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Great brands don’t just happen.

They are built on a great insight, 
position, and story...





‘Make Texas A&M a Constant in the National 

Conversation’

“Texas A&M is a great institution, but a 

great national institution requires a great 

national reputation. We should be leading the 

national conversation on important topics 

regularly. 

What are those topics, and how do we best 

highlight them?”



STEVE JOBS

1997

“Marketing is about values. It’s a 

complicated and noisy world, and we’re 

not going to get a chance to get people to 

remember much about us. No company is. 

So we have to be really clear about what 

we want them to know about us.”



STEVE JOBS

1997

“Even a great brand needs 

investment and caring if it’s 

going to retain its relevance 

and vitality.”



STEVE JOBS

1997

“Apple spends a fortune 

on advertising. 

You'd never know it. 

You'd never know it.”



At Texas A&M University, we lack little 
to gain the national attention we desire.
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Of the 15 research areas studied relative to select peers, Texas A&M ranks 

in the Top 2 in earned and social media volume in four areas, while the 

volume of these areas is small relative to the other areas.





W. EDWARDS 
DEMING

“Every system is perfectly 

designed to the get the 

results that it does.”



We cannot ‘Make Texas A&M a Constant in the National 

Conversation’ if we cannot compellingly explain it.



At Texas A&M, we haven’t focused on crafting an 
outward story that tells audiences what we stand for.

What makes us distinct.

And why those audiences should really care.



We haven’t consistently marketed this story 
externally to target audiences                                              
with expertise and excellence.

And we haven’t aptly invested here.



Source: “What If Higher Ed Marketing Budgets Looked More Like the Corporate World?” Simpson Scarborough, February 2022.

Relative to Industry, universities disproportionately spend on labor and 
underspend on marketing initiatives that reach target audiences.

*In FY24 and previously, ~97%
of the Texas A&M central
marketing and communications
budget was spent on FTEs. 



The audience age distribution for Texas A&M demonstrates a significant following in younger age groups, with nearly 

70% age 35 or under, suggesting a following of current students, prospective students, and recent graduates. 
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Audience Age (TAMU and top two universities per age group)

18 - 24 25 - 34 35 - 44 45 - 54

68% of TAMU followers are under 35, the highest percentage among 

benchmarked peers. These often aren’t the editors or decision 

makers.



UNIVERSITY REPUTATION 

SURVEY - HIGHLIGHTS
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National Survey of 6,000+ Adults



37% of US adults (aware) say Texas A&M is among the three 
most academically prestigious universities of those tested.
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Which of the following national universities do you believe are the most academically prestigious? Select three.
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The words Football, (none), and Aggies come to mind most often 

across all aware audiences when they think about Texas A&M.

When you think of Texas A&M University, what words or phrases immediately come to mind? 
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Nearly 40% of Americans have never heard of or have no opinion 

about Texas A&M University.

Do you have a favorable or unfavorable impression of the following schools?  Texas A&M University
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Across the audiences, adults report Texas A&M’s long history & 
heritage, coupled with ranking among top colleges & 
universities, as some of the most believable attributes. 

Average utility score 100

US Adults TX Adults SEC College+ Adults

Has a long history and heritage 347 405 429

Is ranked among the top colleges and universities 343 349 326

Has elite athletic teams 222 161 218

Provides real-world learning for students’ future careers 132 122 117

Has significant endowment (financial resources) 114 104 131

Has a high job placement rate of graduates 105 112 98

Known among my family/friends 82 157 106

Educates the next generation of ethical leaders 76 81 69

Has affordable tuition cost 75 61 58

Has an extensive campus infrastructure 73 69 73

Has high quality faculty 68 66 65

Innovates with teaching and learning 68 63 59

Promotes diversity and inclusion 65 56 53

Conducts research that helps society 60 63 65

Has a convenient location 58 39 47

Has a vibrant off-campus life 48 40 45

Known for notable alumni 47 57 47

Offers global learning experiences 41 31 33

Is trusted to do the right thing 31 32 26

Takes a stance on sociocultural issues 26 20 19

Has small class sizes 20 12 14

Please indicate which statement is most believable in shaping how you view Texas A&M University and which statement is least believable.



Educating ethical leaders, innovates with teaching and learning, has 
high quality faculty, conducts research that helps society, and is 
trusted to do the right thing are all below average.

