
In 2004, Alverno College was suffering from a degraded brand, and poor image in its home 
market. According to interviews with faculty, admissions counselors and high school guidance 
counselors, Alverno was not generally respected for delivering a quality education. 

Enrollment was at a low ebb of 1,900 students. 

A task force called 2,500 by 2012 was formed, the goal being to grow the enrollment to 2,500 
students by the year 2012. 

Yet, by the Fall enrollment period of 2008, enrollment had already soared to 2,774 students, 
surpassing even the most optimistic projections. This, despite the fact that Alverno incorporated 
stricter guidelines over acceptance and registration during this time. It was also over a course of 
time where other colleges were experiencing declining enrollment. 

How did this remarkable turnaround occur?
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With a relatively small budget, Alverno was able to achieve a huge presence in their target market 
by concentrating on, and dominating, one medium. Outdoor was chosen because of its ability to 
deliver high visibility and instant talk value to a variety of audiences. 

Female artists from all over the world were commissed to capture the idea of how women see 
themselves. Simple messages are inspirational, as well as aspirational, and position Alverno as the 
home of progressive women’s education, while driving viewers to the website. 







As a result, we created a strong brand for Alverno, where none existed before. 

But this was far more than a generic branding effort.  

As a direct result of this three-year campaign, at the end of 2008 Alverno’s admissions were at 
record levels -- also, website traffic had doubled, and Alverno was enjoying 20,000 new website 
visitors every month. 





In addition, the artwork is used 
as an innovative direct mail cam-
paign to high school sophomores 
-- a pack of “rave cards” -- each of 
which features a factoid or quote 
from the national media about 
Alverno’s unique approach.  

To bolster the “all over town” 
coverage, we’ve put transit stops 
to good use, as well as bus side 
“kings.” 



Other unique media locations include 
Mitchell International Airport, and 
inside the Amtrak station. Several 
malls around town also feature our 
messaging.



And we’ve taken advantage of 
the free media afforded by our 
own physical plant, extending 
the brand onto the campus.



So - in addition to increasing enrollment, the mission was to use a very limited budget to create 
a strong, inspirational and aspirational brand appealing to women. 

Think we succeeded?







POSTSCRIPT:    Fast forward 5 years, and the campaign was still going strong in 2013 -- 
including being the only advertising campaign mentioned in Milwaukee Magazine’s “Best of 2012.”


