Brand Voice
and Tone:

How We Tell the Georgia Story
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Cool. Thanks, guy.

What'’s that supposed to even mean?
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It's not just about:
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It's not just about:

« Teaching people something
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It's not just about:

« Teaching people something

 Convincing people of something
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It's not just about:

« Teaching people something

 Convincing people of something

- Informing people about something

UNIVERSITY OF

GEORGIA

" Marketing & Communications mc-uga-edu



€] (0)2{€] 1.\
Marketing & Communications

mc.uga.edu




I EMOTIONAL
: HUMAN-CENTERED
: STORYTELLING
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PART ONE:

THE TOOLBOX
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Our Positioning
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Our Positioning

The University of Georgia tackles the most
pressing issues of our time, by inspiring
those who will lead, discover and serve on
a relentless pursuit to improve our world.
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Our Messaging

student-centered teaching a people-centered culture human-centered research
through through through _

Attributes The University of . q th h ” | d d d

(what we offer) Georgia... INspires those wno wiil lead, discover and serve
Our Value
Proposition

Benefits Because together we . .
(what they get) are on... a relentless pursuit to improve the world

through through through

a higher-quality of learning a new quality of leader a better quality of life
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Our Personality

We are personable, supportive
and invested in others, as well as
easygoing, kind and respectful.

We are hopeful, and we
envision a better world that
we are helping make possible.

We are guided by a respect for
history, tradition, and our
Southern roots.

NURTURING I OPTIMISTIC ITIME-HONORED

We are intentional and
doggedly determined, guided
by a clarity of purpose.

We are ambitious, and we never
stop searching for better
answers and bigger solutions.

We are deeply invested, and our
conviction—to our students, our
state and our world—is
unwavering.

TENACIOUS I FOCUSED I COMMITTED

£ | UNIVERSITY OF

 {l| GEORGIA

" Marketing & Communications mc.u g a. ed u



How does it sound?

Confident, but not cocky.
Earnest, but not humorless.
Humble, but not self-deprecating.
Direct, but not pushy.
Inspiring, but not didactic.
Ambitions, but not overreaching.
Smart, but not pretentious.
Matter-of-fact, but not blunt.
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At the heart of all we do




At the heart of all we do

s HEART.




And it’s the love we
share for our students,




for the state of Georgia,




and for the people
of the world




THAT TURNS

POTENTIAL
POSSIBILITY
INTO SOMETHING

e

B TRULY POSSIBLE




IS WHY
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THIS IS HOW
WE'RE SERVING
COMMUNITIES
AND IMPROVING
HUMAN LIVES.



And this is the reason we give our
students every opportunity to

DO MORE,




And this is the reason we give our
students every opportunity to

DO MORE,
ACHIEVE MORE,




And this is the reason we give our
students every opportunity to

DO MORE,
ACHIEVE MORE,
and BECOME MORE.
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We acknowledge the past
while we look to the future.




We embrace the challenges
that push us way past our

COMFORT ZONES—




to DISASTER ZONES,

In




COMBAT ZONES,

O S




END ZONES




and every TIME ZONE.



WHEREVER
PEOPLE ARE

SUFFERING.




WHEREVER
l COMUNITIES

, /’
, FOR STRONGER

]
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AND WHENEY ,}f

THE WORLD CR

OUT FOR THOSEY ».
WHO WILL BRING? .
BETTER.SOLUTIONSYE




WE ARE THERE

|

40 ANSWER=

THE CALL
" T0 SERVICE.




It’s more than our MISSION.




It’s more than our PASSION.




It's our COMMITMENT.
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Our brand platform captures the spirit of our voice
and is a high-level inspiration for our brand story.

But this isn’t how everything needs to sound.
Not exactly.
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Questions that helped define our brand story.

«  Why do we exist?
« What basic human value do we offer?

« How do we do it differently?
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PART TWO:

BUILDING THE FRAMEWORK

FOR EMOTIONAL STORIES
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3 Things You've Always
Got To Do:
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3 Things You've Always
Got To Do:

Be interesting
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3 Things You've Always
Got To Do:

Be interesting

Make an emotional connection
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5 SEPBCGI/} ations mc.uga.edu



3 Things You've Always
Got To Do:

Be interesting
Make an emotional connection

Say something real
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© Start with a hook.

Give them a reason to care right
away. Lead with a benefit.
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® Find an angle.

