


They are built on a great insight,
position, stories, and distribution ...




"Thechanceto
make amemory s
the essence of
brand marketing”

- Steve Jobs
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nNMarketing I s about
compli cated and noi sy
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 knov
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A brand is the set of
expectations, memories,
stories and relationships
that, taken together,

account for a consumer’s
decision to choose one
product or service over

another.
Seth Godin, Best Selling Author




Marketing takes a day to learn.
Unfortunately, it takes a lifetime to
master.

— Phdip Koller, —

y AZ QUOTES




=3 Hey, Whipple, Squeeze This \/

— Luke Sullivan

The truth isn't the truth until people
believe you, and they can't believe you if
they don't know what you're saying, and
they can't know what you're saying if

they don't listen to you, and they won't
listen to you if you're not interesting, and
you won't be interesting unless you say
things imaginatively, originally, freshly.



Crowd participation:
Tell me a brand you love and
how It makes you feel .



Crowd participation:
Tell me a brand you dislike
and why.
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NBC News Survey: One-
Third of Americans Say

U.S. Confidence in Higher College Is Worth the Cost

By Katherine Knott

EDUCATION JULY 8, 2024

Education Now Closely
Divided

Nearly as many U.S. adults have little or no confidence as
have high confidence

In 2013, 53 percent of voters said college was worth the

cost.



THE HECHINGER REPORT Covering Innovation & Inequality in Education NEWSLETTERS ABOUT DO

From Google ads to NFL sponsorships:
Colleges throw billions at marketing
themselves to attract students

Marketing and branding are getting big budgets and advertising is setting new records

by JON MARCUS October 1, 2021 in] (’) @ ‘



How Much Do Universities Spend on
Advertising?

New York University
Johns Hopkins

U. Pennsylvania
Northwestern

U. of Miami
Columbia

Boston University
Georgetown

Stanford

Annual Advertising Spend

$0

$7,500,000

$15,000,000

$22,500,000

$30,000,000



The category Is working against the idea of differentiation.

Founded on similag or even shared, principles
Historically, more collaborative than competitive
Reputation for being too inwarboking

Many are generalists by design

On the surface, many look, sound and feel the same



In the U.S., there are

~4,000

degree -granting,
post -secondary
Institutions.

(Source: national center for education statisics, 2019 -2020)



what marketers dont know

Byron Sharp.

U AY Y| HOU avasted] q R
an incalculable amount of
resources, and itprevents

and slows the uptake of

life-enhancing products and
t YRRC OWRURGQF

- Byron Sharp, author
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- Bill Bernbach, founder, DDE

. (©1562 VOLKSWAGEN OF AMERICA, ING..._

And if you run out of gas, it's easy to push.

See? fast filled up. any Volkswagen records.

We think of everything. And you spend so little time in gas sta- And repairs are few and far between.

Getting a Volkswagen to the side of the  tions, there are almost no reminders. So this year we've installed a gas gauge
road is a pushover. You'll probably never need oil between  to help you remember.

It's a little surprising that VW owners  changes, for example. ST, But we haven't taken all the
don't run out of gas more often. You'll never need water or anti-freeze /. fun away.

A figure like 32 miles to the gallon can  because the engine is air-cooled. You still have to remember to

make you a little hazy about when you 40,000 miles on a set of tires won't break look at it.



VISIBILITY MATTERS

~y

H got a call from a gentleman who read your article in Medical Express and wants to fund my research! He
asked me to connect him to the Texas A&M foundation about this.

Thank you for writing an impactful article b



When you hear the words
dexas A&M Un
what comes to mind?



The words Football, (none), and Aggies come to mind most
often when US adults think about Texas A&M University.

When you think of
Texas A&M University,
what words or phrases
Immediately come

to mind?

B Adults: US Adults

Adults: TX Adults

B ~dults: SEC State Adults
with four-year degrees

12% 12%

Sports

3%%

Agriculture



Nearly 40% of Americans have never heard of or have
no opinion about Texas A&M University.

B very favorable Somewhat Somewhat b Very Heard of, B never
favorable unfavorable unfavorable no opinion heard of

Adults:

US Adults 29% 6% 4% 259%

Do you have favorable or
unfavorable impressions
of Texas A&M University?

