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OUR STORY 

 

 

PROLOGUE 

• Branding 101 

• McGill Brand vs. Faculty of Management Brand 

 

FIVE EMOTIONAL CHAPTERS 

1. Denial   2005-2008   

2. Anger   2008-2010  

3. Depression   2010-2012  

4. Bargaining   2012-2014 

5. Acceptance   2014-Onward  



  BRANDING 101 
 



WHAT IS BRANDING? 

   “the art of aligning what you want        
    people to think about your organization with what people  
    actually do think about your organization. 
       And vice-versa.”  
 

Jay Baer – Convince & Convert.   Author with Amber 
Naslund of The Now Revolution. 



REBRANDING THE WRONG WAY 

…the creation of a NEW NAME, 
term, symbol, design,  

 

with the intention of developing 
a differentiated (new) position 

in the mind of stakeholders. 



REBRANDING THE RIGHT WAY 

To communicate a modified 
differentiated position  
BECAUSE 
 
the brand has new, modified, 
improved or enhanced value 
OR  
the brand wants to disassociate 
itself from old, outdated or 
negative value.  
 
Desired result: help retain 
your current consumers in the 
long-term, and attract new 
ones. 

 



  THE MCGILL BRAND VS.  

  THE FACULTY OF  

  MANAGEMENT BRAND 



ONCE UPON A TIME … 

James McGill 



MCGILL BRAND  

 

• 200-year legacy 
• Highly International – Student, Faculty, Alumni   
• Very Research-intensive 
• Rigorous admissions & academics 

 
 



MCGILL MANAGEMENT BRAND  

 

• 100 year legacy 
• Highly International – Student, Faculty, Alumni   
• Very Research-intensive 
• Rigorous admissions & academics 
• Faculty of Management – NOT a business school 

 
 





MANAGEMENT 

PROGRAMS 

OFFERED 



BUT… 

 

which product within the management 
portfolio matters the most? 





WHY? 



2004…A REALITY CHECK 

• Business school’s reputation is based almost entirely on its MBA program. 
Ranking of an MBA program has a halo effect on the entire school. 
 

• Top schools across Canada  have become private, charging $40,000 - $90,000 
for an MBA program, investing in better teaching, services and 
facilities = better for global MBA rankings. 

 

• Quebec provincial government prohibits the privatization of MBA programs, 
leaving tuition at about $5,000 for the MBA program, loosing $ millions 
every year. 
 

• Higher competition from emerging schools in Asia, Middle East, Latin 
America 
 

• McGill’s Faculty of Management MBA ranked 4th in Canada and 38th in the 
world and risks declining in the face of competition and limited resources. 

 

 

 

 



2005…A TURNING POINT 

The Canadian Credit Management Foundation and Marcel Desautels 
donate $22 million to the Faculty  
(another $15 Million followed).  

 
The largest single donation ever made to a business faculty in Canada at 

that time. 
 

McGill’s Faculty of Management is renamed the Desautels Faculty of 
Management.  

 



2005…A NEW BRAND IS BORN? 



WHAT DOES A LOGO REPRESENT?  

200 Years Legacy 
History 

Emotion Attachment 

Recognition 



THE DESAUTELS STORY 

IN FIVE CHAPTERS 
 



• Avoidance 
• Confusion 
• Elation 
• Shock 
• Fear 

DENIAL 

• Frustration 
• Irritation 
• Anxiety 

ANGER 

• Overwhelmed 
• Helplessness 
• Hostility 
• Flight 

DEPRES-
SION  

• Struggling to 
find meaning 

• Reaching out 
to others 

• Telling one’s 
story 

BARGAIN-
ING 

• Exploring 
options 

• New plan in 
place 

• Moving on 

ACCEPT-
ANCE 

THE DESAUTELS REBRANDING 

GRIEF PROCESS 

Information and Communication Support Guidance and Direction 

2005 2015 - 



IMPACTED STAKEHOLDERS 

• Prospective Students (undergrad, masters, PhD) 

• Students 

• Professors 

• Alumni & Donors 

• Administration 

• Marcel Desautels 

• Dean  

• Principal of McGill 

• Board of Governors  

• Deans Advisory Board 

• Community (Montreal, Quebec, Canada, International) 

• Quebec Government 

 

 

 



CHAPTER 1:  DENIAL 

Inform & Minimize Confusion 

Avoidance 
Confusion 
Elation 
Shock 
Fear 



“McGill is a strong global brand. McGill is 
why I am here. This “Desautels” thing will 

never stick.” 
 

