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BUSINESS SCHOOL EXPERIENCE 
• Ohio State Fisher College of Business 
• Vanderbilt Owen School of Management 
• Georgia Tech Scheller College of Business 
• Wake Forest University School of Business 
• UC Berkeley Haas School of Business 
• Rotterdam School of Management at 

Erasmus University 

BUSINESS SCHOOL EXPERIENCE 
• McIntire School of Commerce, University of Virginia 
• Darden School of Business, University of Virginia  
• SC Johnson College of Business, Cornell University  
• Warrington College of Business, University of Florida  
• Farmer School of Business, Miami University  
• Wake Forest University School of Business

BUSINESS SCHOOL EXPERIENCE  
• Emory University Goizueta Business School  
• Wake Forest University School of Business 
• College of Charleston School of Business 
• Georgetown McCourt School of Public Policy 
• University of Texas-Austin McCombs School of Business
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‣ 160over90 Overview 

‣ The Landscape 

‣ Initial Observations 

‣ Case Study: Emory University Goizueta Business School 

‣ Process & Approach 

‣ Closing Considerations

AGENDA
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Los Angeles, California

San Francisco, California

Columbus, Ohio

St. Louis, Missouri

Chicago, Illinois Philadelphia, Pennsylvania

New York, New York

Atlanta, Georgia

Charlotte, North Carolina

Confidential & Proprietary



VIDEO & PHOTOGRAPHY

PUBLIC RELATIONS

SOCIAL MEDIA

MEDIA PLANNING & BUYING

ADVERTISING

CONTENT DEVELOPMENT

BRAND STRATEGY & VISUAL IDENTITY

STRATEGIC POSITIONING

BUSINESS INTELLIGENCE & ANALYTICS

DATA & INSIGHTS

DIGITAL
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GRAY MALIN

FORTY 1 NORTH

MIAMI UNIVERSITY

PHILADELPHIA EAGLES

Work Samples
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University of Illinois / Digital Advertising

T H R E E  U N I V E R S I T I E S .
O N E  S Y S T E M . 
I N F I N I T E  P O S S I B I L I T I E S .

URBANA-
CHAMPAIGN

CHICAGO SPRINGFIELD
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University of Florida Warrington College of Business / Print Advertising

Whether you have a vision for a new business or dream of bringing new 

technology to life, you can. Because at Heavener, your course is your own. It’s 

where smaller class sizes leave room for bigger ideas. Where you’ll learn to 

make tough calls, in the boardroom and to recruiters. And you’ll decide 

your measure of success, whether it’s taking your company public, 

making it on the Forbes 30 Under 30, or swimming with the sharks 

on Shark Tank. Because here you’re not just building the skills to 

succeed, you’re building the community that will ensure it.

L E A R N  I M P O R T A N T  S K I L L S 
L I K E  H O W  T O 

LET A RECRUITER 
DOWN GENTLY

K I M  K A U P E  BSBA
F O U N D E R  Z I N E P A K

Sec u red  $ 7 2 5 ,0 0 0  i n  f u n d i n g  
o n  S h a rk  Ta n k 

‘93-’97
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THE LANDSCAPE

v
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1 CONSCIOUS CAPITALISM
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1
2 SHORT-TERM ISM

CONSCIOUS CAPITALISM
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1
2 SHORT-TERM ISM

3 RISING STUDENT DEBT

CONSCIOUS CAPITALISM
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About Business Schools
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COMPETITION IS ON THE RISE
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The competition within the market 

is poised to only increase in the 

years ahead.

https://www.wsj.com/articles/m-b-a-applications-keep-falling-in-u-s-this-year-hitting-even-elite-schools-1538366461
SOURCE: 

LOSING STEAM
Applications to two-year M.B.A programs are down

2017–18 (class of 2020) 

2016–17 (class of 2019)

Harvard 
University

Stanford 
University

University of 
Pennsylvania 

(Wharton)

Massachusetts 
Institute of 
Technology

Northwestern 
University

0                5,000           10,000.         15,000
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COMPETITION IS ON THE RISE

ECHO CHAMBER OF MARKETING MESSAGES
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About Business Schools
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COMPETITION IS ON THE RISE

ECHO CHAMBER OF MARKETING MESSAGES

B-SCHOOLS ARE COMMODITIES
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IS BUSINESS SCHOOL WORTH IT
IS BUSINESS SCHOOL HARD
IS BUSINESS SCHOOL FOR ME
IS BUSINESS SCHOOL  EASY
IS BUSINESS SCHOOL FUN
IS BUSINESS SCHOOL CAPITALIZED 
IS BUSINESS SCHOOL A WASTE OF TIME
IS BUSINESS SCHOOL HARD TO GET INTO