Adults:
2 9 14
TX Adults 9% 5% |48 %%
Adults: SEC
State Adults with 37% 6% 496 20%

four-year degrees



 EXTERNAL RESEARCH TOLD US: |

FACT

We are known,
but for what?

Outside of Texas, the Texas
A&M brand has relatively
high awareness but very
narrow meaning: Aggies
and Football.

Source: Morning Consult Awareness and Perception Study

FACT
We are

misunderstood.

Many people outside of
Aggieland have filled in
the blanks with some
common stereotypes
and misperceptions
about our brand.

FACT

Our impact is
not often visible.

Texas A&M institutional
research is bigger, more
robust, and more impactful
than its current national
reputation.



c63Xa?EK = ®K&AEK
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Professor Wayne C. Hall, c. 1960



The number of Northerners going

to Southern public schools went
up 84% over the past two decades,
and jumped 30% from 2018 to 2022

THE WALL STREET JOURNAL.



Demand for a Texas A&M University
education has also skyrocketed:

+ 276% Iincrease In freshman applications vs. 2005 (~76k vs. 20Kk)
+ 96% Increase In freshman applications since 2015
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‘rom the outside looking in, you can’t understand it.
/\nd from the inside looking out, you can’t explain it.

o
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[ THE OBJECTIVE V OUR GOAL }

Why are we doing this?

EARN AND PRESERVE
A GREAT NATIONAL
REPUTATION




[ THE OBJECTIVE V OUR GOAL }

Who Is our target audience?

PEOPLE WHO HAVE YET
TO EMBRACE THE SPIRIT
OF AGGIELAND




[ THE OBJECTIVE V OUR GOAL }

Building our reputation, becoming a constant. Unlocking ]
nlj K3 AecZNKAI Kt AJ EaAaEn2jt e Kke KEIj Ag

CONSISTENCY TRUST > REPUTATION

TEXAS A&M UNIVERSITY | BRAND LAUNCH



The Texas A&M brand lives in:

ne essence of our organization

ne promises we keep

The relationships we forge

T
T
T

ne Interactions we create

ne culture we foster

ne personality we convey

TEXAS A&M UNIVERSITY | BRAND LAUNCH

HOW WE DEFINE IT:

c9Nzj oaj #+# Ka EKn
process of conveying

the tangible and

Intangible elements in

a most compelling way

v making clear to

people the things that

matter most.



To enchant (verb):

To rouse and attract an ecstatic
admirati on and de



¢  ®KIZEKKZIZ] KnAAXt AJ nZj] nXKeanl Kk
NZE3 2t nZoXKEt | AAgKse anljaj Xz KNZ+aAj K/
ZANZKt A332ggda] FKEnANe KnAKnZgguwKzj o
In other parts of the country. | just want A&M to be in the
conversation of top universities making a difference. We should
k>K&aJ] KnljznkKt A oZNEZnadA] w

¢oKgXgt AZZKnljKA33ANnt] ane KI ANK?Z
EnANebKzZ] oKI ANKnlj ZKIaNEnKna3zKaj
all entities to be a unified sales force for Texas A&M. We are
overdue to tell our story, have people understand it, and share it
gZfanaiznzge w#

K|
'K

TEXAS A&M UNIVERSITY | BRAND LAUNCH



Stakeholders shared a few

watchouts to be mindful of when

we craft and tell our story

Balancing tradition and innovation: How do we stay true to
who we are and our heritage while ensuring that we are

evolving with the demands of the world around us?

Telling an in - character story to outsiders: How do we tell our
story in a way that both satiates Aggies and resonates with

those without a connection to A&M?

