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Higher education Institutions are focusing on branding and marketing far more than in previous yearsy ™Many have hired
marketing professionals from the corporate world and invested significant time and money to create stxomryg institutional
brands. After all, the fastest growing businesses are pushing users of social media, employing a @ange of tools to
connect, engage, advertise, and advocate their products and services. Institutions are applying thisgmdrket success 1in
their own outreach, recognizing the importance of incorporating social media into their strategic plzhming and looking
ahead fo the potential of mobile social commercethis mentality has come to fruition through the develdSpment of Chief

Marke N A N BREF BCV@ EWtH Bns A SE #g | brand creation and marketing campaigns as a corey function of the
instigsERoR R BE° & 9 BU R F <R BEC Bl i 1n the importance of defining and articulating yourZuflversity brand,
becaudcl BN RENOB B Ko W (N W Wt -WW conpelling — not unlike a product in the consumer space<”

Egyptians 1n general, believe in the importance of providing the
best possible educational 1level they can afford for their
children, which reflects the urge to find more opportunities 1in
universities, especially the ones that can offer an international
education standard quality and reflect good reputation.

According to the Central Agency for Public Mobilization and
Statistics, the total population of Egypt 1n 2019 reached 98
million 808 thousand 899 people, with an annual increase about 2.5
million.

A number of International universities and well-known private ones
in addition to some public universities which are taking serious
actions towards 1improving through establishing new credit hours
programs or/and quality accreditation, that creates a positive
competitive environment. This environment encourages establishing
new universities and developing education 1n accordance with
international standards.

January 2020



BRANDING STRATEGY

Defines what you stand for, a promise you make,

the personality you convey. And while it includes your
logo, <color palette and slogan, those are only
creative elements that convey vyour brand. Instead,
your brand lives 1in every day-to-day i1interagtion you
have with your market

Januzry 202



Helps brand to stand out from competition
Create strong institutional brands
Build Brand Equity

—Increase Recognition Visibility and Awareness
—Build strong brand image

—Increase positive word of mouth

—Create loyalty

-Enhance reputation
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BRAND EQUITY = vatue s powe

—AwWareness

—Lovalty

—Perceived Quality
—Brand associations

anuar
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MARKET OVERVIEW

Egyptians in general, believe in the importance of providing the
best possible educational level they can afford for their
children, which reflects the urge to find more opportunities 1in
universities, especially the ones that can offer an
international education standard quality and reflect good
reputation.

According the Central Agency for Public Mobilization and
Statistics, the total population of Egypt in 2019 reached 98
million 808 thousand 899 people, with an annual 1ncrease about
2S5 mak LI Senal

A number of International universities and well- known private
ones 1n addition to some public universities which are taking
serious actions towards improvement through establishing new
credit hours programs or/and quality accreditation, that creates
a positive competitive environment. This environment encourages
establishing new universities and developing education 1in
accordance with international standards.

January 2020



TECHNICAL COMMITTEE FOR UNIVERSITY
PROGRAMS AND BYLAWS

SWOT ANALYSIS
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TECHNICAL COMMITTEE FOR UNIVERSITY
PROGRAMS AND BYLAWS

€D governmental support
= Affordable cost

== Strategic place
(=2 Updated specializations

STREN

January 2020



JPPORTUNITIES

Transportations
accommodations
Smart University
Market need

HNICAL COMMITTEE FOR UNIVERSITY
\GRAMS AND BYLAWS
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TECHNICAL COMMITTEE FOR UNIVERSITY
PROGRAMS AND BYLAWS
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TECHNICAL
PROGRAMS A

HREATS

TEE FOR UNIVERSITY
BYLAWS

I

Lack of awareness
Fierce competition

Lack financial support

January 2020



d0dd
Od L

N

rsity to be establishgd in South Sinail in Egypt, withtam area of

WHU WEAB Salman International University 1s the first integratedm
apbout 300 acres spread over three cities (Al-Tur, Sharm El%%ﬁbikh, and
=

Ras Sidr) . o

Z Q
The university accommodates about 20 thousand and 500 studéhgg every
year. v

!