IS BUSINESS SCHOOL

GOOGLE SEARCH I’M FEELING LUCKY
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About Business Schools

PROVE MARKET RELEVANCE

COMPETITION IS ON THE RISE

ECHO CHAMBER OF MARKETING MESSAGES

B-SCHOOLS ARE COMMODITIES



Consumer /  Pr imary  Audiences

THE CONSUMER
 THE PRODUCTS
THE ENGINE


BUSINESS  
COMMUNITY

FACULTY

TALENT  
(students)

THINKING 
(research)
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While you must continue to recruit “best 
and brightest” classes for each program and 
attract top faculty, your brand position and 
product must be seen as immediately 
market relevant to the business community.



INITIAL OBSERVATIONS
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Individuals who share a common need or 
motivation to continually improve themselves & 
their performance.

Learners

Alumni

Faculty & Staff

Recruiters & Hiring Managers

Business Decision-Makers

Breadth of Programming: When you need to adapt 
and grow, we are here as your educational partner.

Breadth of Resources: An array of unique 
opportunities and offerings as part of Penn State.

Hardworking: Ethos that demands talent but also 
desire & grit in equal measure, represented in the 
story of Frank Smeal.

Collaborative: Environment & structures that reward 
& emphasize teamwork.

Socially Conscious: Focused on integrity, diversity & 
sustainability in business.

Learners
Functional: Educational opportunities & credentials
Emotional: I feel prepared to thrive

Alumni
Functional: Network that creates opportunities
Emotional: I feel proud to be in the family

Faculty & Staff
Functional: Career opportunities & support
Emotional: I feel my contributions are valued

Recruiters & Hiring Managers
Functional: Pool of qualified candidates
Emotional: I feel satisfaction in delivering new talent

Business Decision-Makers
Functional: Academic research that improves performance
Emotional: I feel confident as a cutting-edge leader

Grounded: We’re confident, but never boastful. 
We speak our truths.

Optimistic: We’re excited to take on the 
opportunities in front of us. We cheer the people 
we work with when they succeed. We embrace 
positivity, always searching for a way to make 
good things happen.

Active: Environment & structures that reward & 
emphasize teamwork across boundaries.

Smeal Brand Essence

Belief
Effective leaders adapt and grow throughout 
their careers, creating meaningful value for 
themselves, their organizations, and their 

communities.

Purpose
Inspire people to be lifelong learners and 
help them adapt, develop, and grow as 

effective leaders.
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CLIENT

CATEGORYCULTURE

CONSUMER

CLIENT

Is it differentiating? 
CATEGORY

Is it fundamentally true? 

Will it resonate with our key 
audiences? All of them? 

CONSUMER

CULTURE
Is it both relevant and intentional 
within our current context? 
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Brand Pos i t ion ing /



CLIENT

CATEGORY

CONSUMER

CULTURE

HOW WE DIAL IN THE KEY  
MESSAGING AND PROVIDE  
A PLATFORM FOR THE  
CREATIVE EXPRESSION.
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WHAT DO WE CURRENTLY HAVE?
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WHAT DO WE CURRENTLY HAVE? 

Consensus and broad  
stakeholder engagement

The fundamental truth  
(critical substance)

Our sense of purpose and  
strategic direction
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WHAT DO WE STILL NEED?
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Among the top business schools in the nation, 

messaging is homogenous.
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Compet i t ive  Analys is  /  Comparat ive  Messaging

“…we are leaders, researchers, and lifelong learners creating innovative solutions 
to the world's most complex business challenges. We are a top-ranked business school 
offering action-based learning to prepare our graduates for today’s ever-evolving 
world. Our impact extends far beyond the classroom as we aim to set a new standard in 
business and business education.” 
 

“…we are in the business of creating career momentum. Our students have the talent 
to succeed, the humility to grow and the tenacity to persevere. That spirit—combined 
with an education that only we can deliver—results in graduates with the knowledge 
and skills needed to meet new challenges, to make positive change possible and to 
contribute to their organizations from day one.”

“…we believe business leadership requires a distinct and nuanced set of skills for a 
business world that’s changing at a pace never before seen. Innovation and 
entrepreneurial leadership create new markets and disruption virtually overnight. A 
strong global perspective challenges familiar traditions and forges untold 
partnerships. All of these test the balance of risk and reward, and the principles 
necessary to navigate new ideas and opportunities.”

