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Tulane University / Campaign Theme
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\/ The campaign for an ever bolder Tulane.
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Tulane University / Brand Art

Everyone here heard
this call to choose
the bigger life and
followed it to great
lengths. At Tulane,
everything is larger
than life.
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The possibilities.
The creativity.
The music and
the portions
and our spirited
traditions.

And somehow,
we manage to
wrangle it and
live it every day.
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Tulane University / Brand Art
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Tulane University / Save The Date
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Tulane University / Save The Date

rand entrance
e fashion.

and it's makir
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O“« most ambitious fundraising campaign is about dreaming big, thinking
bigger, and making progress every day. As an unmistakable force in the Tulane
community, you are an essential part of this monumental event. Join us in celebrating

the great strides we've made as w

head-first into all we still have yet to do
You'll be in the company of the mo: cious of people, and when the night is over,

we'll just be getting started. Tulane wi

e well on its way to increasingly dauntless

endeavors—made possible by you, and making great things possible all over the world,

RSVP at TULANEEVENTS@TULANE.EDU
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Tulane University / Press Kit
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Tulane University / Case Statement

acrospace engineers, we can't

beat them. We can't find a better

design than some people that
Tulane doesn’t have an

aerospace engineering
program (yet), but six
students refused to let a
little thing like that keep
them from winning NASA's
Breakthrough, Innovative
and Game-changing (BIG)
Idea challenge.

have been studying this for their
whole lives,” junior Ethan Gasta
said. “So we decided to go a

whole completely new route.”
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Tulane University / Invitation
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FRIDAY, THE

EIGHTH OF DECEMBER,
TWO THOUSAND SEVENTEEN

Confidential & Propretary



Tulane University / Donor Gift

TULANE UNIVERSITY MARCHING BAND / THE SPIRIT OF THE GREEN WAVE
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Tulane University / iPad Donor Tool

APPLICATIONS UP

36%

SINCE 2015

38% MORE
STUDENTS
OF COLOR
THAN 2013

AVG. SAT SCORE
UP 48 POINTS
SINCE 2014
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9.25% MORE
SELECTIVE
SINCE 2015

460,000 HOURS
OF TULANE
COMMUNITY
SERVICE

every 51
TO INNOVATION
FUND UNLOCKS

4 IN FEDERAL
FUNDING

TOP PRODUCER OF
FULBRIGHT GRANT

WINNERS
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Tulane University / Launch Email

OUR NEXT
BIG MOVE
IS HERE.

Announcing the launch of our boldest
fundraising endeavor yet.

Click below to watch our campaign video and find out
how you can be part of something big.
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Tulane University / Campus Signage

A
ONLY THE |
AUDACIOUS CHOOSE
\/ CAN MAKE THE BIGGER
BIG THINGS LIFE
HAPPEN 1 .Only the
Audacious
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Tulane University / Campaign Launch Reveal
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Tulane University / Campaign Launch Reveal
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Tulane University / Microsite
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Tulane University / Telling Tulane Event
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Tulane University / Telling Tulane Event




Tulane University / Gampaign Brand Guidelines

LOCKUP

“ONLY THE AUDACIOUS” LOCKUP

‘The campaign mark for “Only the Audacious” should always be used
secondarily to the overarching Tulane logo. It can be a bold focal point
of certain campaign materials (specifically those tailored to younger
audiences), but should be used minimally 50 as to keep the brand
elevated and mature.

— Onlythe

Only the
Audacious

Onlythe
Audacious

paign for an ever b

HEADLINES

Headlines are often the first thing a person will read in any given piece
of work, be it a spread in a case statement or the landing page of a
microsite. The more intriguing and impactful they are, the more likely
someane is to keep reading and interacting with the Tulane brand.
‘Though they're best kept short, headlines must pack a punch. They

should tease the campaign’s big idea, focusing on the audacious goings-

onat Tulane.

FORTIE WORLD
ATLARGE

‘The tagline may be used very sparingly in headlines to give added
emphasis and meaning to the campaign, but be careful not to overuse.

TYPEFACES

CASLON
Caslon is a serif typeface that is traditional and elegant. It helps to add
anair of sophistication to pieces within the brand.

Book

Aa Bb Ce Dd Ee Ff Gg Hh Ii Jj Kk L1
Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww
XxYyZz0123456789

Aa Bb Ce Dd Ee Ff Gg Hh Ti Jj Kk LI
Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww
XxYyZz0123456789

Aa Bb Ce Dd Ee Ff Gg Hh Ii Jj Kk L1
Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww
XxYyZ7z0123456789

Aa Bb Ce Dd Ee Ff Gg Hh Ii Jj Kk
L1 Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv
WwXxYyZz0123456789

GRAPHIC ELEMENTS (CONTINUED)

ICONS
The following graphic elements were inspired by familiar imagery visible
around campus and the city.
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These icons have many applications within the Tulane brand. Use them
to anchor photography and copy, enlarge them and set them back as

let g off the end of ition as a
simple yet impactful design element.

Morning Sessions:
Board of Tulaneand
Leadership Councils

Campaign Luncheon
Alternoon Program:

Reveal of Campaign
for Tulane

Evening Launch Celebration
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Tulane University / Telling Tulane Microsite

Telling Tulane

Our story is a bold one ...

We began as a community medical school built to empower a developing city. Now we’ve evolved
into one of the most far-reaching research universities—a hub of history, culture, academics and
service. And we believe in the power of our stories. The ones that have been told and retold and the

ones that are still being written.

Every Tulanian has a story. What’s yours?
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