Communicating our distinctiveness without having to
experience it: How do we communicate our distinct value to

hét bC| Rt bdz bl db A At 'bEédz‘bC’Er
GdzEAs'bdzE'bUtEUa]t'brCEYRt'thR
t SUt Adt TRt bCt At Yb&t BRI TVY dzt
old adage... We are great at telling each

s dzCt "A'b! r s 4dzbf CE bft bl At Ybr &
bEEsblr adzbdzr qqd Tb bd dzbdzZ bE

hét bCl Rt bdzZ br Adsbt bdzCt bb| U
losing what makes us us, but also pushing

us forward. We need to express [our story] in

a way that includes that progression but

also reflects that heritage. | would love to

have a brand platform to help us balance

dzCg Gt bdzf § bdzCd Tb GYK

h6 Ct bt REGs Gdzt TbCt At Bd GBRCI
| b dzbgl BRTE dzbd TRt Tdzt s bCt A

nlji = Ke Al’]g oKeljagS KA Acdj] #+KnljznKIAENRK3 SCARERS KGHWjs bzt & ALK Iz KRA G

luxury of experiencing it for themselves?

Getting buy -in to a centralized Texas A&M story:
ensure that internally, we get everyone to buy

success in decentralized ways?

TEXAS A&M UNIVERSITY | BRAND LAUNCH

How do we
-into a Texas
A&M story when we tend to communicate and measure

fundraising, their money. So | applaud the
effort to bring all the individual brands
together under one flag. The ultimate brand
Is Texas A&M, and we need to believe and
understand that if Texas A&M goes, we all
b YK



We are now telling our story to
the nation and the world.



[ CREATIVE PROCESS }

Energetically reintroducing
Texas A&M University

and our uncommon culture, enormous impact
and the common bonds we share as Aggies.



[ CREATIVE PROCESS }

Through a compelling
brand platform
and brand story.



GREAT BRANDS
STAND OUT
BY STANDING FOR
SOMETHING THAT
MATTERS.



What are the most ownable characteristics of the brand?
The research identified 6 core brand equities  for Texas A&M:

TEXAS- SIZED PURPOSEFUL SELFLESS
OPPORTUNITIES IMPACT LEADERSHIP
ENDURING REAL- WORLD STUDENT-FIRST
COMMUNITY RIGHT NOW EXPERIENCE

TEXAS A&M UNIVERSITY | BRAND LAUNCH



[ THE BOTTOM LINE: }

Taken together, all research insights define Texas A&M as a powerful

research university that takes action and makes a big impact - but also
produces extraordinary  graduates who are admired leaders, respected
employees and selfless citizens. This combination is rare among our

peers.

on” EX3AEEakg>XK] AnKAJ ge Kkt ZLEZKOZaZEK
scale and resources, but  because of its - one
rooted in core values, duty to others, dignity and meaningful connections.

Our culture is the difference maker - It makes everything we do better.

TEXAS A&M UNIVERSITY | BRAND LAUNCH

®KI



Many can debate which Is
the best university In the
world.

Our goal Is to be the best
university for the world.



How do we want our audiences to think about us?

Brand Positioning

TEXAS A&M UNIVERSITY | BRAND LAUNCH



[ OUR POSITIONING STATEMENT }

Texas A&M

IS a force for good

where Aggies stand together and step forward v
united by Core Values and a shared duty %

to build a brighter, safer world for
the people of Texas, the nation and beyond.

TEXAS A&M UNIVERSITY | BRAND LAUNCH



[ OUR BRAND ESSENCE }
THE SIMPLEST ARTICULATION OF WHAT

TOGETHER, WE STAND AS

A FORCE
FOR GOQOD.



[ VALUE PROPOSITION }

CULTURE EXPERIENCE EDUCATION RESEARCH
As a force for good , we stand together to develop educational
excellence, world -class research and leaders of character through:
THE GIVE
ACTION COMMUNITY IMPACT
Aggies earn Aggies create a sense of Aggies build Aggies give
THE GET RESPECT BELONGING TRUST HOPE
by being selfless by standing by both knowing by working to solve
leaders and citizens together and and doing what is nljKeseANgo  EX*NZX?
with the will to do. working together. right, guided by challenges.
Core Values.
to build a brighter, safer world  for the people

— of Texas, the nation and beyond.

TEXAS A&M UNIVERSITY | BRAND LAUNCH



[ MESSAGING THEMES }

Magnitude & Action &

Momentum Impact

THIS IS BIG. THIS IS WHAT WE DO.
Character & Community &
Core Values Connection

THIS IS WHAT WE STAND FOR. THIS IS WHO WE ARE TOGETHER.