“…we believe experience-based learning is fundamental to unrivaled readiness. Our 
exclusive combination of hands-on coursework, competitions, and simulations 
prepares students for global leadership. Equal parts challenging and supportive, our 
formula is to continually offer career advancement through curated experience-based 
learning. The end goal is to produce students who feel confident, prepared, and 
ready to lead.”
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An inspiring “jumping off point” 
for creative

WHAT DO WE STILL NEED? 

An ownable expression of  
the narrative
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CASE STUDY: EMORY UNIVERSITY 
GOIZUETA BUSINESS SCHOOL

v
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B R A N D I N G  B U S I N E S S  

A S  A  F O R C E  F O R  G O O D
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12 13

PURPOSE OF  
BUSINESS

PURPOSE OF  
BUSINESS

PURPOSE OF  
BUSINESS

The

is to create 
a dignified 
quality of life 
for everyone.

Roberto Goizueta
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The Goizueta Effect Closing

While you are taking, 
make sure you put 
something back.

What happens when you pour everything you 
have into everything you do?

When your business—however you define it—
begins to focus on both the bottom line and 
the high road?

When it becomes clear that the destiny of 
those around you is inf luenced by your choice 
to be brave, your drive to be just, and your 
desire to succeed?

You simply succeed in carrying out The 
Goizueta Effect. 

When you live the values of Roberto 
Goizueta—no matter what life throws your 
way—you succeed in creating an extraordi-
nary effect of your own. 

That was his intention. This is our purpose. 

“There is no path. Paths are made by walking,” 
Roberto Goizueta told Emory University’s 
graduating class of 1982, quoting the Spanish 
poet, Antonio Machado. 

The Goizueta Effect is not limited to just one 
man, one school, or one set of guiding values. 

Its potential lives inside all of us. 

Together, we walk in his honor. Just the way 
he would have wanted it.  
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Emory University: Goizueta Business School / Case Statement
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78

70

Emory University: Goizueta Business School / Out-of-Home Advertising
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79 71
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Emory University - Goizueta Business School / MBA Viewbook
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The Goizueta Effect

10

A Message from Dean Erika James
 Too often, we focus on outcomes. At what price is our stock 
being traded today? Where do we sit in the latest collegiate 
rankings? What is our bottom line, and how can we boost that 
bottom line as quickly—and as efficiently—as possible? 
 Roberto Goizueta focused on those outcomes too, but more so 
on what made those outcomes a reality. 
 Throughout his storied life as a business professional and 
a civically engaged humanitarian, Roberto Goizueta generated 
significant, positive outcomes in a way that caused a ripple effect 
throughout society. The world was better because of his vision, 
because of the ways he motivated and inspired, 
and because of his willingness to experiment 
and take risks—but mostly because of his life-
long commitment to giving back in ways that 
equipped so many to develop a love of learning. 
 At the Goizueta Business School, we are 
proud to be part of—and beneficiaries of—this 
multiplier effect. 
 We continue Roberto Goizueta’s tradition 
of stewarding an organization that puts people 
first. Our close-knit community encourages 
collaboration because we too believe that the ability to form deep 
connections with classmates, faculty, alumni, and all of Atlanta, 
benefits each and every one of us. Our size enables us to be nimble. 
Our f lexibility allows us to experiment. Uniquely, this plat-
form, coupled with our namesake’s legacy, enables us to change 
the narrative on how people should consider business—and its 
leaders—in the modern era. 
 I feel a great sense of pride in the responsibility I have to lead 
a school that bears the Goizueta name. I am humbled to be part 
of a commitment to excellence, and to support a student body, 
faculty, and staff primed to carry on his legacy. Collectively, we 
are steadfast in our resolution to develop the next generation of 
industry-leading and society-changing talent—through an entire 
Goizueta family that ref lects the core values of Roberto Goizueta.
 We are honored to carry the Goizueta Effect torch. And 
together, we’ll light the way for all those looking to not only leave 
an impact, but a legacy. 

We are honored to 
carry the Goizueta 
Effect torch. And 
together, we’ll light 
the way for all those 
looking to not only 
leave an impact, but 
a legacy. 

“”
Dean Erika James

Dean Erika James, 
Goizueta Business School

WHAT’S  
IN A  
NAME?

WHAT’S  
IN A  
NAME?

