THE REAL U

Building Brands
That Resonate with
Students, Faculty, Staff,
and Donors

ROBERT M. MOORE

ONSE

WASHINGTON, D.C.



© 2010 Council for Advancement and Support of Education
ISBN 10: 0-89964-424-4

ISBN 13: 978-0-89964-424-0

Printed in the United States of America

10987654321

All rights reserved. No part of the material protected by this copyright may be
reproduced or used in any form, electronic or mechanical, including photocopying,
recording, or by any information storage and retrieval system, without written
permission from the copyright owner.

All images in this book copyright © Lipman Hearne. Used with permission.
All rights reserved by Lipman Hearne.

Limit of Liability/Disclaimer: While the publisher and author have used their best
efforts in preparing this book, they make no representations or warranties with respect
to the accuracy or completeness of the contents of this book. Neither the publisher
nor the author is engaged in rendering legal, accounting, or other professional services.
If legal advice or other expert assistance is required, the services of a competent
professional should be sought.

Council for Advancement and Support of Education (CASE).

Education’ s leading resource for knowledge, standards, advocacy, and training in
alumni relations, communications, fundraising, marketing,

and related activities.

Library of Congress Cataloging-in-Publication Data

Moore, Robert M. (Robert Mitchell), 1948-

The real u: building brands that resonate with students, faculty, staff, and donors /
by Robert M. Moore.

p.cm.

Other title: Real you

Includes bibliographical references and index.

ISBN 978-0-89964-424-0 (pbk.)

1. Education, Higher-Marketing--Case studies. 2. Branding (Marketing)--
Case studies. 3. Universities and colleges-—-Case studies. I. Title. IL Title: Real you.

LB2342.82.R425 2010
378.068'8--dc22

2010002904

Book design: O2 Collaborative Inc.
Art Director: Angela Carpenter Gildner
Editorial Director: Julie K. Schorfheide

COUNCIL FOR ADVANCEMENT AND CASE EUROPE

SUPPORT OF EDUCATION 3rd Floor, Paxton House
1307 New York Avenue, NW 30 Artillery Lane
Suite 1000 London E1 7LS
Washington, DC 20005-4701 United Kingdom
www.case.org
CASE ASTA-PACIFIC
Unit 05-03

Shaw Foundation Alumni House
11 Kent Ridge Drive
Singapore 119244



CONTENTS

ACKNOWLEDGMENTS vii

INTRODUCTION 1

CHAPTER1 WHY AND WHEN

A Plethora of Definitions 8
Lessons from a Former P&G Brand Manager | Gary E. McCullough 15
CHAPTER 2 INSTITUTIONAL INTENT 19
Brand Building Begins at Home | Paige Booth 21
Some Words About Brand Icons 24
CHAPTER 3 A SENSE OF WHERE YOU ARE 31
Asking the Right Questions | Donna Van De Water 36
CHAPTER 4 BRAND BASICS 43
The Integrated Marketing Core Committee | Sharon Jones Schweitzer 51
CHAPTER 5 BRAND PLATFORM 57

Strategic Brand Development for Enterprise Universities | Joselyn Zivin =~ 63

CHAPTER 6 DISSEMINATING YOUR BRAND 73
Brand as the User Experience | Lee Reilly 79
CHAPTER 7 BRAND ACTIVATION 87
Brainstorming and Creative Generation | Libby Morse 89
CHAPTER 8 PUTTING IT ALL IN MOTION 97
The Successful Identity Launch | Carla Andrews-O’Hara 105
CHAPTER 9 CAMPAIGN BRANDING 109
Your Annual Giving Brand | Bob Burdenski m
Branding Brown | Susan Weston 116
CHAPTER 10 CONCLUSION AND PARTING WORDS 121
SUBJECT INDEX 123
INDEX OF COLLEGES AND UNIVERSITIES 129

ABOUT THE AUTHOR 131