TEXAS A&M UNIVERSITY | BRAND LAUNCH



And
action.
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THE MULTIPLIER EFFECT

VISIBILITY AND REPUTATION
IN GOOD COMPANY: U.S. VISIBILITY

Texas A&M earned a coveted spot among the world's most visible American Caldwell, June 2025
universities. The Global University Visibility (GUV) rankings, compiled by higher
education research and consulting firm American Caldwell, measure visibility RANK UNIVERSITY
based on news mentions, level of public interest, size of its online footprint,
social media followers, video views ani 1 Harvard University
2 Massachusetts Institute of Technology
FROM #6 TO

3 Stanford University

#2 MOST VISIBLE US 4 Purdue University
PUBLIC UNIVERSITY s comeuuniversity

#8 OVERALL IN U.S. | #13 GLOBALLY 6 Columbia University

7 Yale University

............................................................................................... 8 TEXAS A&M UNIVERSITY
AMERICAN CALDWELL, JUNE 2025



REDEFINING NEWS & EARNED MEDIA AM

FROM REACHING TO LEADING: OWNING THE CONVERSATION

For too long, our news presence was reactive. Today, Texas A&M is a source, not just a ; 6 y O 2 O

subject. By promoting research, tailoring content for global newswires and elevating faculty

experts, weAve grown earned media at an unpr etftalieapned media plagements imkYXeSshape

and international conversations. +72% from 2024

(0ZaZ2EK ~ ®KZa3INnEKzNEZ >7n glaglkknézmzlg QO+
EnznaAj EXaJ] Knlj ZK] ZnaAj oaz EwKANlnZj %]
EE2oK3tgnazgzKnajdrEKke fﬁcﬁl@lekbﬁrt videos uses from AP videos,

y Tim Doty uploaded to the with 90%+ being
Assistant Vice President, NationaMedia and Public Relations Associated Press (AP) domestic broadcast TV

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

FEATURED IN ........................................................

Wskigion BEE OUSATODAY CWN i seience ASTGMPANY FORTUNE

Post




REDEFINING NEWS & EARNED MEDIA AM

OUTSTANDING PERFORMERS

e JAY MADDOCK - DAVID ANDERSON
?‘) Public Health Professor 4 ,.\ AgriLife Economist
T 25 placements in FY24 ) 233 placements in FY24
@ ‘ 723 placements in FY25 ) 3,508 placements in FY25
'/} +2,792% INCREASE "M 1.405% INCREASE

NEW YORK :
70 placements Regular placements in the
0 top 10 U.S. media markets:
89% L !
pdagll e Ll L el NEW YORK  COLUMBUS
\ Texas A&M in FY25. 'J:?«.::«;,‘gt LOS ANGELES MIAMI
. AUSTIN SEATTLE
ﬁ NGO, 0 CB:g;séTA%NO SAN FRANCISCO

L0S ANGELES placements WASHINGTON, D.C.
99 placements CHICAGO

92 placements



THOUGHT LEADERSHIP AND INFLUENCE

Texas A&M partnered with Fast Company as a featured partner  at the SXSW Fast Company Grill. A
panel of Texas A&M thought leaders joined innovators like Dean Kamen to discuss our impact in

innovation and research. A custom activation = showcased how Texas A&M is shaping a sustainable

food future, featuring student artwork in the JMarketplace of the Future.};

SXSW 2025 FAST COMPANY GRILL

2,500+ 86.5% 10K 608K

attendees favorable impressions* total social media social media
engagements* Impressions

*Results from postevent survey. ** On Instagram, Facebook, X and LinkedIn.



BOLD ACTIVATIONS, NEW AUDIENCES AM

THOUGHT LEADERSHIP AND INFLUENCE (CONTINUED)

Texas A&MAs Division of MarskhowtasedAggeand Commun i Dustayny ChronICIe

. ~ ZENNCOVATION -
expertse i n some of the worl|l dAs foremost brand i n% |=Esnr1\ﬁie”tF-eStlvaI
N

Through sponsored panels and features our facultyAs breakthro ¢ Innovation Amid Uncertainty
insights reached founders, industry leaders and influential audiences. Our

work earned national honors  and shaped conversations about health
Most Innovative

care, the future of work and creative technology. C |
ompdanies
2025 SUMMIT & GALA

SXSW 2025 FAST COMPANY GRILL

1K+4EXECUTIVES, "
Likelihood to FOUNDERS AND
Recommend increased |_ E AD E R S R E AC H E

by 64 percentage points [

EST i)




Texas A&M generated 78 million views of its video content on YouT
In one year vs. 336,000 the year before.