The construction works for the establishment of the universi

began
in 2017 and are scheduled to be completed by March 2020. %

HE[LJEEIN

The university includes in its first phase a total of 10 colfeges, in

addition to other five colleges in the future, as well as a @&ollege

for medicine, along with a university hospital, which will b

established within the main university branch campus in El—TgF city.
=

Facts about KSIU in Brief: e
N

* King Salman University is a smart university and has a piofirering
role either locally, regionally or globally in facilitating &ducation
and scientific research, serving®efre community, achilyeving high
quality, excellence, advancement and enhancing sustainable economic
and social development.

* The university would provide distinguished academic and professional
approaches to prepare highly qualified human cadres compa®abH?P® with
the needs of the local, regional and 1nternational labor market.



TARGET AUDIENC

—Students
—Parents
—Labor market

—Community

—Fducational and
research
institutions

January 2020
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Centralization

Personalizing
communication
and Engagement

Simple visual
Language

Centralization As new brands being endorser will be more benefit-able
“"An endorser brand architecture succeeds where it links a family of
product brands by a shared high-level promise, which 1is wvalued by
target customers. ”“Which means that a common brand wvalues and
promises should be posted for the four universities with keeping
visual identities separate to achieve visibility and uniqueness.

Personalizing communication and Engagement Consider segmenting
audience. Target should be specified clearly to be able to
communicate through the most effective channels.

“Specifying the target audiences depends on positioning and defining

age, personalization considered a strategic tool 1in
and building strong brand loyalty through direct mail,

STRATEGIES:

SOClal medla, personal messages and phone calls. Communication and
follow up wilth the students and parents could shape a positive
perception towards the universities.

Simple visual Language Visual language summarizes values, messages,
and promises | to be delivered visually to be more comprehensive,

January 2020

effective and memorable. A simple visual language performs seamlessly
across multiple platforms "“To design and build the sophisticated
brand tools you need to take your brand strategy to the marketplace —
from a high-performance website to the online and offline collateral
you need to communicate your competitive advantage.”



BE PREPARED

PRE-CAMPAIGN STAG

Duration: January 2020

DEFINE YOUR BRAND

e« The structure:Vision, Mission, Core values,
promises, personality and Identity
Important information and messages
Locations and environment

Strategic Website

Collecting Data

Hiring representative people
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TECHNICAL COMMITTEE FOR UNIVERSITY
PROGRAMS AND BYLAWS

TOWARDS A SMART FUTURE AND BEYOND

January 2020



vpk ‘\E 0 STAND OUT FROM COMPETITION.

To be a smart, piloneering university 1n
teaching, learning, scientific research
and community service locally,
regionally and globally. The University
will achieve quality, excellence and
ERSFnNotlien Wele will JECSSSENERCSEEENSIERNNOE
sustainable economic and social

development.

Januzry 2020



KSIU

The University provides outstanding professional’ and
academic programs to prepare dgqualified ‘human
resources who meet the needs of the 1local, regional
and 1nternational labor market. The universgity
encourages 1nnovation and creativity and carriespiout
applied scientific research through effective
partnership with outstanding 1nternational
universities and labor market institutions to provide
local and international training and employment
opportunities for 1its graduates. The University
spreads knowledge to meet the needs of the society
and sustailnable development plans and links the same
with 1ndustry 1n a flexible framework that allows
continuous improvement and preserves societal wvalues
and ethics while keeping pace with scientific and
technological development.



UNIVERSITY PERSONALITY

Just like humans, a brand has a personality and it refers to
how it behaves. Brand personality 1s something customers can
relate to. It is how a brand expresses itself.

Think of your brand as a person with a distinct personality.
Describe him or her, then convey these brand personality
traits 1n everything you do and create.

