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What we are

OUR
BRAND

l

The intersection

The closer these are aligned the
stronger the brand

Close the gap through: visual
identity, consistent naming,
storytelling

How we are

perceived




NATIONAL RECOGNITION

Why Brand RECRUITMENT
AI i g nme nt FUNDING AND GRANTS

Matters
PARTNERSHIPS

COMMUNITY AND ALUMNI ENGAGEMENT

PHILANTHROPY

@ Anschutz




The Opportunity Naming

6 University of Colorado Anschutz Medical Campus
CU Anschutz Medical Campus

o University of Colorado Anschutz
CU Anschutz

500+ LOGOS
Visual Identity

e @]l University of Colorado Anschutz Medical Campus

uniting under 1 brand

v, @]‘ Anschutz
(™47 Anschutz
@ University of Colorado Anschutz



What This Looks Like
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Anschutz

DEPARTMENT OF RADIOLOGY

)

Anschutz

@j Anschutz

Department of Name
Monthly Newsletter #4, 2025

Headline here

Lorem ipsum dolor sit amet, consectetur adipiscing oit, sed do ekusmod tempor
incididunt ut labore ot dolore magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation.

ullamco laboris nisi ut aliquip ex ea commodo consequat. Dus aute irure dolor in
roprehenderit in voluptate veli esse cilum dolore ou fugiat nulla pariatur. Exceplour
sint occaecat cupidatat non proident, suntin culpa qui oficia deserunt molit anim id
estlaborum.

STUDENT
SERVICES

&y Anschutz

College of Nursing

Qj" Anschutz

i

Department/Program
Name Here

Orthopedics




CONVERSATIONAL SPEECH TN THE
DIAGNOSIS OF NEUROCOGNITIVE DISORDERS

JOIN OUR STUDY

Conversational Speech in the

Diagnosis of Neurocognitive Disorders This study secks to develop new

diagnostic tools using conversational
This study seeks to develop new speech, with the hopes of eventually
diagnostic tools using conversational using recorded conversations between
speech, with the hopes of eventually using primary care doctors and their patients
recorded conversations between primary to help detect neurocognitive disease in
care doctors and their patients to help its early stages. Learn more.

detect neurocognitive disease in its early
stages.

Learn more

QT Anschutz




o If you create content/communicate,
you shape the brand

« Small choices add up (presentations,
emails, flyers, web, zoom
backgrounds)




« Audiences expect clarity and trust

« Strong brands = stronger recruitment
(patient, staff, and student), funding,
partnerships

« Laws on digital accessibility

. Al/search prioritizes consistency




Al Visibility

@ Total Al Visibility @ ChatGPT @ AlOverview ® AlMode © Gemini

fad 70
65 0o -
Medium
60
55
Occasionally mentioned in LLM
outputs, but Visibility can improve 50
Monthly Audience Sep 2025 Oct2025 Nov2025 Dec 2025 Jan2026 Feb2026 Mar 2026
477M -:on
® Audience © Mentions
Mentions i  Cited Pages ! 5247M 0.9K
9K.2e 6.7K-

& ChatGPT 655
G AlOverview 57K 262.4M
G AlMode 1.4k
4 Gemini 1.3K

4.9K

Sep 2025 Oct 2025 Nov 2025 Dec 2025 Jan 2026 Feb 2026 Mar 2026




Resources to Help Build a
Strong Brand

(=




o Correct name

Checklist

All CU Anschutz communications

° Approved logo

° Official colors

and marketing must include the
following —0 >

O Official typeface




Office of Communications Website ...

@ University of Colorado Anschutz

CU ANSCHUTZ

(Scan to access site)
Office of 1
Communicaifions Y E o e E

Brand Standards eComm Guidelines Social Media Guidelines

Your guide for consistent identity and impactful Standards for professional and efficient email Crafting your voice to engage and connect with
communication practices your au dience

cuanschutz.edu/communications




Brand Website ...

