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I build brands and teams that people love and trust. 





FAST COMPANY RECOGNITION

THE ONLY UNIVERSITY ON THE LIST





Great brands don’t just happen.

They are built over time on a clear positioning and a great story.



Steve Jobs, 1997



Highlights

“This is a very complicated world; it’s a very noisy world. 
And we’re not going to get a chance to get people to 
remember much about us. No company is. And so we have 
to be really clear on what we want them to know about 
us.”



Highlights

“Even a great brand needs investment and caring if it’s 
going to retain its relevance and vitality.”



Highlights

“Apple spends a fortune on advertising. You'd never know 
it. You'd never know it.”



Texas A&M University spends over $20 million 

on central and unit marketing and communications FTEs 
annually.



“Every system is perfectly designed to the get the result that it does.”

- W. Edwards Deming







Source: Dixon Baxi



Texas A&M University really lacks nothing to gain desired national attention. 
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It just hasn’t focused on crafting a story that tells audiences what it stands for.

What makes it distinct.

And why audiences should care.



And it hasn’t prioritized telling its story externally with excellence.
Or invested here.
That’s changing.



The objective of a transformed Central Marketing and Communications Division
is to enchant external target audiences with Texas A&M’s story and stories.



In doing so, we will deliberately help build desired national awareness, affinity,
demand, choice, and loyalty…



…toward building an even greater national reputation.

Toward building a remarkable brand (a brand worthy of remark).







“Your focus determines your reality.”
              - George Lucas









What is changing?

Marketing and Communications will be primarily externally-focused.

Texas A&M employees are our colleagues, not customers or clients.

Our efforts will help create, change, or reinforce desired attitudes, beliefs, and 
behaviors with specific, external target audiences in pursuit of desired 
perceptions, demand, choice, and loyalty.

Great brands are built and managed globally, while units execute with some 
localization. 



Where are we focused?

- Building an elite 1) central MarComm team and 2) a University marcom 
community like an orchestra with purpose, passion, culture and expertise.

- Enchanting target audiences with our excellent story and storytelling – 
consistently performing our symphony with flawless, unified sound.

- Constantly asking, “Will it make the boat go faster?” and relentlessly 
prioritizing accordingly. We can’t do what we have always done and expect a 
different outcome.

- Resourcing and investing accordingly. As we noted, “Every system is perfectly 
designed to get the result that it does.”



“…Central MarComm team is deliberately assembled and focused on 
positioning, promoting and protecting the university at the enterprise level, 
showcasing its signature stories and incredible individuals. It will retain some 
of the duties it owns today, such as undergraduate recruitment marketing. 

The central MarComm team will also be charged to and must empower unit 
marketing and communications teams to perform their duties successfully by 
collaborating to build a world-class, distinct brand platform and specific 
resources to help unit teams localize and execute “in Texas A&M character,” 
not just “on brand.”

What have we said?



“Unit teams are empowered and responsible for performing specific and 
value-adding, local MarComm duties. This includes gaining a thorough 
understanding of target audiences, managing internal communications, 
handling recognition efforts, overseeing unit-level marketing and demand 
generation, managing unit websites, maintaining unit social media, etc.”

What have we said?



“Similarly critical, unit teams will be re-established, staffed and resourced. 
Unit marketing directors will be enabled and expected to lead these unit 
marketing teams. They will also be representatives for a new Brand Council. 
These senior unit marketing and communications leaders will report directly 
to leaders within the units (deans, vice presidents, etc.) like we have in 
engineering, AgriLife and athletics today, with support from the central 
MarComm team and the overall marketing community.”

What have we said?







Considerations:

• A rising tide will lift all ships.

• Some unit marketing teams will be more complete than others on 
Day 1.

• People alone are not a silver bullet.

• This will take time and it will be worth it.





Thank you.



Questions?



Extra Slides.







What are we doing?

The Texas A&M Brand Platform:

- Build, train, and mobilize the University against a professional-grade, distinct, 
insight-based, and emotional brand platform as the unifying vessel (aka 
campaign) to tell our story/stories and intentionally build our desired 
reputation together. (January 2025)

- This also has the potential to build a natural, ideal pathway to our 150th 
Anniversary.



What are we doing?

Central Marcom Team:

- Define the purpose and responsibilities of the central marcom function and team
 - What must this team do for Texas A&M and its marcom community?
 - As a result, what specific positions, and how many, does this require?

- Hire, coach, manage, resource, focus, support, reward and hold accountable accordingly.

What does this look like?

Evaluate and build an elite central marketing and communications team that is incentivized and 
accountable to building a great national reputation for Texas A&M … our Air Force of sorts.

Identify, prioritize, build and socialize the resources and support that the central marcom team will provide 
the marcom community (administration, divisions, colleges, etc.)

Address talent/skills and capacity gaps, as well as excess FTEs supply, relative to objective, current and 
future purpose, responsibilities, and budget.







What are we doing?

Colleges / Schools / Departments / Divisions:

 - Define the purpose and responsibilities of the marcom function and these teams at the 

College/School/Department/Division level.

- Hire, coach, manage, resource, focus, support, reward and hold them accountable 

accordingly.

- Re-resource with ~140 previously-centralized FTEs, as equitably and commensurately as 

possible to which they were centralized (i.e. 4 in, ~4 back), effective April 1, 2024.



Original pin Replacement pin

P-102507 returning

M19952 P-178644

M19992 returning

M34473 P-168482

M42087 returning

P-60556 returning

Present value of original transfer $546,679

Proposed transfer $561,622

Difference $14,943

What does this look like? An example:



Positioning, Promoting and Protecting the Purdue Brand.

– President Mitch Daniels

Purdue’s new brand is
about one voice,
organized and aligned 
around a clear and 
effective message.”

50









Example: YouTube matters. Storytelling matters.

Most popular social networks worldwide, by monthly 

active users (millions).

Frequency of YouTube use in the United 

States, 15 yo and up.



With ~41k subscribers, Texas A&M’s 12 most viewed videos on YouTube 

total 5.5 million views, while none are from the last 3 years. 

Only 1 video at Texas A&M has ever surpassed 1 million views, slowly 

accumulating views over 13 years to do so.



With ~50k subscribers, Purdue’s 12 most viewed videos on YouTube total 

55 million views and 10 are from the last year.

In fact, Purdue produced 15 videos with 1 million+ views last year alone.



57

52,313,358

31,877 279,871 866,149 216,282 137,604

YOUTUBE VIEWS - FY23

Texas A&M’s YouTube performance is not uncommon. Higher 
education has not prioritized emotive video storytelling, and 
YouTube in general, like other industries.
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