Average utility score 100

US Adults TX Adults SEC College+ Adults

Has a long history and heritage 347 405 429

Is ranked among the top colleges and universities 343 349 326

Has elite athletic teams 222 161 218

Provides real-world learning for students’ future careers 132 122 117

Has significant endowment (financial resources) 114 104 131

Has a high job placement rate of graduates 105 112 98

Known among my family/friends 82 157 106

Educates the next generation of ethical leaders 76 81 69

Has affordable tuition cost 75 61 58

Has an extensive campus infrastructure 73 69 73

Has high quality faculty 68 66 65

Innovates with teaching and learning 68 63 59

Promotes diversity and inclusion 65 56 53

Conducts research that helps society 60 63 65

Has a convenient location 58 39 47

Has a vibrant off-campus life 48 40 45

Known for notable alumni 47 57 47

Offers global learning experiences 41 31 33

Is trusted to do the right thing 31 32 26

Takes a stance on sociocultural issues 26 20 19

Has small class sizes 20 12 14

Please indicate which statement is most believable in shaping how you view Texas A&M University and which statement is least believable.



• In recent market research performed by Morning Consult, 40% of US adults have not 
heard of or have no opinion about Texas A&M

• For those US adults aware of Texas A&M, the three most common words they associate 
with the University are 1). Football, 2. (none), and 3. Aggies.

• US adults aware of Texas A&M believe it is academically prestigious, but are less aware
of other key attributes.

• For several years, there has been no paid marketing or advertising for Texas A&M 
University at the enterprise level, creating a void relative to what Texas A&M stands for 
and allowing others to fill it.

• We are filling this void with a bridge “Values Campaign” for the next 7 months, including 
our new institutional spot.

• And we will launch a new brand platform and comprehensive marketing campaign in 
February 2025; extensive research underway.

Research Summary and Implications



• The Central Marketing and Communications team will become a driver
of external recognition, demand, affinity, reputation, and prosperity at 
Texas A&M University.

• We will enchant target audiences with Texas A&M’s signature story 
and stories.

Enchant (v): to rouse and attract ecstatic admiration and demand for something.

• We will build a brand and a central marketing team that people love 
and trust.

Our Objectives



Over the next five years, the marketing and 
communications strategy that A&M needs and deserves 
involves:

• A world-class central marketing and communications team

• A professional-grade, insight-based, distinct, and emotive brand platform and 
marketing campaign

• A university marketing and communications campus community that resembles an 
orchestra, playing A&M’s symphony together with harmonious, flawless sound

• A national earned media strategy, and expert team, to help us become top of 
mind and a constant in desired national conversations

• A budget, earned through stellar performance and results, reflecting that Texas A&M 
understands what it takes and is serious about building a great national reputation



• Returned 165 or ~$9 million of FTEs to the colleges, schools, and divisions

• Reorganized the central marketing group, including the reallocation of 13 FTEs

• Sponsored ESPN’s debut of the Dude Perfect ‘30 for 30’ at Dallas International Film Festival

• Attracting and hiring the roles, individuals and skillsets we need to win in the future

• Secured incremental budget for FY25 to build brand platform and proof of concept campaign

• Formulated and communicated 5-year budget need to truly compete and win

• Orienting team to emotive, external storytelling and value-added initiatives

• Joined the Associated Press’ Campus Insights program to increase national earned media 
exposure, the only university in Texas and second in SEC

• Launched bridge “Values Campaign” with refined visual identity and new commercial to come

• A coalition of ~30 marketers and communicators are researching and building Texas A&M’s 
future brand platform and marketing campaign together

What have we done so far?



Values 
Campaign

TEXAS A&M UNIVERSITY



Insights

LOSING FAITH

Nearly all faiths are seeing declines In regular religious service 

attendance. Two decades ago, an average of 42% of U.S. adults 

attended religious services every week or nearly every week. A 

decade ago, the figure fell to 38%, and it is currently at 30%.

THE “THIRD PLACE”

Third places are the building blocks of community —

think public libraries, local cafes, or the neighborhood 

barbershop — are on the decline as technology and 

automation supplant convenience for community.

VANISHING NEIGHBORHOOD

Communities have been replaced with networks in 

which you keep in touch with only your closest friends 

and family; gone is the age of the township.

The places where we’ve historically found community, belonging, 

meaning, and purpose are in decline.



Insights

79% of 18-24 year-olds
report feeling lonely
SOURCE: The Cigna Group, The Loneliness Epidemic Persists: A 
Post-Pandemic Look at the State of Loneliness among U.S. Adults



Insights

And higher 
education isn’t 
preparing them 
for a life of 
impact after 
they graduate.



