CORE QUESTIONS

Have other schools done this?

Many strong Catholic schools periodically refresh their identity to remain clear, unified, and relevant to future
generations. Schools across the region (Moeller, McNick, Badin, Dayton Christian) and nationally have updated
logos, messaging, and visual systems while preserving their traditions. This is a common step for institutions
planning thoughtfully for the future.

Didn’t we just do this a few years ago?

Previous updates were valuable and helped move the school forward. Some messaging from those efforts may
continue because it still reflects meaningful parts of our story. This next step builds on that work by creating a
more complete and unified brand system that supports admissions, advancement, academics, athletics, and
community identity together.

What was wrong with the previous brand?

The previous brand served Fenwick well in its time. Like many long-standing institutions, however, identities
evolve over the years. Different logos, colors, and messages can accumulate and create inconsistency.
This refresh creates greater clarity, unity, and confidence moving forward.

What do we mean by “brand”?

A brand is much more than a logo. It includes our visual identity, messaging, tone of voice, reputation, storytelling,
and the experience people associate with Fenwick. Our brand is how people understand who we are before they
ever step on campus—and how they remember us afterward.

How does this change support our mission?

This is a mission-driven, strategic decision, not a cosmetic one, and it will be supported through clear and
consistent communication. The changes are rooted in long-term institutional health, community perception,
pride, and stewardship of Fenwick’s future. They also reflect a focus on enrollment health and how families
understand and connect with Fenwick.

Our Catholic mission, commitment to student formation, and pursuit of excellence remain unchanged. Branding
simply strengthens how we communicate these enduring strengths more clearly and consistently to families,
alumni, and the broader community.

How does this support enrollment and long-term success?

Families often form their first impressions online and make decisions quickly. A strong brand helps communicate
value, build trust, create stronger first impressions, and distinguish Fenwick in a competitive market. It also
supports alumni engagement and advancement efforts.

How were alumni perspectives considered in this change?

Alumni are a vital part of Fenwick’s story and legacy, and their pride matters deeply. Leadership also has a
responsibility to make forward-looking decisions that position Fenwick for the next generation. This refresh honors
the past while preparing for the future.



CORE QUESTIONS (continued)

What about emotional attachment to the old identity?

That attachment is real and respected.

Symbols represent friendships, memories, victories, faith experiences, and life-changing moments. Those
memories remain untouched.

This process is not about erasing history. It is about carrying Fenwick’s spirit forward.

How can we spend money on this when other needs exist?

Strong institutions must meet current needs while also preparing for the future. Academics, staffing, facilities,
student experience, enrollment, and advancement all matter. A stronger brand supports these priorities by
increasing visibility, strengthening enrollment, and building donor confidence.

This is an investment in growth, not a distraction from it.

This is an investment in growth, not a distraction from it.

What led to this decision?
This decision was shaped by several factors:
e Need for stronger consistency
e How Fenwick is understood by prospective families and the broader community
o Competitive realities in Catholic and private education
e Opportunity to better tell our story
e lLong-term strategic planning
This work was approached thoughtfully with Fenwick’s future in mind.

How willimplementation happen?
Gradually and responsibly. Many updates will happen through normal replacement cycles over time. This allows
the new identity to be introduced thoughtfully while stewarding resources carefully.

Is this Fenwick’s original branding?

No. Like many historic institutions, Fenwick’s visual identity has evolved through multiple eras. Different versions
reflected the needs and styles of their time. Those chapters remain part of our story. Our responsibility now is to
carry the institution forward in a way that best reflects who Fenwick is today and where it is headed next.



Q & ADEFINED BY TOPIC AREA

HERITAGE & TRADITION

Are we changing what made Fenwick special?

No. What makes Fenwick special has never been a logo or font. It is our Catholic identity, people, traditions,
academic excellence, school spirit, and community. Those remain unchanged.

Are traditions changing next?
No. Traditions live in student life, faith life, celebrations, rivalries, service, and relationships—not just graphics.

Are we erasing the past?
No. Previous identities remain part of Fenwick history and will always be respected.

Will alumni still recognize their school?
Absolutely. The values, pride, and spirit that our alumni love remain the same.

Why focus on image instead of faith?
We are focused on faith. This work helps communicate that mission more clearly and effectively.

ENROLLMENT & STRATEGY

Can branding really help enrollment?

A logo alone cannot. But a clear, consistent, compelling brand can absolutely improve first impressions,
awareness, trust, and differentiation. Enrollment is always something schools must steward proactively. This work
supports long-term positioning and institutional strength. We view this as a long-term investment in institutional
strength. Families are more likely to choose a school they clearly understand and connect with.

LEADERSHIP & PROCESS

Why wasn’t there a vote?

Leadership listens broadly, considers input carefully, and makes decisions in the long-term best interest of the
school.

Was this one person’s preference?
No. This reflects broader strategic thinking, professional guidance, and leadership responsibility.

Why now without asking everyone?
Community voices matter. Leadership also has a duty to make timely decisions that prepare the school for the
future.

STUDENTS / PARENTS

How does this help my child now?

A stronger reputation, healthy enrollment, and increased school pride all contribute to a more vibrant and
sustainable experience for current students.

Does this distract from academics?
No. Academic excellence remains central. This work supports the institution around it.



