Law 
Enforcement Agencies

§ Rutgers Dining Services staff serve 6.9 
million meals and run 5,000 catered events 
each year



Our Alumni

§ More than 500,000 living alumni
§ More than half reside in New 

Jersey
§ 115 chartered alumni clubs 

throughout Africa, Asia, Central 
America, Europe, and North 
America

§ Work in virtually every field, from 
the public sector to Fortune 500 
companies

§ Have earned prominent recognition 
such as the Nobel Prize, National 
Medal of Technology and 
Innovation, Pulitzer Prize, and 
Emmy Award



Exhibit Kit
What is it?

• Rutgers branded display materials which are available for use 
at meetings, conferences, receptions, and other types of 
public events

• Includes table coverings, banners, podium signs, and 
flags

How do I reserve it?
• Visit exhibitkit.rutgers.edu

Where can I get help?
• Marcie Aboff, UCM

maboff@ucm.rutgers.edu or
call 848-932-0579 

https://communications.rutgers.edu/resources/exhibit-kit
mailto:maboff@ucm.rutgers.edu


Universitywide Photo Gallery
What is it?

• A collection of digital images of Rutgers buildings, 
faculty, staff, and students. 

How do I access it?
• rutgers.edu/photogallery

Where to get help?
• Contact media archivist

Jane Hart, mjhart@ucm.rutgers.edu 848-445-1920

http://rutgers.edu/photogallery
mailto:mjhart@ucm.rutgers.edu


Pre-contracted Marketing & Communication Service Suppliers
What is it?

• Program of UCM and Procurement to streamline the process of hiring marketing/communication vendors
• Saves you time.  You won’t have to do a formal bid on your own
• Ensures that suppliers are trained on the visual identity & Rutgers standards
• Currently being expanded; more information coming in January

When to use it?
• When your unit is looking to engage with an agency for services such as:

– Advertising Strategy and Media Buying

– Communications Messaging & Strategy

– Graphic Design

– Market & Audience Research

– Marketing Campaigns

– Photography

– Public Relations

– Video/Filming

– Website Design Development

– Writing/Editing



Communicators Certificate Program 



Join the Communicators Network 
What is it?

• Hosted by UCM -- the Rutgers Communicators Network 
connects Rutgers employees across the university who 
perform communication functions

Why do we have it?
• Share best practices, ideas, resources, and communication 

strategies among Rutgers communicators
• Periodic meetings, events and workshops relating to trends and 

best practices

How do I join?
• Email Rebecca Boucher, University Brand and Marketing

rboucher@rutgers.edu

mailto:april.coage@rutgers.edu
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Communications and Relations with the News Media
UCM’s Office of University News and Media Relations is responsible for the central administration’s official interaction with
representatives of the news media.

UCM oversees Communications and Relations with the News Media Policy
• To encourage consistency and coordination in communications with the news media from all units at the university
• To help maintain a high level of credibility with the media
• To preserve and advance the mission and reputation of the University
• Does not affect your right to express personal views (as long as you are not representing the university)
• Does not affect the responsibilities of faculty members for their scholarly activities and personal involvement

UCM coordinates with campus communications teams at each Rutgers location

For guidance and questions:

University and News Media Relations  Dory Devlin, Senior Director, dory.devlin@rutgers.edu, 848-932-0559

Campus Communications Contacts:

• Rutgers-New Brunswick and RBHS – John Cramer, john.cramer@rutgers.edu, 848-932-7311

• Rutgers-Camden – Michael Sepanic, msepanic@camden.rutgers.edu, 856-225-6026

• Rutgers-Newark – Kimberlee Williams, kimberlee.williams@rutgers.edu, 973-353-5262

mailto:dory.devlin@rutgers.edu
mailto:john.cramer@rutgers.edu
mailto:msepanic@camden.rutgers.edu
mailto:kimberlee.williams@rutgers.edu
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Thank you!


