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Tale of Two Alumni Bases 
While RIT has a 188-year history, more than half  
of the 135,000+ alumni have graduated in the last 
20 years. And with all of the changes the university 
has undergone, alumni from different years have 
very different experiences. 

Internal Changes  
A new president with new goals, implementing 
new programs, and a switch from a decentralized 
marketing team to a new centralized divison with 
a new role of a CMO, this was an inflection point 
for RIT. 

Hallmark Co-op Program 
As RIT aspired to be more than a career-oriented 
technical university, it needed a brand that honored 
their historic and renowned co-op program while 
emphasizing its move into an R2 institution.Wide Range of Programs 

With focuses in art, design, business, STEM, 
the co-op experience, and now research, RIT’s 
unique blend of course offerings was a powerful 
recipe for distinction. 

New Research Efforts 
RIT wanted research to be a new dimension to 
their offer, not a complete redefining of who it is 
as an institution. This was RIT’s chance to define 
research in a way unique to them. 

Diverse Student Body 
From their National Technical Institute for the  
Deaf to global campuses in China, Croatia, Dubai, 
and Kosovo, diversity and inclusion is a core part  
of RIT’s DNA. 

Defining factors
On the surface, a lot goes into the rebranding of a university, 
especially one with significant history and scale. In RIT’s case, 
there were also shifts and fluctuations behind the scenes that 
made the initiative even more crucial. Here are some of the 
important factors that informed our work and process.  

The Rochester Institute of Technology brand  
is a case study in the power of partnership.  
At a time when the university was about to  
take on its biggest branding initiative ever,  
it needed strong leadership, an open mind,  
and a bold approach. Capturing the innovative 
spirit that permeates campus in an authentic  
and inspiring way required sweeping changes  
to how the RIT story was communicated.  
With multiple work streams that often moved 
out of order, this process needed to be iterative. 
It needed to be collaborative.  
 
And RIT was ready for the challenge. 
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RIT Mission and Vision
 
We shape the future and improve the 
world through creativity and innovation. 
As an engaged, intellectually curious, 
and socially conscious community, we 
leverage the power of technology, the 
arts, and design for the greater good.

The mission and vision 
help define RIT’s reason 
for existing. This is the 
university’s north star. 

RIT Brand Essence
 
An incubator for the exceptional. 
If creativity is about ideation, and 
innovation is the process by which 
creativity is made real, then RIT is  
the place that invents new and better 
ways to move the world forward. 

This is the core of the RIT 
brand: the principle that 
the university aligns around.

A solid foundation
Since the merger of the Rochester Athenaeum and the Mechanics Institute in 1891, 
RIT has had a long history of creating, innovating, and solving problems through 
its unique blend of technology, the arts, and design. Already known for its leading 
research program, its wide range of schools and offers, and its co-op program, RIT 
had all the pieces of a great story; it just needed help telling it. 

CORE BRAND PROMISE

Benefits
(why it matters)

Attributes
(what RIT offers)

in order to invent  
new and better ways to  
        move the world  
               forward.

RIT calls on curious 
minds to connect  
        through creativity 
               and innovation

Messaging
With this core brand promise, we organized and prioritized  
the most important messages that help tell RIT’s story. If this is

what RIT says...
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Imaginative
We explore, analyze, and take 
things apart because we believe  
we can make meaningful changes.

Unusual
Nothing new comes from the 
expected, common, or complacent—
we’re doing something new at RIT.

Active
We set our ideas in motion 
and never back down from  
a good challenge.

Future-Focused
Our approach pushes boundaries and 
rejects constraints.

Open-Minded
We thrive on differences, recognizing  
that true innovation is born from disparate 
interests and ideas.

... then this is 
  how RIT says it.



The creative platform takes RIT’s messaging 
strategy and sparks it to life for its audiences. 
This is how RIT tells its story.

