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Brand Hierarchy – executive summary. 
We now have a framework that enables evaluation and application of a Curtin 
brand identity in a structured and consistent manner. 

 A large number of entities (faculties, schools, research centres & institutes, etc) are 
linked to the Curtin brand and desire an identity to assist in their positioning. 
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Situation 

Complication 

Outcome 

 Not all entities have the same relationship with the Curtin brand, and therefore 
different treatments are needed to signal this. 

 Different entities have already looked to establish their own identities, which has led 
to an inconsistent brand approach across the organisation. 

 
 The development of a PM&C and VC approved Brand Hierarchy that provides: 

 a linkage to the Curtin brand in accordance with the entity’s level of relationship. 

 a decision-making framework to ensure consistency of application. 

 

We require your help to apply this new Brand Hierarchy across the various entities in a consultative 
and collaborative manner. 
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The Curtin brand – more than just a logo. 
Our brand articulates our desired positioning and reputation in the market. A 
unified and consistent brand gives us the ability to stand out and be heard, and 
for people to understand our values and believe our promise. 

Linkage to Curtin’s strategy 
 Our strategy provides the foundation for how we will teach and research, while our brand positioning is the reputation 

we want to create in the collective minds of the marketplace. 

 

Curtin’s brand positioning 
 Our brand positioning brings our strategy to life for our people, our partners, our students, our community and other 

stakeholders. 

 Our brand articulates our desired positioning in the marketplace, and helps shape our reputation. 

 A strong and consistent brand will enable us to stand out and build awareness, and for our overall community to 
understand our ideals, believe in our vision and bond with us. 

 

Curtin’s visual identity 
 Our visual identity supports our strategy and the global brand we seek to build. The components of our visual identity 

reinforce our words and images with meaning and symbolism. 

 Words and images, however, are not enough - we need to be disciplined and use the authority we create from year-
on-year consistency, so that we all benefit from the leverage of owning a well-managed Curtin brand. 
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The Curtin brand – our model. 
Linking all elements of our brand together to deliver a unified and consistent 
identity to the marketplace. 
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The Curtin brand – our attributes. 
Our brand and brand attributes support and reinforce our strategy and vision to 
be forward thinking in what and how we teach and research, the graduates we 
produce and how we innovate. 
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Future focused, contemporary, 
creative, visionary, inventive, 

fast, smart, agile. 

Competitive, successful, 
determined, passionate, driven, 

committed, global. 

Responsive, respected, 
inclusive, engaged, 

international, decisive. 
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The tools and process within the framework 

Brand Hierarchy 
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Brand Hierarchy – background. 
Brand architecture is used by many organisations to communicate, align 
business areas and to enable consistency of decision-making. 

 For Curtin, a brand architecture communicates the relationship between the overarching 
Curtin brand and its faculties, business divisions, facilities, schools, business units, joint 
ventures, partnerships & alliances and products & services. 

 

 It will serve as a brand roadmap and decision-making tool for many within the 
organisation.   
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Brand Hierarchy – what. 
A set of tools to develop the appropriate brand identification of the various 
entities within the Curtin family. 

 Brand matrix. 
 Standardised terminology and relationships between the Curtin brand and other entities. 

 

 Naming convention. 
 Systematic approach to unlock brand value and avoid ‘random logos’ and representations of the Curtin Brand. 

 

 Analytical framework.  
 Standardized set of criteria for determining best fit with the Curtin Brand. 
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Brand Matrix. 
A structured framework to apply a logical assessment of an entity’s relationship 
with the Curtin brand. 
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Master Brand 
This should be the major entities that are core to the Curtin 
offer – a monolithic brand looks like, sounds like and acts 
like ONE BRAND. 
For smaller entities that do not have the resources or the 
historical  reputation – this gives them the best leverage of 
the Curtin brand. 
  

Brand Linked 
This should be those major entities of strategic importance that 
need some degree of individuality; they may have an international 
reputation that could be leveraged for the benefit of Curtin – it is 
recommended that their names reflect the use of Curtin in them (for 
when the logo does not appear). 
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Unlinked 
This should be all the bits and pieces that we don’t 
necessarily want to be associated with Curtin OR that we 
are not (for whatever reason) allowed to associate with – 
for example something with military or political sensitivity. 

Co-Branded 
This should be, those entities that are created out of Curtin in a joint 
venture with other important institutions (universities, governments 
or corporates) where the relationship is important to be 
demonstrated in the identity and/or the nomenclature; this includes 
support and research areas that have a formal agreement with 
Curtin.  
 

Brand Endorsed 
This should be those entities that we like to be associated with, but 
are not necessarily entirely funded by Curtin, or need some degree 
of independence – a simple endorsement line or visual language 
linkage helps to form the association; this includes teaching, support 
and research areas.  
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Naming convention. 
Applying a consistency across all entities to unlock brand value and enable 
consistency of treatment with the Curtin brand. 
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Master Brand 
All names to use ‘Curtin’ as the starting point of entity 
name, for example: 
• Curtin University 
• Curtin University, Sarawak 
• Curtin Graduate School of Business 
• Curtin Institute of Minerals & Energy 

Brand Linked 
It is preferred (not mandatory) that all names to use ‘Curtin’ as the 
starting point of entity name. Duplication of ‘Curtin’ in logo lock-up is 
out-weighed by importance of name being clear across all 
communication, for example: 
• Curtin Stadium 
• Curtin Resources and Chemistry Precinct 
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Unlinked 
No use of Curtin in naming of these entities – to protect the 
Curtin name and brand from exposure to any risk or 
association with the wrong type of activity. 