WHAT’S  
IN A  
NAME?
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Applications

+21%

Average Applicant 
GMAT Score

+25
POINTS

Emory University:  Goizueta Business School Results  /

(WITHIN 1 YEAR OF LAUNCH) (WITHIN 1 YEAR OF LAUNCH)
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Largest Gift  
in School History

$30M

(DECEMBER 2019)

Exec Ed

+36%

(2016-2017)

LEADS

+18%
PROGRAM REGISTRATIONS
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Brand 
Affinity

+8%

(CARAVAN STUDY)



STRATEGIC PLAN TOOLKIT 
Volume 1.0

G O I Z U E T A  B E Y O N D   Style Guide   18VOICE AND TONE 

Headline Examples

IF YOU DON’T LIKE WHAT YOU SEE 
CHANGE WHERE YOU STAND

G O I Z U E TA  B U S I N E S S  P R I N C I P L E  # 2 ISSUING 
THE CALL
 AN OPEN LETTER TO BUSINESS�

Business has always been a vehicle for 
meaningful impact. Yet somewhere 
along the way, business lost its way—lost 
track of its moral compass and took a 
sharp turn off the high road. But we each 
know that business is better than these 
misguided turns. Because the purpose 
of business was—and still is—to solve 
essential, societal problems. To create 
value where there was none before.

It’s time we restored business to this 
higher ideal. To answer society’s call 
for the next out-of-the-box, square peg, 
upside down, table turning solutions to 
seemingly impossible issues. But we will 
not be able to do these things, and the 
next thing, and the next—alone. 

Over the course of the next few months, 
we will be introducing an effort designed 
to push us all to drive business back onto 
the high road. And it is on that note that I 
would like to share our first core business 
principle—created as part of a series, to 
serve as motivating reminders on the 
road ahead and the work that lays  
before us.  

That is why we at Goizueta Business 
School, we are calling on all of you in 
the business community—fellow deans,  
executives, and entry level  employees 
alike—to answer this call with us.

DEAN ERIKA JAMES, GOIZUETA BUSINESS SCHOOL

IF YOU DON’T LIKE WHAT YOU SEE,
CHANGE WHERE YOU STAND.

    GOIZUETA BUSINESS PRINCIPLE #2:

G O I Z U E T A  B E Y O N D   Style Guide   20DESIGN AND TYPOGRAPHY 

Logo and Lockup

We use two primary lockups for “Goizueta Beyond.” A stand-alone lockup, and an option that incorporates the Emory and 
Goizeuta logos. Use the options below as a guide for color usage. In summary, when on Emory Blue use the white text lockup 
with gold “go.” On gray or white, use navy text with gold “go.” And on Emory Gold, use Emory Blue text with white “go.”

LOCKUP

LOCKUP WITH GOIZUETA LOGO

G O I Z U E T A  B E Y O N D   Style Guide   30PHOTOGRAPHY 

Portraits
When shooting  portraits try to portray confidence and warmth. Use straight-on angles for a classic 
portrait or a lower upward facing angle to convey a sense of power.
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PROCESS & APPROACH
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Develop Creative Brief  
(2 Rounds of Revisions)

Define Target Audiences & 
Personas

(Optional) Refine Brand Essence & 
Messaging Framework

Establish Benchmarks &  
Success Criteria

BRAND STRATEGY REFINEMENT

Project Kickoff Meeting

Discovery Questionnaire

Review Existing Brand Assets & 
Research

Stakeholder Interviews &  
Story Mining 

DISCOVERY & ONBOARDING

Craft Brand Platform  
(3 Big Ideas)

Refine Creative Expression  
(1 Direction)

Develop Proofs of Concept 

BRAND CONCEPT

Present Brand Concept  
(2 Rounds of Revisions)

Town Hall Meeting 

Brand Workshop 

INTERNAL BRAND ROLLOUT

Develop Key Potential Executions  

• Advertising Creative Toolkit 

• Alumni Magazine Template 

• Brand Anthem Video Concept  

• Brand Anthem Video Execution  

• Website Redesign 

• Photo Shoot

Flexible Build Plan for Maximum 
Impact & Responsiveness

BUILD

Develop Marketing & Media Plan 

MARKETING & MEDIA PLAN

6 WEEKS 

Develop Brand Guidelines PDF

Develop Design Templates

BRAND GUIDELINES &  
DESIGN TEMPLATES

1 WEEK1 WEEK 6 WEEKS   3 WEEKS ONGOING 3 WEEKS 
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SVP, CREATIVE STRATEGY 
MATT YUSKEWICH