At RIT, we have no interest in the status quo. That’s why  
we reject the everyday and the expected, and instead:

We advance the exceptional. 
Develop the unconventional.
Elevate the delightful. 

We’re a kaleidoscope of curious minds—each embraced for our 
uniqueness and all working toward countless different goals. 

But we’re united in the chase for a certain feeling:
When our eyes widen and our jaws drop. When our hearts  
beat faster with the anticipation  of discovery. 

It could happen anywhere, at any time.  And at RIT, we’ve intentionally 
created a place where these moments happen over and over again.  
A place where something amazing is always right around the corner. 

It might be something slightly unusual. 
It might be something wildly creative. 
Or even something theoretically impossible.  
 
It might be something no one has thought of yet, but there  
it is, right in front of us,  just waiting to be made real.  

Whatever that something is, 
We go after it with everything we have. 
We observe, we analyze, and we untangle.  
We tinker, we test, and we prove.  
We teach and  learn from each other.  
We solve problems, and then seek out new ones.

Because this is what we live for: 
The unbridled energy and exhilaration that comes  
from achieving something. Perfecting something.
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Because here,
we’re always on to something amazing.



To effect real change means 
engaging directly with the issues and 
the people involved in the problems 
facing communities around the 
world. Attend one of our biannual 
Community Service Fairs. Participate 
in Alternative Spring Break and 
spend a week in the U.S. or abroad 
helping to rehabilitate communities 
or rebuild housing. Or engage in one 
of our on-campus service projects. 
RIT’s service efforts are supported by 
leadership training and development 
to help build your resume, and to 
ensure your altruism informs your 
professional pursuits going forward.

Get involved, volunteer your time and 
talents, and make a difference.

Give
Your Time
to Others 24

25
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We created a 
robust collection of 
sample tactics that 
use all of the brand 
elements together 
to give RIT a strong 
jumping-off point. 

You’reon to some-
thing

here.

What exactly that 
something is,  
only you know.
It might be something 
slightly unusual. It might be 
something wildly creative.  
Or even something 
theoretically impossible.

Whatever idea, invention, or 
advancement you’re on the 
verge of, we’re here to help 
you make it real. 

Because  
we’re always on 
to something.
And now,  
you are too. 

Other
Business and marketing
Visual arts
Engineering technology
Liberal arts (including communication)
Math, Science, and health professions
Computing and information sciences
Engineering technology
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Student Body (Undergraduates)

International 
Students

6%

Hispanic/Latino 7%

Black or African 
American, non-
Hispanic

4%

White, non-
Hispanic

63%

American Indian 
or Alaska Native, 
non-Hispanic

1%

Asian, non-
Hispanic

9%

Native Hawaiian 
or other Pacific 
Islander, non-
Hispanic

1%

Two or more 
races, non-
Hispanic

4%

Race and/or 
ethnicity unknown

6%

6%

4%

1%

9%
1%

62%

4%
7%

6%

International Students
Hispanic/Latino
Black or African American, non-Hispanic
White, non-Hispanic
American Indian or Alaska Native, non-Hispanic
Asian, non-Hispanic
Native Hawaiian or other Pacific Islander, non-Hispanic
Two or more races, non-Hispanic
Race and/or ethnicity unknown
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 International Students

 Hispanic/Latino

 Black or African American,  
non-Hispanic

 White, non-Hispanic

 American Indian or Alaskan Native,  
non-Hispanic

 Asian, non-Hispanic

 Native Hawaiian or other  
Pacific Islander, non-Hispanic

 Two or more races, non-Hispanic

 Race and/or ethnicity unknown

RIT is a kaleidoscope of curious minds; a profoundly inclusive and collaborative community of engaged, socially  
conscious, and intellectually curious problem solvers. Through an intentional blending of technology, the arts, and  
design, we find new and meaningful ways to move the world forward. We provide exceptional individuals with a wide 
range of academic pathways, including expansive experiential learning opportunities, a leading research program,  
and internationally recognized education and access services for deaf and hard-of-hearing students.