The Goal:

Over the next 7 months (August - February) 
define and sustain a coordinated campaign for 
Texas A&M University to bridge the gap 
between now and the launch of a new brand 
platform and marketing campaign.

Align all areas of the university to create 
marketing harmony, leveraging the current 
purpose, values message, and a tighter 
expression of the visual image.

Objectives

Specifically, the values campaign should:

● Advance the awareness, recognition, visibility, 

and reputation of Texas A&M, within and beyond Texas.

● Strengthen the university’s readiness to launch a bold 

new brand campaign in early 2025.

● Leverage existing core messages and content that is 

impactful but familiar - remind people about the core 

values and purpose of the university.

● Reinforce Texas A&M’s position as a national (and 

eventually global) brand within and outside of higher 

education that is recognized and respected. 



The Bottom Line:

Everything we do should positively impact 

reputation and awareness of Texas A&M 

externally while creating synergy, harmony and 

alignment internally prior to launching a new 

brand platform.



Messaging



Story Framework

Texas A&M

Our Purpose:

Developing leaders of character dedicated to serving the greater good.

We do this through:

Our Culture:
[Stories that highlight:]

Respect, Loyalty, Integrity

Our Impact:
[Stories that highlight:]

Selfless Service, Excellence, Leadership

As a first step we should simplify the key message elements while maintaining a high degree of familiarity:



Visual Identity



Colors

FROM THIS:

TO THIS:



From This…



To This…



New Commercial Debuts on 8/31 vs. ND



:60 Second Script

At Texas A&M University, what do we stand for?

We stand for leadership, respect, and excellence.

We stand for loyalty. Integrity. And selfless service.

At Texas A&M, we stand for four straight hours. 

And we always stand ready.

We stand up for others, stand in when others won’t, never stand by, and we 

won’t stand still.

Texas Aggies have always ‘stood where duty required us to stand’. 

We stand for something bigger than ourselves and we stand stronger 

together.

At Texas A&M University, we know what we stand for.

Come stand with us.



Equities from Ongoing Research

TEXAS A&M UNIVERSITY  |  MASTERBRAND RESEARCH FINDINGS PRESENTATION

ENDURING 

COMMUNITY

Creating a sense of family that 

lasts a lifetime

TRANSFORMATIVE 

LEADERSHIP

Transforming individuals into 

leaders of character that 

transform the world 

REAL WORLD

ON- RAMP

Producing a well-adjusted, well-

rounded and career-ready 

workforce 

STUDENT CENTERED 

ENVIRONMENT

Engineering a student-first 

experience to empower student 

success

PURPOSEFUL

IMPACT

Living out our land-grant mission 

and values to tackle the world’s 

biggest challenges

MUTUAL RESPECT

& COOPERATION

Aspiring to treat everyone with 

dignity to promote a culture of 

cooperation

THINKERS 

& DOERS

Equipping the next generation to 

think critically and execute 

broadly 

UNLIMITED 

POSSIBILITIES

Matching ambitions with the 

resources to make more 

possible



Great brands don’t just happen.

We are beginning to build and 
execute on ours with strategy, 

focus, and passion.



THANK YOU



Back Up Slides





Texas A&M ranks #14 in the U.S. and #21 globally 

for visibility.



Texas A&M ranks #14 in the U.S. and #21 globally 

for visibility.



Texas A&M commands the highest unaided recall among all three 

audiences and maintains at least a 6-point edge over UT. 

Thinking about reputed public universities in Texas. Please name the first three that come to mind.

Based on open-ended comments
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Our 
Values



For the campaign voice or 

personality, lean into the existing 

brand personality traits:

• Driven

• Passionate

• Knowledgeable

• Friendly

• Earnest

• Sensible

Tighten Up Brand Design

Simplify the current visual language by:

• Leaning into core brand colors of maroon + white

• Limiting secondary colors to gray, black and tan

• Using easily and widely accessible typography

• Paring down existing graphic elements

• Using consistent photo style for stories



Identity

UNIVERSITY LOGO (HORIZONTAL)

UNIVERSITY LOGO (STACKED)

COLORS



What does Texas A&M Stand For?

What does it mean to stand for 

something?

To take a stand for (or against) 

something...

What does it mean to stand up, or 

stand out?

We stand together as The 12th 

Man, united with a common 

purpose.


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52