Choose colors, fonts and other visual elements that match
your personality and create your corporate identity.

January 2020



INNOVATION, OPPORTUNITIES AND SUC

UNIVERSITY PROMISES

Salman’s promise 1is the
message that speaks to
target audience;
Students, Parents, Staff
and market.

It tells them what to
expect from purchasing
your product.
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CORE VALUES

ERGELLENGE
INGEGRIGY
AUGHENGIGIGY
QUALIGY
RESPONSIBILIGY
CORPORATE TONE CONFIDENG
OFFIGIAL

CREDIBILE



TECHNICAL COMMITTEE FOR UNIVERSITY
PROGRAMS AND BYLAWS

JOIN..

THE GOLDEN CIRCLE

January 2020



TECHNICAL COMMITTEE FOR UNIVERSITY
PROGRAMS AND BYLAWS

PATHWAY TO EXCELLENCE

January 2020



PERSONALITY

NEGWORKED

INNOVAGIVE
SMMARG UPDAGED

LEARNING FOR LIFE

BRAND TONE

FRIENDLY

INSPIRING
LIVELY



SHAPE YOUR OWN IDENTITY
THE FUTURE IS YOURS
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TECHNICAL COMMITTEE FOR UNIVERSITY
PROGRAMS AND BYLAWS

BE SMART ALL THE WAY-YQU GO

Honuary 2020



TECHNICAL COMMITTEE FOR UNIVERSITY
PROGRAMS AND BYLAWS

U
* Design communicates v
« Pursuing a more cy

%ES life.

n-minded

WHY IDENTITY IS IMPORTANT?

January 2020



Humane | Emotional|| outstanding

- Through all brangd communications, the university will
reflect the brand personality:
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Brand personality will be introduced through interactive,
fﬁce tg gace and so¢ocial media channels:
antiary 202

f

o

ToO
| €
Bra

B S -

fmp
Ibig

RelS
wnifies




KSIU

1L0GO

DESIGN

KING
SHLIMA

INTERNATIONAL UNIVERSITY

The Logo form based on a uniform circle that add solidarity,
containment and connectivity. The defined geometric circle conveys
sharpness with a friendly and dynamic look

The shape represents the construction unit of the university building
to add uniqueness and support identity throughout time.

The whole logo seems a bit traditional to add formality and
appropriateness.



KSIU

GOLORS

SCHEME

KING
SALMAN
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ALISHHAINN d0d HALLINWNOD TVOI

SALMAN

INTERNATIONAL UNIVERSITY

INTERNATIONAL UNIVERSITY

January 2020

Corporate color scheme 1is a
combination between dark greys and
metallic gold. Gold reflect richness
and Authenticity, while greys add
formality and seriousness. The
contrast between the two colors for
more “Balance and integration”

Replacing the corporate gold with
golden yellow and replacing dark grey
with navy blue could provide the
identity with some fun and add a
younger and active look.
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TYPOGR

HY
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~ KING SALMAN INTERNATIONAL UNIVERSITY BEBAS NEUE
0.+
~ King salman International University Impact
o 0 © KING SALMAN INGERNAGIONAL UNIVERSILY CARBON BLOCK
~  King salman International Universty Avenir
S 2 King salman Tnlernalional Universily Courier New
E3
t ?fé The Forte in Gereral are Geometric, clean, regular to add
Ei confidence and strength
B <
: KING SALMAN
= INTERNATIONAL UNIVERSITY

The Fonts in General are Geometric, clean,
regular to add confidence and strength
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STATIUNARY Business cards, letlterheads, folders, certificates, branded office materials.
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PRINTED MATERIALS o:::..