Undergraduate

Graduate

13,679

2,972

Total enrollment 
  Main campus fall 2018

Student body     (undergraduate)  

63%

Bachelor's degree awarded 
  Class of 2018

13:1
Student-to-faculty ratio

23
Average class size

10%

11%

12%

12%
13%

15%

24%

16,651Total
Other Business  

and marketing

Visual arts

Engineering 
technology

Liberal arts 
(including  
communications)Math, science, 

and health  
professions

Computing  
and information 
sciences

Engineering 3%

<

<1%

What Our Students Say…

Starting in the Associate+Bachelor’s Degree program 
gave me a jump start to a bachelor’s degree. By starting 
out in this program I got more personalized attention and 
benefited from smaller class sizes, so when I enrolled 
in the bachelor’s degree program in criminal justice I was 
well prepared.

VICKY MOREL
Cornwall, New York 

Associate+Bachelor’s Degree Program in
Applied Liberal Arts 

I chose the civil technology program because it provided 
me with a foundation in engineering before I enrolled in a 
bachelor’s degree program in civil engineering technology. 
I learned how to use engineering software programs and 
do structural analysis, and gained valuable real-world work 
experience through a co-op and other hands-on learning 
opportunities. All of these prepared me for success.

HUGO PEREZ
Los Angeles, California 

Associate+Bachelor’s Degree Program in 
Civil Technology 

The Associate+Bachelor’s degree program put me on 
the fast track to a bachelor’s degree. It provided the 
structure and support services I needed that helped me 
enroll in a bachelor’s degree program in RIT’s Saunders 
College. My degree in finance will help me achieve my 
goal of working in a financial position in a company and 
perhaps continue my education for a master’s degree.

JOHN HUANG
Brooklyn, New York

Associate+Bachelor’s Degree Program in 
Business

8:1
student-faculty  

ratio

8,000+
deaf and hard-of-

hearing RIT alumni

94%
of students who 
sought jobs after

graduation found one 
within a year.

270+
deaf and hard-of-
hearing students 

complete
cooperative work 
assignments with 

employers
throughout the 

country.

The National Technical Institute for 
the Deaf (NTID) provides unmatched 
opportunities for deaf and hard-of-
hearing students. You’ll receive the 
career-focused, innovative curriculum 
that RIT is known for, all within an 
accessible and supportive learning 
environment equipped with the tools 
and resources you need.

You’re 
on to an 
experience 
unlike any 
other. 

  

What’s better than exploring an interest? 
Finding others who share it.

Join students from all different majors 
who come together to explore their 
passions and hobbies. With more than 
300 student clubs and organizations 
supporting 13,000+ on- and off-campus 
events, you’re going to find some fun—
and make some friends along the way. 

Play video games with the Electronic 
Gaming Society, learn to move 
gracefully with the Ballroom Dance club, 
rock out with the Jam club, cosplay 
at Tora-Con, build an electric car for 
international racing, and more.

What are you into?

New 
Friends.
Awesome

4
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Better

Stay connected to campus and your 
fellow students by living where you 
learn. RIT offers many housing options 
to optimize your comfort, suit your 
interests, and support your lifestyle.
 
RIT values student success inside 
and outside the classroom. To do this, 
we have created an environment that 
focuses on well-being, collaboration, 
inclusion, and community engagement.

Learn ASL and about deaf culture at 
a weekly No Voice Zone event, spend 
some time gaming, watching movies, 
and chilling with friends in RITchie’s 
Game Room (RITchie is RIT’s mascot), 
or relax and come together for small 
group projects, meeting spaces, board 
games, and free popcorn and DVD 
rentals in The Den.
 
There is no place like the home you  
will find here.

Together 

10
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The intent of these 
programs is to give 
undergraduate students 
experience with the 
research process early 
on in their careers. 

