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University corporate strategy  
 

To be London’s top modern university by 2020 

Student success  Real world impact  Access to opportunity  

Excellence  Professionalism  Integrity  Inclusivity  Creativity  



PR & Communication objectives 
 

To develop the University’s external profile in line with its vision  

To support the delivery of student 

recruitment  

Positively promote the impact of the 

University on society  

To support the development of a sense of pride and commitment with key 

stakeholders  



PR & Communication strategy  
 
• Develop a clear and consistent corporate 

narrative 

• Increase awareness and advocacy of the 
University among a range of target 
audiences 

• Build a positive media profile regionally, 
nationally and internationally 

• Manage the University’s reputation 



Brand management   
 
• Promise  

• We transform lives, businesses and 
communities 

 

• Positioning  

• We are ambitious, authentic and relevant 
 

• Strapline 
• Become what you want to be  
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Mission 



 

Access to 

opportunity 

  
Building opportunity 

through partnership: 

ensuring we are 

actively widening 

participation, engaging 

with our communities 

and a partner of 

choice.    

We transform lives, 

businesses and communities 

 

Excellence – Professionalism – Integrity – Inclusivity – Creativity 

 

To be the top London Modern University by 2020  

  

 

Student success 

 
Ensuring we are 

externally recognised 

for providing a 

personalised, high 

calibre education which 

equips graduates for 

employment and 

prepares them to make 

a positive contribution 

to society.   

  

 

Real world 

impact   

 
Ensuring we provide 

dynamic evidence-

based education which 

is underpinned by 

highly applied research 

and enterprise activity. 

 



We transform lives, businesses 
and communities  

Become what you want to be  













Internal advocacy   
 

Act as brand ambassadors 

 

 

 

Understand their role in 

achieving the University vision  

 

 

 

 

Understand how the University 

is presenting itself externally 

(and what will be expected in 

interactions with the University)  
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Internal advocacy   



PR & Communication strategy  

• Built from University vision, mission and 
values  

• Driven by objectives  

• Developed with input from internal 
stakeholders  

• Communicated internally to gain initial buy-in  

• Supported by brand management  

• Externally communicated  

• Monitored and measured  
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