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Who we are



UTC’s Five-Year Vision:

•UTC creates and evolves U of T’s brand and 
promotes it to the world. 

•We strengthen and protect the University’s 
enviable reputation as one of the world’s top-
ranked public research institutions. 

•Our work to communicate our vision, mission, 
values and purpose (character) deepens 
relationships with stakeholders which leads to 
increased affinity, loyalty, and supportive 
behaviours

•By increasing U of T’s visibility and renown 
we give the University a competitive advantage 
and an invaluable reservoir of goodwill and 
support
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What we do

• Brand 

• Reputation 

• Character

• Organizational listening

• Environmental scanning

• Research, measurement and 
evaluation

• Advising, consulting, 
mentoring 

• Developing resources, tools, 
templates

• Communications strategy and 
planning

• Brand strategy, architecture and 
awareness campaigns 

• Internal relations, communication and 
engagement

• Integrated marketing and 
communications campaigns 

• Issues management and crisis 
communication 

• Marketing campaigns

• Social media management

• utoronto homepage & UTogether

• Publishing U of T Magazine, Bulletin 
Brief, Top Stories

• Videography, podcasts, photography

• Media relations and U of T Newsroom

• Positioning and messaging frameworks

• Content strategy, development, art 
direction, graphic design, production 

• Web strategy, design and development

• Paid media planning, buying and 
reporting

• Market research, analysis, insights 
generation

• Experiential and event marketing
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We fuel brand and reputation 
to give U of T a competitive advantage

Enrolment 
Investment 
Recruitment 
Partnership

VISIBILITY AND 
AWARENESS

Helping people understand 
why we’re unique and 

deserve support 

AFFINITY, ENGAGEMENT 
PRIDE & LOYALTY

Earning people’s 
respect, influence and 

commitment

GOODWILL

Building a reservoir for 
challenging times

ALIGNMENT & 
COHERENCE

Sharing relevant info, 
providing context, 

avoiding duplication and 
conflicting messages



Why does visibility matter?

6

• Reputation is a perceptual construct. It lives in 
people’s hearts and minds and is the sum of 
people’s opinions about us.  

• We can’t have a reputation – good or bad – if we are 
not visible.

• Visibility leads to awareness and is intrinsically 
linked to the perception of prominence and prestige

• High visibility gives us the greatest chance to 
occupy the people’s mindshare and keep U of T in 
people’s consideration set.
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Awareness

Consideration

Conversion

Loyalty

Attract

Convert

Engage

Inform



UTC measures all stages of our work, aligning to international best practice in our profession, as defined below:

Metrics- Definitions
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Inputs 
Evidence-based planning and preparation, leveraging the right 
tools, resources, and expertise to operate a best-in-class communications 
function, ensuring productivity and efficiency in alignment with a world-
class university’s standards. 

Outputs 
The content, experiences, and distribution efforts that deliver our work to 
target audiences, supporting Divisions across the university with well-
crafted communications. 

Outtakes 
What audiences take away from our communications, including their 
actions and initial reactions that reflect engagement with our content.

Outcomes 
The impact of our communications on audience behaviours and 
perceptions, measured through prioritized performance metrics for 
campaigns and key MarCom initiatives. 

Impact 
The tangible, long-term results of our efforts, encompassing operational 
outcomes, risk and reputation management, and brand equity as 
reflected in awareness, reputation, brand health, loyalty, and 
engagement scores. 

Learning & Innovation 
The insights gained through evidence-based evaluation, informing 
future planning and strategy improvements while enhancing our tools, 
resources, and operational productivity to maintain a leading 
communications function. 



UTC uses a selection of the following metrics, milestones and/or methods of evaluation.    

Metrics – Evaluation Cycle
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INPUTS

Baseline and benchmarks
Market/Audience research and pre-test data

Environmental scans and organizational listening
Planning and creative concept development

Budgets and staffing
Technology and tools

Resource and training development

OUTPUTS

Volume of content generated/published
Reach and impressions

Competitive share of voice
Public tone and sentiment
Click-Through-Rates (CTR)

Event attendance
Monitoring, content analysis, activity reports

OUTTAKES

Attention and understanding
Interest (likes, shares, comments)
Participation and consideration

Views and visitors/sessions
Response and recall

Subscribers and inquiries
Feedback and observation

LEARNING & INNOVATION

Debriefs and guided reflections
Internal feedback

Peer reviews
Retrospective/Annual Reports

Level of success in meeting business objectives

IMPACT

Reputation and relationship strength (to be 
measured with brand equity scorecard)
Public, social or organizational chance

Compliance, public support
Meeting targets (enrolment, donations, 
community engagement, partnerships)

Student and employee retention and well-being 
(inclusion, belonging, pride)

OUTCOMES

Awareness and engagement (to be measured with 
brand equity scorecard)

Message acceptance
Testimonials, leads, registrations

Database statistics, observation, comment analysis
Polls, surveys, interviews



Brand Promotion and 
Storytelling

⚬ 425 pieces of content; 3.2M 
pageviews (60% ↑ YOY)

⚬ 176M targeted global brand 
impressions; 15%↑ in awareness

⚬ long and short form video

⚬ impactful storytelling

⚬ experiential signage
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Pan-Institutional and 
Divisional Efforts
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⚬ Civil discourse

⚬ Student access and financial support

⚬ Indigenous tuition initiative

⚬ Black excellence

⚬ Harmony Commons

⚬ Welcome signage

⚬ Convocation

⚬ Collision conference



Reputation Management

A core part of our work this year focused on 
anticipating and managing issues to 
protect U of T’s hard-earned reputation for 
inclusive excellence.

We responded to 297 reporter requests, on 
topics including international students 
(56); diversity, discrimination and Israel-
Palestine issues (49); and safety and 
security (31).*

Our tri-campus team developed more than 
50 issues briefs and numerous 
communications strategies to support the 
university’s Issues Management Group.

*NOTE: the reporting period for this report excludes the 
encampment on King’s College Circle, which will be 
covered in next year’s report.
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Best-in-Class Marketing & 
Communications Operations
ALIGNING AND STRENGTHENING INTERNAL COMMUNICATIONS

• emergency notification system

• new guidelines for institutional statements

• Internal Communications Table and Student 
Communications Table

• 15 communications plans to ensure tri-campus 
coordination on matters of significance for our internal 
community. 
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Benchmarking and Peer 
Review 

46 awards from the Council for 
Advancement and Support of Education 
(CASE), the Canadian Council for 
Advancement of Education (CCAE) and the 
National Media Awards Foundation.

18 regional and international awards from 
the International Association of Business 
Communicators (IABC), the standard of 
excellence in our industry.
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Discussion
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