7= [KING
&) SALMAN
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LAYOUTS

Dynamic | balanced

Humane | Inspiring
]
EXCELLENCE | QUALITY
LEARNING FOR LIFE
= | KING
) | SALMAN
”" | INTERNATIONAL UNIVERSITY
K N U : E D U : E G




SOUNDS AND TONES

Corporate Slogans should sound:

Official | Leading | Confident

Brand Slogans should sound:

Inspirational | Friendly | Lively
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FACULTY OF ARCHITECTURE

Computer Labs 003-022

ﬂ* Clossrooms 019-034 o
Studios 008-026

Mohamed Hisham
Faculty Dean
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The look and feel 1in the manageri
offices, the staff and employees an:
code, signage, the lighting and s¢unds

In addition to the corporate behayior;
the communication language and atftitude 1
inside the university, emailils and|on

phone. l Q y

This should be applied also in the
representative offices.

ENVIRONMENT
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UNIVERSITY OF SOUTH

BEST TOTAL MARKETING PROGRAM

The University of South Carolina is one of the few
schools that can boast a gold for their total
marketing program.

What makes this one of the best higher ed marketing
campaigns?

Go big or go home—that’s how the University of South
Carolina approached the complete overhaul of its
marketing program. In addition to the usual
navigation buttons at the top of the home page,
@UofSC tab is unique, compiling interesting
information from all departments across campus,
including:

the

Internship announcements both at home and abroad
The latest research on campus
Summer camp calendars

The University of South Carolina’s award-winning
higher ed marketing campaign is proof that a diverse
mix of news and features creates engagement with and
interest in a school’s brand.

CAROLINA
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INTERNATIONAL UNIVERSITY

THE SMART GATE. - -,
TOWARDS THE FUTURE v 2
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WEBSITE o~

More—than—ever,—auhiversities—website 1s its primarily calling card.
Most students start their search for schools online and your website
is probably the first time they will come in contact with your brand.
Be data driven in your approach as you design your website and make
sure you have people on your team that are familiar with effective UX
design. Now 1s not the time to be cheap. With the pivotal role
university websites play in student research, you’ll want to make
sure your website is effective and optimized for conversions.

THREEERAC



SOCIAL MEDIA
CAMPAIGNS

Harness the power of social media using a
planned, =c¥eative approach.
Facebook, Instagram, Linkedin and youtube

A great Uniyversity Advertising Campaign needs to be creative and act as a
functional “fecruitment tool. The content can inspire and innovate, broadly
capturing attention, but must also feel relatable and user-friendly to hopefully
generate inferest and enrollments. This can involve elaborate multichannel
campalgns reaching prospective students and parents throughout the University
applicatiormprocess, or 1t can be a single channel effort, such as a smaller-scale
social media Campaign campalign offering a more personal connection.

Facebook trends in Egypt

More than &ny other reason, a social
media marketing strategy gets you face
time with your target audience. Because
most prospective students get theilr B e
information digitally, you can meet them B
where they are with a strategic online N s
marketing campaign across all social k
medilia platbe s .

Interaction lypes on Facebaok Facsbouk Pos! Types
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FACEBOOK

B8 Grid view Chat (163)

INTERNATIONAL UNIVERSITY

Home

About N\ Follow
Videos

Photos

Events

Notes

Posts

Jobs

Community




ANNONGEMENT

LAUNCH STAGE

Duration: February 2020

OFFICIALLY INTRODUCING THE BRAN

SMY'TAd ANV SHWVYdDOdd

ALISTIHAINN = HALLINWNOD TVOINHOHL

Steps:

e Events (Edu Gate, Conference,.. )

e Bill boards and printed materials

e News via official Website

e Public relations (Public figures and board of
trustees)
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Sponsorships and participations in
social and educational events to
reflect social responsibility and
deliver the university promises.

