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UVA Darden

Opportunity

Insight

@ CONFIDENTIAL

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.

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.



Client Name

Solution

@ CONFIDENTIAL

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.
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OUR REPUTATION FOR BUSINESS

INNOVATION IS WELL ESTABLISHED.
LET’S WORK ON YOURS.
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Tuesday, April 16, 2024
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Ehe New ok Times

U.S. to Block Road in Alaska
as Biden Aims to Be Seen as
Climate Leader

Rejecting the industrial road would be a
win for environmentalists in an election
year when President Biden wants to
showcase his conservationist credentials.
4 MIN READ
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TRGINIA of BUSINESS

l IVERSITY DARDEN SCHOOL

CHALLENGE USUAL »

What You Need to Know

Darden spearheads the conversations impacting business and society in a fast-changing

world and regularly publishes news, thought leadership and of course case studies. Read

Craig Blankenhorn/HBO

As ‘Sex and the City’ Ages, Some

the latest.

8:46 PM Tue Apr 16

< Business

Participant, Maker of Films With
Social Conscience, Calls It Quits
The company had critical and commercial
hits over two decades but never made
money consistently and faced a

challenging entertainment landscape

BUSINESS

NPR Suspends Editor Whose
Essay Criticized the Broadcaster
Uri Berliner, a senior business editor at
NPR, said the public radio network’s liberal
bias had tainted its coverage of important

stories.

Taylor Swift and Beyoncé Avoided
a Collision on the Charts. (Again.)
Pop’s two reigning queens are often cast as
y have continually supported
each other — and spaced out their album

releases.

LM.F. Sees Steady Growth but
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What You Need to Know

Darden spearheads the conversations impacting business and society in a fast-changing . [ ] "A DARDEN

world and regularly publishes news, thought leadership and of course case studies. Read
the latest.
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Our case-study-based learning, guided by our world-class faculty, provides you

with the skills to lead projects and teams forward, even in times of great uncertainty.

NO BUSINESS PROBLEM
WAS EVER SOLVED BY

ATTENDING A LECTURE.

darden.virginia.edu
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What You Need to Know

Darden spearheads the conversations impacting business and society in a fast-changing
world and regularly publishes news, thought leadership and of course case studies. Read

the latest.
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< Business

Participant, Maker of Films With
Social Conscience, Calls It Quits
The company had critical and commercial
hits over two decades but never made

money consistently and faced a

challenging entertainment landscape.

Darden wants the word ‘usual’ stricken from business. We
educate doers with the skills, smarts and sense of purpose
10 forge the future. It's why the status quo s ending. And
why Darden is the world’s #1-ranked public business school.
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UVA Darden

@ CONFIDENTIAL

THE RESULTS

Total impressions and 11.1K total
clicks/page views with a 0.20%
CTR.

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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