 -Prominent Tenured Professor 



LOGO EVOLUTION 

1.5” 
0.75” 



LOGOS BEFORE REBRANDING 





LOGO GUIDELINES 



LOGOS AFTER REBRANDING 



STATIONARY 



BRANDED ITEMS 



WEBSITE  



BROCHURES 



PHOTOS & VIDEOS 



BUILDING 



  LESSONS LEARNED 
   Little things can make a big difference 
 

• What costs the least and is easiest to implement? 

• Start with low-hanging fruit 

• Show that the brand “sticks” 



CHAPTER 2:  ANGER 

Communicate Positively 

Frustration 
Irritation 
Anxiety 



“I don’t support the Desautels Faculty. I 
support McGill University. Why do you 

need a new name?!” 
 

-Major Faculty of Management Donor 



INTERNAL COMMUNICATIONS 



EXTERNAL COMMUNICATIONS 





ALUMNI COMMUNICATIONS 

https://www.mcgill.ca/desautels/alumni/alumni-photos-videos/rediscover


  LESSONS LEARNED 
      Communicate 
 
• Be transparent and honest 
• Be consistent and clear 
• Be positive! 

 
 



  CHAPTER 3:DEPRESSION 

  Provide Support 

Overwhelmed 
Helplessness 
Hostility 
Flight 



“I’m considering leaving. This is not the 
place it used to be. 

 

-Administrator 



SUPPORT EVENTS 



SUPPORT STUDENTS 



SUPPORT RECRUITMENT 



STUPPORT ALUMNI 



  LESSONS LEARNED 
   Support 
 
• Listen! To EACH stakeholder 
• Find your champions 
• Engage in positive ways 



CHAPTER 4:  BARGAINING 

Give Guidance 

Struggling to find meaning 
Reaching out to others 
Telling one’s story 



“What do you want me to do? How do I 
promote Desautels when McGill is what my 

clients want?” 
 

-Recruiter 



GUIDE PROGRAMS 



TELL A CONSISTENT STORY 



TELL A POSITIVE STORY 



“Official” 
description 
of Faculty 

Instant Communication 

Selective communication via  
posts, photos and videos 

Communicate to alumni 
and create a network Instant photo sharing 

Interaction with students 
Publishing videos 

Desautels homepage 
= central source  
   of information 

Public photo database 

ENGAGE OTHERS IN STORYTELLING 



ENGAGE STUDENTS 



2015 

ENGAGE THE MEDIA 

2008 

Source: Meltwater News 

Desautels Faculty of Management 100% McGill 95% 

Desautels <5% McGill <1% 



LESSONS LEARNED 
Focus on what you can control 
 
• Get senior leadership buy-in 
• Show positive results! 
• Engage! 
 



Exploring options 
New plan in place 
Moving on 

  CHAPTER 5:  ACCEPTANCE 

  Provide Direction 



“I’ll meet you at Desautels.” 
 

-Student, Faculty Member, Alumnus, Administrator 



MISSION & VISION 



STRATEGIC PRIORITIES 







  LESSONS LEARNED 

   Provide direction 
 

• Engage people in the fun… 

• Take some risks and have fun with the brand 

• Make decisions and move forward 



 Strategies grow like weeds in a garden.  
 
They take root in all kinds of places, wherever people 
have the capacity to learn (because they are in touch with 
the situation) and the resources to support that capacity.  
 
These strategies become organizational when they 
become collective, that is, when they proliferate to guide 
the behavior of the organization at large. 
 
      - Henry Mintzberg 



  LESSONS LEARNED 

  Rebranding is a journey 
 

• Help people reach their own specific goals 

• Make small concessions along the way, but don’t loose sight of the ultimate goals 

• Measure success & communicate it at each step! 



THANK YOU! 


