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Thinking Bigger

THE CHALLENGE Duquesne University, the
only Spiritan Catholic university in the
United States, had an impressive and
growing roster of professional-oriented
programs and a research enterprise that
punched far above its weight. It was a
respected and sought-after partner for
health, education, and economic develop-
ment in surrounding neighborhoods. But it
lived in a crowded marketplace, and
awareness wasn’t where it should have
been, especially given that Duquesne had
been a Pittsburgh mainstay since 1878.
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THE IMPACT Extensive research with more
than 4,300 people—prospects, high
school counselors, alumni, and Pittsburgh-
area residents—led us to the big idea,
“It’s Time for Bigger Goals.” Duquesne now
positions itself as an ambitious institution
empowering every stakeholder to think
more expansively. They’re launching a
medical school and an engineering
program, managing a transformational gift
to the law school, privately raising over
$300M, and experiencing three straight
years of enrollment growth. Now, that’s a
big idea that inspires.
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https://www.yesandlipmanhearne.com/work/duquesne-university/
https://www.yesandlipmanhearne.com/work/duquesne-university/
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Building our brand
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Understanding the brand positioning

Using the annotations
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At Duquesne, b wit
your gifts and your goals. I's our responsibility and joy to
help you dig into what you're good at, and discover why.
that's good for the world. Our tenacious belif in youis
rooted in our Catholic Spiritan tradition and 140+ years
of equity in P
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Useof the silhouette

Brand guide

Use ofthe silhoustte inenvironmental photography 1
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You have

We do, too.
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