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Darden saw a growth opportunity as a lifelong learning partner, not just an 

MBA program. It aimed to highlight its rise in Top Ten rankings and its 

intellectual capital, including ideas like stakeholder theory, effectuation, 

and design thinking. With Yes & Lipman Hearne's experience in business 

school marketing, we helped define what "Darden-ness" is and its ROI, 

encouraging audiences to experience its values—relationality, perspective, 

practice, and social impact—align their brands, and return to the 

"mothership," regardless of program. 

Opportunity

Insight

UVA Darden

Testing revealed audiences were ready for a bolder Darden. Our 

campaign highlights that Darden responds to a 'world of business not 

as usual' by being "not business school as usual." Audiences also 

welcomed humor, feeling it was inclusive and reflected Darden's 

confidence. As we developed talking points, we found we had more 

than a tagline — a clear articulation of what makes Darden unique. 



CONFIDENTIAL
3

Our team began with a discovery phase which included a trip to campus, 

30+ conversations with faculty, staff, students and board members, and a 

deep review of over 240 materials and five main competitors. Working 

with Darden's research partner, several different positionings were tested. 

This work informed our narrative and messaging for Darden and its varied 

MBA programs and the winning creative concept, "Not Business School as 

Usual," which was tested in stakeholder focus groups. 

After the concept was solidified, our team developed a series of media 

assets for digital, print, and OOH placements. This creative production 

work is still ongoing as we expand to additional campaigns and audiences. 

Solution

Client Name
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Total impressions and 11.1K total 

clicks/page views with a 0.20% 

CTR. 

THE RESULTS

UVA Darden

The client received a new campaign and set of messaging to 

help expand the idea of “Darden-ness” and talking points that 

amplify the momentum of their ascension in ranking to the 

world’s #1 public business school, while gaining internal buy-in 

along the way. 
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