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Goals for Session

A Become an educated consumer
Brand, brand strategy, brand concept, tools, expertise

A Learn a path for finding, launching and integrating a
brand strategy and concept

A Begin to understand what you will need to start or
make progress at your institution.



Finding the concept

A Requirements
Research
Brand strategy
Creative Brief

A Decision-Making
Participants
Stakeholders
Approvers

A Capacity
Evaluate
Build



Finding the concept

Requirements > research

Researchd Purposes
A Strengths, distinctiveness, current brand associations

A Benchmark current awareness, perceptions, brand
support and loyalty among priority audiences

A Describe personality, character, tone
A Competitor position
A Shape and test possible brand position

A Identify important triggers for emotional response



Finding the concept

Requirements > research

Researcho Methods

A Qualitative (interviews, focus groups) to describe and
understand the range of responses

A Quantitative (surveys) to measure and generalize

Researcho Outcomes

A Analysis and findings to be shared internally as
rationale for action



Finding the concept

Requirements > research

Example:

Lower awareness outside Washington/not distinctive
within DC 0 Raise awareness; differentiate

Perceptions of quality neutral or good, but not great;
datedd Address progress and current quality

Issues to be addressed and issues put to bklo need to
deal with past issue

Brand loyalty good for internal audiences, too low for
alumni @ Alumni priority audience

Positioning



Finding the concept

Requirements > Brand strategy

Brand strategy should address:
A Marketing Goals

A Positioning statement

A Tone and Personality

A Effective triggers for emotional response



Finding the concept

Requirements > Brand strategy

Four characteristics of a strong brand
A Simple

A Authentic

A Relevant

A Distinctive



Finding the concept

Requirements > brand strategy
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Finding the concept

Requirements > Brand strategy

Brand Strategy

Marketing Goals

Priority Audiences

University Positioning

Tone and Personality

Important Triggers

1. Strengthen academic and research reputation

2. Enhance quality and diversity of undergraduate enrollment
3. Increase graduate enrollment

4. Increase involvement, support, and advocacy among alumni
5. Grow partnerships with pinnacle organizations

6. Diversify and Broaden revenue streams

7. Maintain strong public and community relations

Traditional Grad ; : . Guidance Coun/Comm 5
Students Students Alumni Higher Education Peer: Leaders Internal Audiences

American University educates active citizens, engaging students with leading faculty experts and world leaders, to kiiscover
knowledge and context needed to create change and have an impact on the most pressing issues facing our world.

The AU brand is politically active, ambitious, worldly, socially aware, compassionate, energetic, collegial, anurztedd

Location in Washington, DC as powerful laboratory for applying learning

Connections to "pinnacle” organizations in government, business angbradit worlds Politically and socially active campus
Beautiful, suburbafiooking campus located within the nation's capital city

Strong appreciation for culture and diversi



Finding the concept

Requirements > Creative brief

A Situational analysis > research findings

A Brand strategy > goals, audiences, positioning, tone,
personality, triggers

AProof of concept > exampl e
positioning messages



Finding the concept

A Requirements
Research
Brand strategy
Creative Brief

A Decision-Making
Participants
Stakeholders
Approvers

A Capacity
Evaluate
Build



Finding the concept

Decision - Making

Who decides on strategy and concept?

Participantsod
A Will know that they were asked what they think.

A Those whose understanding and buy in will be crucial to
SUCCEeSS.

Stakeholdersd

A Representative of priority audiences or those who work with
them

A Will do the work, make recommendations and serve as
advocates

Approvers -- Those who will decide



Finding the concept

A Requirements
Research
Brand strategy
Creative Brief

A Decision-Making
Participants
Stakeholders
Approvers

A Capacity
Evaluate
Build



Finding the Concept

capacity

Internal vs. External

A Familiarity vs. objectivity
A Respect and trust

A Expertise

A Creativity

A Bandwidth

A Resources

Expertise

A Research

A Marketing strategy

A Advertising/media buying
A Design and Photography
A Writing and editing

A Web and social media

A Public relations

A Metrics, tracking, ROI



Finding the Concept

Capacity > internal

A Intensive time for team
A Discipline & requirements, creative brief

A Benchmarking and brainstorming® including other
sectors

A Creative space
A Checking in regularly on progress

A At least two options for concept that BOTH meet
requirements



Finding the Concept

Capacity > external

A Experience and success
A Experts for each phase, or all in one?

ARespect and appreciation for h
culture

A Trust

A Process that includes milestones and deliverables
A Flexibility

A Creativity and originality

A Exclusive in your market



Finding the Concept
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Finding the Concept

Present, Recommend, Decide

A Presentation of alternatives, with rationale
How does each address goals, strategy, requirements?

A Discussion of strengths and weaknesses

A Recommendation (or back to the drawing board)
A Initial decision

A Creative testing, trademark review, language study

A Final approval



Launching the concept

Slow Organic Build

A Methodical, step by step
Integration

A Gradual introduction over
several years using signature
communications for priority
audiences

A Less noticeable
A Less controversial

A Longer runway - more
resources invested before
measurable effects are known

Branding Campaign

A Quiet, grassroots phase to
surface advocates

A Introduction to internal
audiences to reinforce
rationale and rally pride

A Visible launchd more
noticeable, greater initial
Impact

A Initially more controversial,
because it represent change

A Likely to see impact sooner