THE NEW ECYPTIAN
SMART UNIVERSITIES
wvy o F

n/
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'THEPWRSTCX)NFERE%K;E
FOR LAUNCHING NEW
EGYPTIAN SMART
UNIVERSITIES

January 2020



BILLBOARDS AND PRINTED
MATERIALS

O Shape your

"\ own identity

= I1hefuture
IS yours

#= | KING
& | SALMAN

INTTINATION LVTReTY




BILLBOARDS AND PRINTED MATERIALS

'@ | SALMAN

g INTERNATIONAL UNIVERSITY ) 0 N

Successful branding is about communicating your
values and vision to your target markets to
attract, maintain and grow a loyal customer
base. Consider using a branded link on your
print materials, such as posters (indoors and/or K S
billboards) and brochures help track the success

of your offline marketing strategies. Outdoor

poster campaigns and leafleting can be effective

forms of repeated visual presentation for your

brand, and all advertisers know that you have to

repeat your message frequently and consistently

before it starts to take effect.
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EXISTENGE AND RECOGNITION

AWARENESS STAGE

Duration: March-Jdune 2020

ADVERTISE TO GAIN OPTIMAL VISIBIL

Ad d

SM

E—
ALISTIHAINN ﬁ HALLINWNOD TVOINHOHL

Y

Steps:

e Digital Video Advertising

e Soclial Media Campaigns (second stage)
e Offline:

Bill boards and printed materials
Events and activations



OFFLINE TOOLS

n Advertising Campailgns

- Media Relations

. Conferences and
Workshops

. Scholarships

. On—-campus events

= Off- campus events

- Publications and

printed materials

January 2020



Despite digital activity, a recent survey found that
the most effective marketing strategles for colleges
and universities are events-based and involve direct
interaction.

Y FOR COLLEGES TO GET BACK TO STUDENTS AFTER SUBMITTING A FORM

SENIORS JUNIORS  SOPHOMORES

Sene brochures in Lhe mal 65% 86%

Senc an email with recommencations tor nax: steos anc links to

619
cthar online resourcas

Have an admissions counsclor email me % 57%

Text me » I8%

Show me confirmation screen with recemmeandations for next

steps and lin«s t¢ cthar online resourcas 29%

Callme i 3 5 5%

Message me through an app

Conmnec. me with sermcone on campus through a live chal Lool
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Whatever type of business you’re in,
holding a live event is a great way
to get the attention of clients and
prospects. Holding a live event gives
you valuable ‘face time’ with

potential customers and offers the
opportunity for them to experience IN CAMPUS EVENTS ‘

the look, feel and personality of J_..'
&)

your brand. You could even run a
workshop to share your professional
expertise.

3
7 ' January 2020



a L
DEVELULE

Galning press coverage 1s
essentially like getting
free advertising. But it’s
actually better than that
because editorial has more
credibility and is more
likely to convince
potential new customers to
check you out. The hard
part is coming up with a
newsworthy angle, and this
will depend on whether
you’ re targeting local or
national media, print, TV

" DUBLIC FIGURES

January 2020
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ENGAGEMENT

ADVERTISING STAG

Duration: July-September 2020 3

INTEGRATED ADVERTISING COMMUNICATION

ALISHHAIN

Steps:

e Digital Video Advertising (second stage)
* User—-Generated Contents

e Offline:

Bill boards and printed materials

sl CE SR vents andractivations
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VANCOUVER ISLAND
UNIVERSITY

USER-GENERATED CONTENT
INSTAGRAM

This past year, to tout the beauty of Vancouver Island and bring together
nature lovers, VIU encouraged thelr students to submit photo%raphs to
Instagram of their outdoor lives at the university and tag them with
#ilearnhere. The best shots are chosen for Instagram, creating a cheerful,
student-influenced social media campaign, powered by user—-generated content
a useful tool for college ad campaigns. The hashtag is aligned with similar
online collateral that uses “Matter Here” and “Future Students Matter Here.

Be the next host

of Campus View!
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KING
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INTERNATIONAL UNIVERSITY




DIGITAL VIDED
ADVERTISING




KING SALMAN VERSITY




MOBILE APP
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DINA ABBOUD
RANIA NAKKIL
MERAL AHMED

December 2019