Cecilia Ovesdotter Alm
Computational Sensing Research
Faculty Lead

This is the place  
where virtually any  
            idea can become  
               a reality.

Our MAGIC Center is 
a veritable playground 
of digital imagination, 
research, and creation 
that drives progress  
in an interconnected 
world.

You can work here. You can let loose 
here. You can invent multiplayer video 
games using technology that was 
invented right here. And whatever you do 
in the MAGIC Center has the potential 
to lead to a real career (and maybe even 
shake up an entire industry). 

Bringing it to Life
To expand and diversify RIT’s messaging, we 
developed a set of headline constructions that 
built around the “On to Something” platform.

Ian,
you’re always on to 
something amazing.
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Wellness
A Focus on 

At RIT, your mental and physical growth is just 
as important as your academic development. 
A multitude of on-campus resources promotes 
healthy lifestyles, encourages positive social 
interactions, manages stress, and more. 

The student created Nap App helps you locate 
the quietest place on campus to catch some Z’s. 
The Better Me program connects you to fitness 
and wellness professionals to keep you physically 
active. A full staff of counselors helps you express 
and manage your emotions, and offers treatment for 
depression, anxiety, or other mental health issues. 
And our dining facilities offer a range of healthy 
choices, including gluten-free, vegetarian, vegan, 
and more.

Meditate, rest, reflect, work out, and keep track of 
your diet to stay physically and emotionally healthy. 

20
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RIT’s skilled creative 
teams were able to 
execute against the 
brand guidelines in a 
way that allowed the 
university to truly own 
its brand.
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The Plan
The goal of this work was to give RIT’s communicators a way 
to execute this brand on their own for years to come. The 
brand guidelines act as a framework to help people make 
decisions that support the story that the university needs 
to tell. This robust document details every verbal and visual 
tool at RIT’s disposal, as well as the rationale behind them. 

And the results
With a newly organized message and guidelines 
in hand, RIT went on to execute pieces that 
translated its unique story into a successful 
admissions plan with impressive statistics to  
back it up. 
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125%
Year-over-year 
increase in freshman 
undergraduate 
applications

43% Year-over-year increase 
in fall open house visitors

22% Year-over-year increase 
in freshman inquiries

49% Year-over-year  
increase in early 
decision applications
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With more than a decade of experience in the 
higher education industry, Kin Sejpal heads up 
RIT’s marketing arm. She functions as the chief 
steward of the university’s brand strategy and 
guides the campus community in matters related 
to the brand. She also partners with the marketing 
professionals in RIT’s individual colleges and 
divisions, offering counsel and support for their 
efforts, and working to protect the brand’s integrity 
and coherence on and off campus.

“I do believe higher 
education has moved from 
a state of brand aversion 
to not just one of brand 
adoption but to one of 
brand ambassadorship.”

Associate Vice President of 
University Marketing Strategy 

and Creative Services

K I N  S E J P A L

As a seasoned marketer in higher 
ed, what’s the most surprising 
thing you’ve learned when it 
comes to branding and institution 
in today’s noisy environment? 

In the beginning, I used to feel that 
higher ed stakeholders were resistant 
to the dreaded “B” word: Branding.  
To get internal audiences on board 
with the very idea of developing a 
brand platform and identity system 
felt daunting. However, given that  
the environment has in fact become  
noisy— not to mention, competitive  
 — the tables have certainly turned. 

Early in my career, I was often asked, 
“Why is our university investing in  
(re)branding?” Now, I’m often asked, 

“How soon can I have the brand for my 
area?” This is a good problem to have. 
I do believe higher education has 
moved from a state of brand aversion 
to not just one of brand adoption, but  
to one of brand ambassadorship. 