Co-Branded 
Not applicable. No need for naming convention for these entities. 

Brand Endorsed 
Needs an appropriate endorsement line, for example: 
• Curtin College. Pathway Partner of Curtin University. 
• Curtin FM.  Supported by Curtin University 
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Analytical framework. 
Decision-making criteria for determining best fit with the Curtin brand. 

Assessment 
Criteria  

Strategic Positioning Equity/Funding Risk/Conflict Target 
Audience 

Time 
Sensitivities 

 

Priority Highest High High Medium Low Lowest 

What to ask? Is it of strategic 
importance to 
Curtin?  

Does this 
support of 
Curtin’s 
positioning? 

Who are the 
competition?  

 

Equity – Is it 
100% owned by 
Curtin? 

Do we have 
controlling 
interests? 

Is there any 
contractual 
obligations? 

 

What risks does 
this expose 
Curtin to?  

What 
governance 
and/or 
compliance 
issues are 
there? 

 

Target 
Audience – 
commercial or 
non-
commercial?  

Are they 
internal or 
external? 

 

Is there any 
time frame 
involved? 
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Brand Hierarchy framework for R&D. 
Starting point for applying the framework to our research entities. 

Research entity Description Brand relationship 

Strategic Research Institutes If this entity is established as a strategic initiative of Curtin under the 
Research Management Plan. 
For example: Curtin Institute for Minerals and Energy 

Brand Linked 

University Research Institute 
or Centre 

If this entity is a unit within Curtin and is not a legal entity in its own right; 
there maybe other universities / partners involved. 
For example: Curtin Institute for Biodiversity and Climate 

Brand Linked or Brand 
Endorsed (if Curtin is not 
the dominant player) 

University Research Institute 
or Centre 

If this entity accommodates a major research activity significant to Curtin; 
research centres have a term of 3 years. 
For example: John Curtin Institute for Public Policy 

Master Brand 

Government-Funded 
Institutes & Centres 

Externally funded research centre – this entity has several universities / 
partners involved and is outside the direct control of Curtin. 
For example: Centre of Excellence for Science, Seafood and Health 

Co-Branded 

Industry and Multi-
Institutional Research 
Centres 

Externally funded research centre – this entity has several universities / 
partners involved and is outside the direct control of Curtin. 
For example: Rio Tinto Centre for Materials and Sensing in Mining 

Co-Branded 

Cooperative Research 
Centres (CRC) 

Externally funded research centre – this entity has several universities / 
partners involved and is outside the direct control of Curtin. 
For example: CRC for Sustainable Resource Processing 

Co-Branded 
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Brand Hierarchy deliverables. 
We will develop assets for each entity based on the approved brand relationship, 
and provided via the online Brand Asset Manager (BAM). 

Brand relationship Assets delivered / available 

Master Brand Curtin University Master Brand logo in mono and colour versions. 

Brand Linked A customised kit for each entity to be developed. 

Co-Branded Curtin University Master Brand logo in mono and colour versions, to be used as per 
the current brand guidelines for co-branded entities. 

Brand Endorsed Curtin University endorsement line. 

Unlinked No deliverables. 
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 It is important that all assets are used in accordance with the appropriate brand 
guidelines to maintain consistency and strength in the Curtin brand. 
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Brand Hierarchy process. 
A structured decision-making framework to enable speedy turn-around of an 
entity’s request. 
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Application 
 

By the entity 
applying for 

Brand 
Identification 
supplying all 

relevant 
information 
required for 

consideration.  

Consultant 
 

Receives the 
application, and 

ensures all 
information is 
provided and 

ready for 
assessment.  

CMO 
 

Assesses the 
application and, 

where 
necessary, 

consults with the 
Consultant and 
Entity before 

making 
recommendation 

to VP. 

VP 
 

Assesses the 
application and, 

where 
necessary, 

consults with all 
parties before 

making decision. 

Marketing 
 

Will prepare or 
outsource the 

necessary 
naming and 
design work 

required. 
Identity Kit 

supplied based 
on approved 
Hierarchy. 

Start 

Marketing 
 

Decommission 
old identities and 

upload new 
Identity Kit onto 

BAM and provide 
to User. 

User 
 

All materials in 
place for 

administration 
and marketing 

communications. 

Consultant advises 
entity on incomplete 
documentation 

Consultant advises 
entity of rejection due to 
business case OR other 
reasons from senior 
levels 

Chief Marketing 
Officer rejects 
request if it does 
not meet criteria. 

VP rejects request 
based on strategic 
situation that is 
outside the normal 
Criteria. 

Consultation 
process 

Decision 
process 

Production 
process 

User 
process 
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