
Today, Summer 201230

More than 100 
Lasallian educa-
tional institutions 
throughout the 
United States and 
Canada are in the 
process of imple-
menting the new 

Lasallian Education brand that 
highlights the network’s rich history 
as being a leader in education world-
wide and transforming the lives of 
young people. It focuses on a com-
mon Lasallian tradition and innova-
tive educational programs that pro-
vide students with cutting-edge edu-
cation while focusing on the whole 
person. 
The Region’s reasons for undertak-
ing the branding initiative are two-
fold: to educate Lasallians on the 
heritage of the mission following the 
vision of Saint John Baptist de La 
Salle, and to develop a common lan-
guage through which Lasallians can 
tell the story of shared educational 
experience for purposes of mar-
keting, recruiting, fundraising and 
increasing enrollment. 
“We need to be able to have all of 
our constituents—certainly our par-
ents who do not participate in the 
kind of formation programs our 
teachers and administrators partici-
pate in—have that common lan-
guage where we can speak in one 

voice about what it means to be a 
Lasallian school today in the 21st 

century in our Region,” explained 
General Councilor Brother Robert 
Schieler.
Since the discussion of adopting 
a brand strategy started in 2008, 
thousands of Lasallians in more 
than 50 schools and ministries have 
participated in engagement sessions 
and surveys during three phases of 
the project under the guidance of 
BrandED Consultants Group LLC, 
a recognized educational brand con-
sultancy. Never in the Region’s past 
have so many people been involved 
in a conversation about the funda-
mentals of its Lasallian identity. 
The initiative resulted in the devel-
opment of the Lasallian Education 
brand which highlights the long-
standing impact of the mission 
through the unifying statement of 
“Lasallian Education: Transforming 
Lives Since 1680.” The logo, which 
is designed as a supporting image 
to complement existing logos of 
schools and ministries, includes the 
image of crossed L to demonstrate 
the foundation in Catholic faith 
and values. Another element of the 
brand is the promise, which is “The 
Lasallian educational mission pro-
vides transformative experiences 
that are innovative and holistic.” 

Additionally, the brand highlights 
qualities of Lasallian Education:
�� Teaching based on the vision and 

spirituality of Saint John Baptist 
de La Salle

�� Living the Institute’s mission for 
more than three centuries

��  Centering on Catholic values 
and personal relationships

��  Leading with De La Salle 
Christian Brothers and Lasallian 
Partners

�� Advancing innovations in teach-
ing, technology and scholarship

The narrative of the brand tells the 
Lasallian story:
Since 1680 educational institutions 
in more than 80 countries have been 
influenced by the vision and innova-
tive spirit of Saint John Baptist de La 
Salle, the Founder of the Institute of 
the Brothers of the Christian Schools 
and the patron saint of teachers. De La 
Salle transformed education by forming 
a community of educators with whom 
he developed a spirituality of teach-
ing and learning, to give a human and 
Christian education to young people, 
especially the poor.
Lasallian Education centers on 
Catholic values and personal relation-
ships, emphasizing academic excel-
lence, faith formation, inclusion, 
respect for the individual, service and 
social justice. A Lasallian Education 
strives to enrich each student’s cultural, 

Lasallian Education—One Message,  
One Network of Schools

By Elizabeth Moors Jodice

B R A N D I N G



Today, Summer 2012 31

intellectual, physical, social and spiri-
tual development.
Today, the De La Salle Christian 
Brothers and their Lasallian Partners 
continue to respond to students 
through advancements in teach-
ing, technology and scholarship. In 
Lasallian communities, educators touch 
hearts, stimulate minds and cultivate 
leadership to prepare students for life, 
work, and service to society and the 
Church.

While many schools outside of 
the Lasallian network have limited 
branding efforts to logos and tag-
lines, this effort is unique in that it 
looks beyond the logo and focuses 
on telling the shared Lasallian story 
at all levels of education. The vast 
Lasallian network in the Région 
Lasallienne de l’Amérique du Nord/
Lasallian Region of North America 
(RELAN) includes 109 schools 
and ministries in the United States 
and Canada: 7 colleges/universi-
ties, 54 high schools (2 Cristo Rey), 
16 middle schools (11 San Miguel), 
3 elementary schools, and 28 edu-
cation centers/other ministries (4 
pastoral ministries and 1 educa-
tional/social ministry in Canada 
Francophone).
Promoting the Lasallian Education 
brand gives those schools and min-
istries the opportunity to display a 
common bond, along with high-
lighting the significant history of 
Lasallian Education and showing 
how it is different from other qual-
ity, Catholic education. It is the 
chance to show how De La Salle, 
the patron saint of teachers, was a 
pioneer in education and how his 
contributions to education can still 
be seen in today’s classrooms. He 
revolutionized schools in France 
by teaching students in their native 
language, inventing vocational edu-
cation, and instituting the sharing 
of best practices among teachers. 

