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University College Dublin 

Identity & Branding
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Identity project objectivesIdentity project objectives

�� Part of a larger communications and marketing strategy Part of a larger communications and marketing strategy 

to support the UCD strategic planto support the UCD strategic plan

�� To define and articulate To define and articulate UCDUCD’’ss identity identity 

�� To assess current image with reference to QA reports To assess current image with reference to QA reports 

and market researchand market research

�� To clarify the name by which UCD will be knownTo clarify the name by which UCD will be known

�� To tender and select a brand designTo tender and select a brand design

�� To roll out selected design and styleTo roll out selected design and style--guidesguides
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ProcessProcess

�� Set up representative and informed group to guide Set up representative and informed group to guide 
the processthe process

�� Test existing and prospective perceptions of UCD Test existing and prospective perceptions of UCD 
with stakeholders through market research and QA with stakeholders through market research and QA 
reportsreports

�� Recommend an articulation of the desired UCD Recommend an articulation of the desired UCD 
identityidentity

�� Present proposals to PresidentPresent proposals to President’’s team and GAs team and GA
�� Tender the branding to designersTender the branding to designers
�� Select and roll out design guidelinesSelect and roll out design guidelines
�� Timescale: April Timescale: April –– August 2005August 2005
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perceived strengthsperceived strengths
20052005

�� leading Irish universityleading Irish university
�� strong national reputationstrong national reputation
�� a great modern universitya great modern university
�� proud tradition of educating proud tradition of educating 

generations of highgenerations of high--achieving Irish achieving Irish 
graduatesgraduates

�� the engine of the modern Irish the engine of the modern Irish 
state*state*

�� influential in policy making*influential in policy making*
�� agenda setting*agenda setting*
�� great physical great physical 

environment/facilitiesenvironment/facilities
�� DublinDublin
�� sportsport
* * prompted responseprompted response

20142014
�� IrelandIreland’’s premier universitys premier university

�� a great modern university with 160 a great modern university with 160 
years of proud traditionyears of proud tradition

�� influential globallyinfluential globally

�� sought out by academics, sought out by academics, 
students, policy makers, business students, policy makers, business 
partners partners 

�� strong international research strong international research 
reputationreputation

�� inclusive and excellent education inclusive and excellent education 
producing highproducing high--quality, highquality, high--
achieving graduatesachieving graduates

�� Holistic student developmentHolistic student development

�� DublinDublin

�� sportsport
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Articulation of identityArticulation of identity
current and/or future?current and/or future?

�� UCD isUCD is…… a great Irish universitya great Irish university……

As IrelandAs Ireland’’s premier university, UCDs premier university, UCD
-- is a dominant figure in the shaping of the modern Irish Stateis a dominant figure in the shaping of the modern Irish State
-- seeks to influence policyseeks to influence policy--making and agenda setting globallymaking and agenda setting globally
-- has a strong international reputation for research (in medical has a strong international reputation for research (in medical 

areas such as diabetes, HIV/Aids, in Irish history and culture areas such as diabetes, HIV/Aids, in Irish history and culture 
and in economics)and in economics)

-- provides inclusive and excellent educationprovides inclusive and excellent education
-- offers holistic student developmentoffers holistic student development
-- prides itself in 150 years of traditionprides itself in 150 years of tradition

UCD UCD –– IrelandIreland’’s education capitals education capital
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Communication aimsCommunication aims

�� To generate a sense of pride in UCDTo generate a sense of pride in UCD

�� To express confidence in the achievements of the To express confidence in the achievements of the 
universityuniversity

�� To promote worldTo promote world--class research achievementsclass research achievements

�� To promote quality of holistic education experienceTo promote quality of holistic education experience

�� To express added value of teaching & learningTo express added value of teaching & learning

�� To promote international rankings (as they are To promote international rankings (as they are 
achieved)achieved)

�� To promote contribution to Irish State and influence in To promote contribution to Irish State and influence in 
policy makingpolicy making

�� To reach out: to new student groups and to society in To reach out: to new student groups and to society in 
generalgeneral
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Visual identityVisual identity

�� Needs to be:Needs to be:
�� national national -- DublinDublin

�� confident confident –– projecting the image of being a projecting the image of being a 
leaderleader

�� distinctive internationallydistinctive internationally

�� attractiveattractive

�� versatileversatile

�� extensively promotedextensively promoted
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Existing RepresentationExisting Representation

�� Heraldic CrestHeraldic Crest

�� MottoMotto

�� NameName

Irish

Redrawn in 1940s

Ad Astra

Comhthrom Féinne

University College Dublin

National University of Ireland, Dublin

UCD (Common Treatment)
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Perceptions of existing visual identityPerceptions of existing visual identity

� Name:
� UCD = strong brand name nationally
� University College Dublin = internationally acceptable, with “college” not 

an insurmountable problem
� UCD Dublin = worth market testing internationally
� UCD as a prefix: eg UCD Horizons, UCD Research, UCD Conway, 

UCD Quinn etc.

� Crest:
� strong heritage
� needs to be decluttered

� Mottoes:
� appropriate for the university
� Ad Astra: admired for its desirable aspiration
� Comhthrom Féinne: appreciated as student friendly
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Proliferation of subProliferation of sub--brandsbrands
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Comparison with Irish universitiesComparison with Irish universities

12

Comparison with international Comparison with international 
universitiesuniversities
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steps for 1 Septembersteps for 1 September
�� Select designer and visual identitySelect designer and visual identity

�� abandon proliferation of abandon proliferation of ““brandsbrands””

�� test revision of name and cresttest revision of name and crest

�� implement and enforce guidelinesimplement and enforce guidelines

Feed into wider communications & marketing Feed into wider communications & marketing 
strategy to promote the universitystrategy to promote the university

�� Current projects: Current projects: 
�� Web redesignWeb redesign

�� Student recruitment publicationsStudent recruitment publications

�� AdvertisingAdvertising
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UCD coat of arms

Redraw 
from 
original 
1911 and 
use for 
ceremonial 
purposes

Design in 
iconic 
version 
using 
chosen 
symbols
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Clarified iconic graphic rendering replaces heraldic rendering



17

Clarified iconic graphic rendering replaces heraldic rendering
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Unique bespoke lettering for UCD master brand logotype

Consider treatment of Dublin as part of the name
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Refresh brand mark colour palette from darker to brighter
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Design evolution B: crest
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Relationship of theRelationship of the
UCD master brand markUCD master brand mark
to the new structureto the new structure
naming systemnaming system
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UCD new structureUCD new structure

University University 

LevelLevel

University University 

College College 

DublinDublin

College College 

LevelLevel

College ofCollege of

Physical and Physical and 

MathematicalMathematical

Sciences Sciences 

and Engineeringand Engineering

SchoolSchool

LevelLevel

School of School of 

Architecture, Architecture, 

Civil EngineeringCivil Engineering

and the Designedand the Designed

EnvironmentEnvironment

The issue is, what to show and when to show it?
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-- brand hierarchy reflects a strong central brandbrand hierarchy reflects a strong central brand

-- the proliferation of subthe proliferation of sub--brands has to be eliminatedbrands has to be eliminated

-- bilingual treatment has to be incorporated as bilingual treatment has to be incorporated as 

required required 
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Language treatmentLanguage treatment
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