STRATEGIST 
SARAH DESIDERIO

DIRECTOR, MEDIA & ANALYTICS 
TRACY KOPCO

DIRECTOR, STRATEGY 
ALEXANDRA WITTCHEN

VP, VIDEO & PHOTO 
ANDERSON BRADSHAW

ACCOUNT SUPERVISOR 
PHIL GALIER

VP, MEDIA SERVICES 
CHRIS EBMEYER

DIRECTOR, ACTIVATION 
MEG CREAMER

CREATIVE DIRECTOR, DESIGN 
ERIC HAAG

CREATIVE DIRECTOR, COPY 
JOHN COLBERT

DIRECTOR, DIGITAL STRATEGY 
RACHAEL BRANDON-LAI

SVP, STRATEGIC 
COMMUNICATIONS 

KIM HALLMAN

ACCOUNT EXECUTIVE 
KIERNAN ROME

DIRECTOR, RESEARCH 
BRANDON SHOCKLEY

DIRECTOR, PUBLIC RELATIONS 
MICHELLE WOOLFORD

EXECUTIVE CREATIVE DIRECTOR 
CORY MCCALL

RESEARCH LEAD 
TBD

GROUP ACCOUNT DIRECTOR 
SARAH HAMAN

CMO/ASSISTANT DEAN FOR 
STRATEGIC COMMUNICATION  

RICK AYERS

MARKET RESEARCH  
PARTNER

VP, CLIENT SERVICES 
RYAN BROWN



   PHASE I: BUILDING THE BRAND HOURS FEES

Discovery & Onboarding 40 $8,000

Brand Strategy Refinement 25 $5,000

Brand Concept 600 $120,000

Marketing & Media Plan 100 $20,000

Internal Brand Rollout 75 $15,000

Brand Guidelines & Design Templates 200 $40,000

Account Management/Oversight 50 $10,000

   TOTAL (ESTIMATED AGENCY FEES) 1,090 $218,000

Confidential & Proprietary

The following is an estimated summary of agency hours and fees for Phase I: 
Building the Brand as outlined in 160over90’s Technical Proposal response.  

Given our sincere interest in partnering with Penn State Smeal on this engagement, 
160over90 is offering a discounted blended hourly rate of $200 (typically 
$215) for all agency personnel.  

This Phase I scope of work assumes streamlined Discovery & Onboarding and Brand 
Strategy Refinement phases, given 160over90 will leverage (and build upon) Penn 
State Smeal’s previous Discovery sessions/research studies and brand essence 
exploration completed to date. 

PHASE I



   PHASE II: LAUNCHING THE BRAND HOURS FEES

Advertising Creative Toolkit 250 - 350 $50,000 - $70,000

Alumni Magazine Template 350 - 500 $70,000 - $100,000

Brand Anthem Video Concept N/A $22,500 - $30,000

Brand Anthem Video Execution N/A $60,000 - $125,000

Website Redesign N/A $150,000 - $200,000

Photo Shoot N/A $50,000 - $60,000

Account Management/Oversight 150 $30,000
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The following is an estimated summary of agency hours and fees for Phase II: 
Launching the Brand as outlined in 160over90’s Technical Proposal response.  

Throughout the course of the RFP process and Mandatory Pre-Bid Conference Call, 
Penn State Smeal expressed interest in a variety of creative executions that 160over90 
is equipped to develop internally. 

Per the caveats/assumptions noted in the Build phase section of 160over90’s 
Proposal Response (Section 2.1), we have provided cost ranges for the creative 
executions listened in the chart to the right based on historicals and best practices for 
this RFP process.  

The estimated hours for Advertising Creative Toolkit, Alumni Magazine Template, 
and Account Management/Oversight deliverables are scoped based on our 
discounted blended hourly rate of $200. The Brand Anthem Video, Website 
Redesign, and Photo Shoot deliverables will be scoped as a fixed fee, to deliver 
maximum cost efficiencies. 

Please note, these Phase II costs are not final, and 160over90 will require 
additional specs/feedback from Penn State Smeal in order to properly scope 
and estimate these creative executions. 

PHASE II



CLOSING CONSIDERATIONS
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Closing Considerations
LEARN FROM THE WORLD YOUR GRADUATES WILL ENTER
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Closing Considerations
LEARN FROM THE WORLD YOUR GRADUATES WILL ENTER

HIRE THOSE WHO KNOW YOUR REALITIES

ESCAPE THE ECHO CHAMBER

UNDERSTAND YOUR CONSUMERS

FORTUNE FAVORS THE BOLD
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