In addition to founding schools, he 
transformed the field of education 
through his innovative methods 
and numerous writings that shaped 
modern day teaching universally. 
Learning—or being reminded 
of—the history of De La Salle and 
the mission has created a revital-
ized energy surrounding Lasallian 
Education. Tapping into that, 
schools and ministries are creatively 
beginning to weave the new brand 
into their materials and storytell-
ing, including printed materials like 
advertising, brochures, banners, dis-
plays, fundraising materials, maga-
zines, newsletters, newspapers, press 
releases, programs, letterhead and 
other paperwork. Other creative 
uses include the visual identity on 
clothing, Facebook, PowerPoint pre-
sentations, and golf tee signs. 
While the logo or picture mark 
appear on many websites, e-mails, 
and e-newsletters as well, schools 
are also using those platforms to go 
beyond the logo and highlight the 
Lasallian Education story. 
Mullen High School in Denver, CO, 
is one school embracing that task as 
it rolls out the brand in three stages: 
1) introduce the concept, 2) uti-
lize the brand, and 3) saturate and 
remain consistent in messaging. As 
part of stage two, Mullen sent an 
e-mail to current families, faculty, 
staff, alumni, parents of alumni and 
others during Lasallian Heritage 
Week in April that included the logo, 
unifying statement, a portion of the 
narrative, brand promise, and rea-
sons to believe. It also highlighted 
facts about Lasallian Education in 
the Region and the world. 
“In today’s competitive marketplace 
we must illustrate how we differen-
tiate ourselves from other schools,” 
said Frank Cawley, Executive 

Director of Community Relations. 
“Celebration of our Lasallian heri-
tage is how we do that. It is refresh-
ing to know that together we are tell-
ing the story. We are much stronger 
together than separate.”
One particularly creative example 
of how Saint Patrick High School 
in Chicago, IL, incorporated the 
brand is by combining the qualities 
of Lasallian Education with qualities 
unique to the school to highlight the 
Lasallian Education Experience. The 
result (pictured on Page 32) was used 
as the cover of a recruiting brochure.
Jeff Ardito, Vice President for 
Advancement, views the brand as 
a way to advance the institution, 
which is the oldest Catholic boys’ 
high school in Chicago, as it enters 
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its 152nd year with the 2012-2013 
school year. “With the rich his-
tory that Saint Patrick enjoys in 
the great city of Chicago, we felt it 
was paramount that we recognize 
the Lasallian tradition and heritage 
that began the great mission we live 
daily,” said Ardito.
Also highlighting the tradition are 
schools like St. Joseph’s Collegiate 
Institute in Buffalo, NY, and Justin-
Siena High School in Napa, CA, 
which both incorporated elements 
like the narrative, qualities, and visual 
identity on dedicated website pages. 
“I think providing that information 
on our own website reinforces the 
fact that we are not on a little island 
here in Napa, but really a cog in a 
much larger wheel serving and affect-
ing a much larger population,” said 
Eileen Mize, Justin-Siena Director of 
Communications. “Each organiza-
tion within the network is unique, yet 
there are basic common characteristics 

we all possess—those are the qualities 
of a Lasallian education as outlined on 
that page. 
In an effort to integrate the brand 
in their own style, some schools, 
like De La Salle High School in 
New Orleans, LA, and Montini 
Catholic High School in Lombard, 
IL, changed the logo from “Lasallian 
blue” to match school colors.
Lewis University in Romeoville, IL, 
alters its usage based on audience. If 
the audience is religious, Lewis uses 
the logo; if not, the University uses 
the signature and unifying state-
ment. It also uses the signature and 
unifying statement if a printed piece 
already includes a large logo or sev-
eral visual elements.
“It is very encouraging to know so 
many Lasallian schools and minis-
tries are enthusiastically adopting 
the Lasallian Education brand and 
its deep meaning,” said Dr. Maggie 
McCarty, Executive Director of 
the Regional Council of Lasallian 
Association for Mission (RCLAM). 
“I am impressed at how quickly 
institutions have embraced the 

brand in this first year of implemen-
tation, and I look forward to seeing 
even more use as we move ahead in 
uniting Lasallian schools and min-
istries, celebrating our heritage and 
sharing our story.”
Brand implementation is being 
shepherded by a committee com-
prised of representatives from the 
Lasallian Association of College and 
University Presidents (LACUP), 
Lasallian Association of Secondary 
School Chief Administrators 
(LASSCA), RCLAM and Christian 
Brothers Conference. Current 
members include Dr. McCarty, 
Bro. Robert Schieler, Dr. Kurt 
Schackmuth (Associate Vice 
President for Mission, Lewis 
University), Jim Plunkett (Executive 
Director of Admissions, La 
Salle University), Ryan Clement 
(President, Mullen High School), 
Dr. William Hudson (President, 
Totino-Grace High School), 
and Maryann Donohue-Lynch 
(Principal, Saint Raphael Academy).
The brand guide, best practices 
and examples can be found on the 
Christian Brothers Conference 
website at http://lasallian.info/
index.cfm/lasallian-education-
brand-initiative. n
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