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A brand is your promise. A business's pledge to the world that it will do a series of things and do them well.

Brandweek

In an effort to establish a marketable personality or brand, a committee was established by President Williams to examine the core truths of UAHuntsville. Additionally, the committee was charged to develop UAHuntsville brand relevance, that is to determine our emotional and social benefits which resonate with our two primary constituencies, students and research clients. The committee has met 7 times.

The UAHuntsville’s Core Truth: 
UAHuntsville exists to share and create knowledge.
Mission Statements

UAHuntsville is:


A research-intensive university


Committed to rigorous scholarship


Committed to innovative education


Committed to technological research


Committed to cultural growth


Committed to entrepreneurial creativity


Committed to enriching our global community

The common denominator to our clients is – knowledge available from UAHuntsville will make you or your company valuable in today’s society.

Initial Value Statements

Students desire lifetime success, knowledge provides the tools

Business must be competitive by becoming smarter

By embracing our core truth and mission statement we can then begin to develop ideas, images, messages, and meaningful actions that stick, demonstrating why we are different and why consumers should care about us. 

Brand Relevance


Strong brands always effectively express emotional and often social benefits. Emotional benefits express how you feel when you use the brand, while social/affiliation benefits revolve around how we want others to see us.

UAHuntsville Relevance to Students and Research Clients


Variety: A university large enough to offer a wide variety of degrees and research capabilities with the capability to move from one to another as your desires or needs change.


Value: Our knowledge and education has worth. Your company will be more competitive and have more value through research at UAHuntsville. Likewise, graduate schools and employers value the UAHuntsville degree.


Application: A degree or research solution can be put to work immediately. Students have coop and internship opportunities which prepares them for graduate school or the workplace. Businesses benefit from a history of meaningful applied solutions which are based on a foundation of basic research.


Connections: Affiliating with UAHuntsville through your education or as a research client, you make valuable connections with faculty, researchers, students, affiliated businesses, governmental agencies, national labs, and university consortiums.


Mind Power: You have access to faculty who bring research into the classroom and researchers developing solutions to technological, social and business challenges.


Functional benefits are important, yet they are also easiest for our competitors to claim or duplicate. Functional benefits rarely differentiate one brand from another.  

Connecting emotional benefits with our difference is at the heart of great messaging. 

Statement #1. People desire success and will work hard and pay substantial sums of money to be successful. 

Statement #2. Through UAHuntsville degrees and research you can be successful. 

Value Statement Concepts

Success through Knowledge. Knowledge Based Success. Learn Well Live Well.

Initial Recommendations


After focus group studies, competitor research, and an honest appraisal of our strengths and weaknesses, the branding committee recommends the following:

Focus on what we do well – education, research and hands-on           experiences.
Promote our connections to the area.
Focus on the local job market.
Promote our small size and interactive academic relationships.
Foster a culture of entrepreneurship.
Students are serious about a complete academic experience – classroom, internships, and coops.
Final Value Statement Recommendation - LEARN WELL LIVE WELL

The concept of learning well and living well was understood and appreciated by high school students, current students, faculty and staff. While the concept of learning well and living well was accepted by all focus groups, concerns were voiced as to exactly what was implied past a degree leading to a good job which leads to a good life. 

To some, learning well meant everything from advising to classroom instruction to coop opportunities. To others it meant that you must apply yourself and take responsibility for the educational opportunity offered. The aspect of living well was understood as far as a job after degree but to entering and current students this idea was seen as a misnomer. 

The committee believes all of the above values are our core strengths.

Living well to high school students meant living in very nice residence halls away from parents and enjoying student life. Living well to our current students meant that a complete student experience was expected and desired – yet was the missing component of their UAHuntsville experience. Activities, entertainment, advisors for clubs and organizations, campus athletics, intramurals, concerts, gathering places, the cafeteria, and internet capability all were mentioned as aspects of a true student life experience. The greatest hurdle to attract and retain students to UAHuntsville is the lack of student life. Great degree - but nothing to do. This feeling is held by our alumni as well.

The committee believes all of the above values are our missing core strengths and should be addressed in order to establish emotional benefits.
The committee recommends that we prioritize our branding effort in the following manner as per the Power of 10 initiative:

a. Student body goals

b. Research goals

c. Development goals

It was felt that Development could have the greatest leeway in interpreting the branding efforts to match a successful campaign in a more focused manner as long as the idea of learning well and living well was included in the copy. 

Research can compliment the overall image as a major component of learning well. A return on a company’s investment is only valued if the research has worth and is relevant to a business problem or new initiative – they have no option but to learn well.

By branding UAHuntsville in a manner suggested by this committee we will be on our way to establishing a much needed image that can be promoted to and valued by our consumers. 

Next Steps

Validate Conclusions – test concepts and arrived assumptions with additional focus groups.

Internal or External Expertise – I feel that an external advertising and marketing company should take the conclusions drawn from our research and develop or flesh out our initial value statements. A fresh set of eyes and ears never hurt and this is no place to cut financial corners.

Implementation Plan – Roll out of a new brand identity should coincide with new admissions material. This means all material must be completed by August 1, 2009. Campus signage, way finding guides, and web site should be completed prior to June 1, 2009. New designs should roll out Spring 2009 for campus viewing.

Brand Management – ALL UAHUNTSVILLE MATERIAL MUST CARRY THE NEW BRAND IDENTITY LOOK AND MESSAGE. The only exceptions will be Development and Research yet their material must have a similar feel and message. 
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