A story should be about one thing.
Place, process, purpose, people.
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\lJ UNIVERSITY OF GEORGIA Quicklinks &

Contact UGA News Service
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“A trending story on Twitter UGA TODAY RO

could mean thousands of people e ARG K T R 7 SRR e
care about an issue—or that T — e
some ComPUterS are dOing their Connecting the bots: Researchers uncover %
jObS. New research from the iarylzijfble influence on social media M

University of Georgia found that S ag

Writer: Matt Weeks Schools and Colleges. s

Sort all news by:

T'witter "bots" can be the driving =
Athens, Ga. - A trending story on Twitter could N
lews by selected interests:
M M . 4 mean thousands of people care aboutan issue-  Photography by
O rce S e I n I a O g u e I n S 0 C I a or that some computers are doing their jobs. Culture / Living
New research from the University of Georgia Aging Arts and Entertainment

Behavioral Health Business / Econ

movements, possibly leading to I

Rec / Leisure Communications 5]
. . . . leading to journalistic attention and governmental Education £)  Dist/Health
ournalistic attention and o
"When a topic trends on Twitter, chances are a
lot of central or Ilconnected ! Eykonment
” lot of central or very well-connected accounts aré. g1, Karahanna (right) and Carolina Salge "
Ove r n l I l e n a C a n e tweeting about it and perhaps shaping how authored research that found that Twitter "bots" Agriculture Altsrnative Energy 5]
. the driving f ind diak
others react. We found that some of these Central  Sacel movements anceion oadin i " Aquatic Animals Climate / Weather
accounts are actually bots,” said Terry College of ~ joumnalistic atiention and govemmental change. S
Y 0. Jony Lorleg (Photo credit: John Roark Media) oeenetion ooiony;
Business Ph.D. student Carolina Salge, who co- Ty Eiiciarat Ssacins Food Sci and Safety
authored the research. "Once enough accounts Vorsaty Sustainebility (5]
5 orest B stainabil
o o are tweeting about the same thing, that creates Related Sites
] & Wildlife
° buzz, and organizations really respond to buzz. g
. Bots (short for robots) are simple computer Medical Science
S 0 c I a I m OV e m e n t S programs designed to carry out automated tasks. In intemet terms, bots are non-human actors that Bio Engineering Cancer
. often try to go undetected. Diabetes Obesity (5]
Although we've known about Twitter bots for years, the new research, recently published in Genetics Health Sciences
Academy of Management Discoveries, marks the first time that bots' social clout was studied in the Health Care Policy Infectious Diseases
field of information systems and management. Because of the increasing prevalence and e e i Ol et
sophistication of bots, their invisible influence may be affecting news reports and social media e i
research, said Elena Karahanna, study co-author and professor of management information
systems at Terry. Public Policy and Politics
“Bots amplify the message. They amplify how many people the message reaches and how fast it American Politics Campaign lssues
reaches them," said Karahanna, also the Rast Professor of Business at UGA. "They spread the International Politics Ed Reform / Policy
U N I V E R S I T Y 0 F word very, very quickly. That's one reason they can become central actors in these networks.” Econ Policy / Politics ) Law
The notion that bots can be central to a social was nearly by in Social Issues / Policy State / Local Politics
G E O RG IA i lion systems and Salge was aclass on social =
networks when she discovered odd patterns in her data that led her to uncover a secret worid of
i - — - S mc.uaa.edu
Mal ketlng & Com lllIllCathnS fake Twitter accounts working to push an agenda. (5] (5] » .
i ¥, il Earth Science Engineering
She took the discovery to Karahanna, and the two began to investigate other ways bots are being
2 Genetics B)  Horticulture 8
11sad and new wavs far racaarchars tn idantify tham




® Find the hero.

People are at the heart of
everything we do. Put them there.
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Find the hero:
In a story about Removing Barriers and CEDREIA Mo ———
Opening Doors on give.uga.edu:

“Since she was six years old, proudly
shuffling along in fuzzy, UGA slippers,
Chloe Hamby '19 has dreamed of two
things: being a Georgia Bulldog and
becoming a lawyer. Now in her sl o
sophomogre year at the University of CHLOE HAMBY
Georgia, Chloe has achieved the former e s
and is hard at work on the latter. It was '
not an easy path for Chloe to get to
where she is; her family has struggled
with illness, financial difficulties and
even homelessness. These adversities,
however, have only increased Chloe’s
drive. She is determined to not only
reach her goals, but also help others who
have had similar struggles.”
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O Reveal our character.

You don’t always have to say
“commitment”. But you should
always show it.
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O Breathe life into
every word.

Our voice is personal—we write like
we talk. Read it out loud to test.
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O Be real.
Clever is overrated.

The best writing doesn't call much
attention to itself. Speak to people.

mc.uga.edu




® Avoid jargon
and hyperbole.

