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Goals for Session  

ÅBecome an educated consumer  

ÅBrand, brand strategy, brand concept, tools, expertise 

 

ÅLearn a path for finding, launching and integrating a 

brand strategy and concept 

 

ÅBegin to understand what you will need to start or 

make progress at your institution. 



Finding the concept  

ÅRequirements  

ÅResearch 

ÅBrand strategy 

ÅCreative Brief 

ÅDecision-Making 

ÅParticipants 

ÅStakeholders 

ÅApprovers 

ÅCapacity 

ÅEvaluate 

ÅBuild 



Finding the concept  
Requirements > research  

Research ð Purposes 

ÅStrengths, distinctiveness, current brand associations 

ÅBenchmark current awareness, perceptions, brand 

support and loyalty among priority audiences 

ÅDescribe personality, character, tone 

ÅCompetitor position 

ÅShape and test possible brand position 

ÅIdentify important triggers for emotional response 

 



Finding the concept  
Requirements > research  

Research ð Methods 

ÅQualitative  (interviews, focus groups) to describe and 

understand the range of  responses 

ÅQuantitative (surveys) to measure and generalize 

 

Research ð Outcomes 

ÅAnalysis and findings to be shared internally as 

rationale for action 



Finding the concept  
Requirements > research  

Example: 

Lower awareness outside Washington/not distinctive 

within DC ð Raise awareness; differentiate 

Perceptions of  quality neutral or good, but not great; 

dated ð Address progress and current quality 

Issues to be addressed and issues put to rest ð No need to 

deal with past issue 

Brand loyalty good for internal audiences, too low for 

alumni ð Alumni priority audience  

Positioning  

 



Finding the concept  
Requirements > Brand strategy  

Brand strategy should address: 

ÅMarketing Goals  

ÅPositioning statement 

ÅTone and Personality 

ÅEffective triggers for emotional response 



Finding the concept  
Requirements > Brand strategy  

Four characteristics of a strong brand 

ÅSimple 

ÅAuthentic 

ÅRelevant 

ÅDistinctive 



Finding the concept  
Requirements > brand strategy  



Finding the concept  
Requirements > Brand strategy  

AU Brand Strategy 

                            

Marketing Goals   

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 

  

                            

            

                            

Priority Audiences   
Traditional 
Students 

  
Grad  

Students 
  Alumni    Higher Education Peers   

Guidance Coun/Comm 
Leaders 

  Internal Audiences   

                            

            

                            

University Positioning 

  

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

  

                            

            

                            

Tone and Personality 
  The AU brand is politically active, ambitious, worldly, socially aware, compassionate, energetic, collegial, and broad-minded.    

                            

            

                            

Important Triggers 

  

Location in Washington, DC as powerful laboratory for applying learning 

Connections to "pinnacle" organizations in government, business and non-profit worlds Politically and socially active campus 

Beautiful, suburban-looking campus located within the nation's capital city  

Strong appreciation for culture and diversity 

  

    

    

    

                            



Finding the concept  
Requirements > Creative brief  

ÅSituational analysis > research findings 

ÅBrand strategy > goals, audiences, positioning, tone, 

personality, triggers 

ÅProof of concept > examples that òproveó the 

positioning messages 



Finding the concept  

ÅRequirements  

ÅResearch 

ÅBrand strategy 

ÅCreative Brief 

ÅDecision-Making  

ÅParticipants 

ÅStakeholders 

ÅApprovers 

ÅCapacity 

ÅEvaluate 

ÅBuild 



Finding the concept  
Decision - Making  

Who decides on strategy and concept? 

ÅParticipants ð  

ÅWill know that they were asked what they think. 

ÅThose whose understanding and buy in will be crucial to 

success. 

 

ÅStakeholders ð  

ÅRepresentative of  priority audiences or those who work with 

them 

ÅWill do the work, make recommendations and serve as 

advocates 

 

ÅApprovers  -- Those who will decide 



Finding the concept  

ÅRequirements  

ÅResearch 

ÅBrand strategy 

ÅCreative Brief 

ÅDecision-Making 

ÅParticipants 

ÅStakeholders 

ÅApprovers 

ÅCapacity 

ÅEvaluate 

ÅBuild 



Finding the Concept  
capacity  

Internal vs. External  

ÅFamiliarity vs. objectivity 

ÅRespect and trust 

ÅExpertise 

ÅCreativity 

ÅBandwidth 

ÅResources 

Expertise 

ÅResearch 

ÅMarketing strategy 

ÅAdvertising/media buying 

ÅDesign and Photography 

ÅWriting and editing 

ÅWeb and social media 

ÅPublic relations 

ÅMetrics, tracking, ROI 



Finding the Concept  
Capacity > internal  

ÅIntensive time for team 

ÅDiscipline ð requirements, creative brief 

ÅBenchmarking and brainstorming ð including other 

sectors 

ÅCreative space 

ÅChecking in regularly on progress 

ÅAt least two options for concept that BOTH meet 

requirements 

 



Finding the Concept  
Capacity > external  

ÅExperience and success 

ÅExperts for each phase, or all in one? 

ÅRespect and appreciation for higher education and your institutionõs 
culture 

ÅTrust  

ÅProcess that includes milestones and deliverables 

ÅFlexibility  

ÅCreativity and originality 

ÅExclusive in your market 

 



Finding the Concept  
sticky ideAs  

 

ÅSimple 

ÅUnexpected 

ÅConcrete 

ÅCredible 

ÅEmotional 

ÅStories 



American Wonk  
american.edu/wonk  



Finding the Concept  
Present, Recommend, Decide  

ÅPresentation of  alternatives, with rationale   

ÅHow does each address goals, strategy, requirements? 

ÅDiscussion of  strengths and weaknesses 

ÅRecommendation (or back to the drawing board) 

ÅInitial decision 

ÅCreative testing, trademark review, language study 

ÅFinal approval 

 

 



Launching the concept  

Slow Organic Build  

ÅMethodical, step by step 
integration 

ÅGradual introduction over 
several years using signature 
communications for priority 
audiences 

ÅLess noticeable 

ÅLess controversial 

ÅLonger runway - more 
resources invested before 
measurable effects are known 

 

Branding Campaign 

ÅQuiet, grassroots phase to 
surface advocates 

Å Introduction to  internal 
audiences to reinforce 
rationale and rally pride 

ÅVisible launch ð more 
noticeable, greater initial 
impact 

Å Initially more controversial, 
because it represent change  

ÅLikely to see impact sooner 