Under John Trierweiler, RIT’s 
Vice President of Marketing and 
Communications/CMO, a new entity 
was formed that—among other things—
would unify RIT through a consistent 
brand platform.  For RIT’s brand 
platform, cross-functional groups 
came together and delivered on a truly 
collaborative effort. Others outside of 
our group were also heavily engaged 
and involved. They understood it is no 
longer an option to have a solid brand 
strategy and identity platform; rather it 
is a given.

It was important for RIT to 
connect its brand with the spirit 
of creativity and innovation. 
Describe the process your team 
went through to develop a 
creative roadmap for a technology 
institute?

We (unintentionally) have a best-kept 
secret. The fact that RIT has stellar

Part of the creative platform 
included evolving your identity 
mark and brand architecture. What 
challenges (if any) has the roll out 
of a new identity presented?

Revamping your logo is bound 
to create some angst. Most often 
this doesn’t come from a place of 
malevolence; rather it becomes a 
challenge when the strategy behind 
the logo isn’t well understood. It’s a 
tall order: asking a single identifier to 
represent the diverse range of ideas 
and opinions of university constituents 
— which is also why the strategic 
underpinning is so imperative. When 
we rolled out the new identity, we 
did so with the blessing of faculty 
members in our College of Art and 
Design. While some of the reaction 
from students wasn’t outright positive 
at first, the identity system was actually 
quite welcomed by most of the 
campus community. 

programs in art and design is not 
something most people will know 
about. Many people aren’t aware until 
they look under the hood and see 
the exceptional programs in design, 
film, and animation; in our School for 
American Crafts, and in photography, 
where RIT alumni have won 13 
Pulitzer Prizes in photojournalism. In 
order to let the world know that we 
are in fact a creative and innovative 
powerhouse, the identity system and 
creative expression needed to reflect 
these attributes. We took into account 
the whole suite of visual and verbal 
elements: from logo to language, and 
more from voice to video styles. Our 
world-renowned faculty in the College 
of Art and Design helped guide the 
development of the visual system. And 
our market research team helped test 
the creative narrative and the resulting 
platform with students, staff, faculty, 
alumni, and more. 

As you and your team extend the 
brand through various initiatives, 
what’s the impact of the work so 
far?

The brand has been embraced 
and adopted from end to end. It’s 
reflected in our awareness-building 
efforts with prospective students 
and families, our development 
communications with alumni and 
donors, and everything in between. 
Tactically, it formed the basis for our 
newly revamped website, not just in 
terms of design but also in content 
strategy. With due credit to cross-
functional teams within the Division 
of Marketing and Communications—
as well as partners outside of it—we 
saw very encouraging results across 
marketing and institutional metrics.

What can other institutions 
learn from your branding 
efforts, in order to differentiate 
themselves? 

The question I would ask is this: Is 
the institution ready to differentiate 
in the truest sense of the word? 
When you brand, you take a stand. 
Not many universities are bold 
enough to say out loud who they 
are; even fewer will accept who they 
are not, which is sometimes even 
more imperative to articulate. In the 
case of RIT, our baseline research, 
coupled with the president’s revised 
strategic plan, laid the foundation 
for our differentiation strategy. 
We knew we weren’t just a STEM 
school, a teaching institution, or a 
regional player. Rather, we are a 
comprehensive, global university 
operating at the intersection of 
technology, the arts, and design, 
bringing goodness into the world.

CLIENT PERSPECTIVE
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Building brands. With purpose.

1 800 962 1107 
ologie.com

Ologie is a branding and marketing 
agency. We’re a team of strategic 
thinkers, creative problem solvers, 
and great storytellers. Together, 
we help organizations define their 
purpose and tell their stories in 
powerful ways. We’re passionate 
about making brands clearer, more 
compelling, and more consistent, 
so that they’re better known, better 
understood, and truly unique.

We’ve helped tell the stories of 
nearly 200 colleges and universities 
across the country. We create brand 
experiences through all forms of 
media: print, digital, environmental, 
photographic, and video. 

Building brands.
With purpose.