@ University of Colorado Anschutz Webmail @ | UCD Access @ | Canvas @ | Quick Links v
WS
CAMPUS MAP

CU ANSCHUTZ

Brand Stancdarals

At the heart of our academic and medical endeavors is a commitment to innovation,
compassion and cutting-edge research. As stewards of the university's brand, we recognize
the power of a unified visual and verbal language to amplify our impact and communicate our
collective mission effectively. Contact Us

Frequently Asked Questions

Whether you're a seasoned communicator, a creative collaborator, or a passionate student,
this website is your go-to resource for guidelines on logo usage, color palette, typography,
digital assets and more. Let's ensure that every interaction, from a campus poster to a digital
communication, reflects the excellence and unity that define CU Anschutz.

("Scan to access site )
S )

cuanschutz.edu/brand



Design Templates ...

@ University of Colorado Anschutz Webmail @ | UCD Access @ | Canvas @ | Quick Links v | Q

Email/Web Templates

(Scan to access site)

Here are some web and email templates created specifically for Canva users. Click on "use template" to open up in Canva. You will need a free or pro account first to use these

templates. Visit canva.com to sign up.

-
INFORMATION SES810K

| onSTaY
g~ CONNECTED!
‘ﬁi:,

MONTHLY

ColoradoSPH at UNC
Information Session for...

Localist Hero Image Email Header Design Email Header Cropping Newsroom Cropping
Template Templates Template Template

Use Template Use Template Use Template Use Template

Social Media Templates

Here are some social media templates created specifically for Canva users. Click on "use template* to open up in Canva. You will need a free or pro account first to use these

templates. Visit canva.com to sign up.

cuanschutz.edu/offices/
communications/templates




Digital Asset Library

Access official logo files, campus photos, icons,
research poster templates, PowerPoint Templates,
and more.

cuanschutz.imagerelay.com



Email Signature Generator .~~~

Favorites v T Discard # Attach File £ Signature &8 Sensitivity < Emojis

E. (Scan o access

Merchant, Jennifer (JENNIFER.MERCHANT@CUANSCHUTZ.EDU) v

. jennifer.merchant...

jennifermerchant@cuans...

Everyone on campus

3 Inbox 15
orafts b Subjec Reputation matters
Archive ’
sent

Groups Aptos (Body)

Deleted Ite... 650

@ Junk Email 262 Hi everyone
)

B3 Conversation His..

B3 Rss Subscriptions Thank you for updating your email signatures. Consistent and professional email signatures are important in
reinforcing identity, credibility, and brand recognition to further solidify the university's reputation.

Anschutz Brand

Brand@cuanschutz.edu
Jenny Merchant

& Inbox 2 Senior Director, Brand and Digital Marketing
Z Drafts 3 Office of Communications

University of Colorado Anschutz

P: 303-724-2515 W: www.cuanschutz.edu

Archive
Sent
Deleted Ite... 890

JurkEmal 35 @Ansohutz f © in

Conversation His...

http://bit.ly/47mjKGB




Logo & Visual Identity (Month 1-2)

D Update email signatures

D Distribute updated templates to all faculty/staff
D Remove old logos from local files, OneDrive, shared drives

D Remove department/unit/program-specific logos from digital materials

Naming & Editorial Updates (Month 1-2)

D Update written and online references to approved naming conventions
u Remove acronyms from all materials (AMC, CUA, CUSOM, iull list here)
[_] Update bollerplate text, press releases and faculty/staff bios

Digital Presence (Month 3-4)

O

Move any off-domain sites to cuanschutz.edu (guidance and policy here)

Replace old logos/names in any digital forms

Update any intranet/SharePoint spaces with updated branding
Update event registration forms and e-invitations

Update logos and sender profiles on e-newsletters

Update social media profile names to include “CU Anschutz”

Replace old social media graphics/templates with new designs if applicable

DOoogdod

Begin updates to Google search results, Google My Business and Wikipedia



https://www.cuanschutz.edu/docs/librariesprovider14/default-document-library/brand-alignment-checklist.pdf?sfvrsn=a050f4b4_1

Key Takeaway

« Brand consistency isn’t just aesthetics—it directly impacts our
reputation, visibility, and impact.

- We're already doing incredible work. Brand alignment makes

sure people can find it, trust it, and connect it back to
CU Anschutz.

@]’ Anschutz



Questions?
|

( brand@cuanschutz.edu )
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