Even if it's what everybody says.
Especially if it's what everybody says.
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I A2 can be beter, Laes talk adout HOW,

Avoid Jargon:

“The utilization of the
material learned in the
training was bolstered by the
local capacity building and
gender sensitive expertise of
local experts; the synergies
brought together by different
sectors, the information

about the local context o Lot £hi Lions | (BLAHAE
leveraged by the leaders, and 2 — ——— Q ‘\__‘«.Q
the cross-cutting themes weoaross| —_—
adopted by the facilitators i noo
made for a successful SRmEACIC Yoy J,r
workshop for the o , Vil
. o . . How to Find the Story Lessons from Fiction:
beneficiaries that will soinesversnonpy  ShowsndTel
facilitate knowledge sharing ot g s
and bottom up
development.”
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O Cut out excess.

Say only what you need to say.
Get to the point without using
unnecessary words.
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Cut out excess:
An exceptionally unique
example:
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ed walled courtyard I’rocisoly tailored to

Rewind back Three-wheel trike

perhaps it is no surprise that the region is
¢periencing an unexpected flurry of interest

Your own self-respect Consume orally
Confront head-on Forced (against her will)
Careening down a hill, out of control
She wanted to pen her own autobiography
Other alternatives peesing aik e
Previous experience Following in the wake of ..
Don't go at 11am on a Saturday morning

Extremely comprehensive hls
She lived in total isolation Male SlbllIlg

Catch the market as it climbs upwards
It was the transforming moment that would change his life

Splits apart Absolutely crucial
Personally curated selection ciose proximityto

Alternative option Asyet undeveloped
Reverse back to where they were Added bonus
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© Show the impact
of our work.

Every story should reveal
why we do the things we do.
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® Make an emotional
connection.

Decide how you want your audience
to feel, and write accordingly.
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O® Draft a plot.

Rather than state the benefit,
dramatize it. Show our brand
promise at work.
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Draft a plot:

It's Tuesday at 11 a.m., and a rapt
classroom of students is gazing up
at huge pictures of rashes and
macroscopic photos of the insects
that caused them.

It's gross, it's squirm-inducing and
it's absolutely engrossing. It's just
another day in "Medical
Entomology," a course co-taught
by UGA entomology professor
Darold Batzer.

Batzer has been teaching students
about the incredibly small, but
powerful, world of insects since
joining UGA's College of
Agricultural and Environmental
Sciences entomology department
20 years ago.

UNIVERSITY OF
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Parents & Familes | Visitors |

MYUGA | UGA MAL | A-Z INOEX
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About UGA

Outreach Student Life

Professor introduces students to small, but powerful, world of insects.

FEATURE STORIES
Absolutely engrossing

It's Tuesday at 11 a.m., and a rapt classroom of students is gazing up at huge
pictures of rashes and macroscopic photos of the insects that caused them.

It's gross, it's squirm-inducing and it's absolutely engrossing. It's just another day in
"Medical Entomology," a course co-taught by UGA entomology professor Darold
Batzer.

Batzer has been teaching students about the incredibly small, but powerful, world of
insects since joining UGA's College of Agricultural and Environmental Sciences
entomology department 20 years ago.

In courses like "Medical Entomology" and the study-abroad course "The Natural

Wintams af lnnanta ' Dataar halna tndararadiinta abiidanta fram all mainem annnant A

Working at UGA

Search Feature Stoies ()

Ex
W

L
Crossing boundaries

| Corporations & Businesses

QUICK LINKS @

Giving to UGA Arts

PREVIOUS FEATURES

Gathering the D.C.
Dawgs

Validating a
Venetsianov
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® Be consistently
inconsistent.

These aren’t rules and they shouldn’t
be. Choose the language that best
communicates our message, and the
voice will follow.
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PART THREE:

BRINGING IT ALL TOGETHER
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Answer these |ons fore you write

anythlng,,and you II; e most af the way there.
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©® What are we talking about here?

 How does this story show how we're improving the world?
« How does this story represent our relentless commitment?
« How does this story illustrate the ways we inspire those who will
lead, discover, and serve?
« How are we doing this in a way that’s different from other institutions?
« How does this embody and celebrate the spirit of who we are at UGA?
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® Who are we talking to here?

- List all possible audiences for your story.

* Prioritize them by narrowing your focus to the most important audience.

- Determine what they care about.

« Use your understanding of them to influence the casualness or formality
of our voice.
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©® What larger truth is this
story revealing about_the
University of Georgia?

« If you think of the specifics of your story as proof points, what
point are they proving?

« Find ways to connect the details with the larger benefits and
attributes of the institution.

« Choose just one big message and go with it.
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Thank you.

Questions?
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