YouTube Views

Texas A&M 78.0M +23k%
Arizona State 45.0M +106%
Purdue 23.7M +50.5%
UCLA 1.91M +208%
Harvard 1.86M -24.4%
MIT 1.70M -62%
Stanford [l 855k -56.3%

388k -14.2%
281k +31.8%
257k -57.7%
238k -20.3%
228k -74.3%
216k -33.4%
189k -28.8%
100k -54.1%

Yale University
University of Tennessee
University of Michigan
University of Florida
University of Alabama
University of Notre Dame
Johns Hopkins

Auburn

CEO @Aggieguy2019-2h

The new Texas A&M commercial is
phenomenal. Kudos to the entire team
that put it together. I’'m proud to be an

University of Georgia | 96.0k -45.2% Aggie, like so many others. This is a
Cornell | 82.3k -72.8% great representation of what it means
LSU

69.8k +24.4% . .
66.9k +7.85% to be an Aggle. #GlgEm

66.4k +203%

University of Texas
Texas A&M University Sys...

Landscape Average: 7.76M

8/1/2024 1 7/31/2025 vs. previous year



By making video storytelling a priority for the first time, Texas A&M nov
has a thriving presence on, and competitive advantage with, YouTube

-ONE AGGIE
TEXAS A&M STANDS FOR AT ATIME =&

THOSE WHO SERVE ..,

We Stand With Those Who Serve | Honoring
Veterans Through Action

BUILDING RURAL ACCESS T0 HEALTHCARE

STUDENT LED NON-PROFIT 2:51

What Texas A&M Stands For | 2024
Commercial

Texas A&M University: A Place Where Texas-
Sized Dreams Are Achieved

BUILD | Global Health Care Impact By
Students

25M views * 11 months ago 9.6M views * 8 months ago 9.3M views * 3 months ago 4.9M views + 6 months ago

T

TEXAS AsM

REMEMBERED. PIONEERING

THE WOR 10 £ A NEW FOUNDATION FOR

HONORED.
NEVER FORGOTTEN.
NNOVATIVE COMP “J LEARNING

CAPT. RONALD FORRESTER '69

3:58

LARGEST STUDENT-RUN
SERVICE PROJECT IN THE NATION |

In His Boots: Carrying The Legacy Of
Captain Ronald Forrester '69 =2

The Big Event | Texas A&M Students Serve Texas A&M University Named One Of Fast
The Community Through Selfless Service C 's Most

Next Level

2.5M views + 2 months ago 2.4M views * 3 months ago 2.3M views * 4 months ago

A M. & PRESERVING
= NAUTICAL ARTIFACTS

AGGIES LEAD THE WAY

2.3M views + 6 months ago

STANDING FOR OUR VETERANS

AT PHOENIX RACEWAY 1:19

Pioneering The Future: Texas A&M's Virtual
Production Innovation

Texas A&M Stands For Our Veterans at
NASCAR

1.8M views * 8 months ago

The Perfect Defense: The Oral Defense of a
Dissertation

Preserving Revolutionary War Cannons: :
Texas A&M's Nautical Archaeology Expertise
1.9M views + 3 months ago

1.7M views - 6 months ago 1.6M views + 14 years ago

- Videos added: 49 (FY24); 87 (FY25; +77.6%)

Standing Desks | Taking Workspaces To The

YouTube Premium

FINDING AMERICA'S

MISSING SOLDIERS

TRISTAN KRAUSE

AB
BATTI.E AGAINSTAALZHEIMER'S 2:23

Finding America's Missing Soldiers | World Changlng Ideas | Texas A&M's
Historian Tristan Krause In imer's...

1.5M views + 8 months ago 1.4M views + 1 month ago

A'SHINING CITY ON'A'HILL

THE 27TH PRESIDENT OF TEXAS AGM 2:42

Honoring Jerry Ebanks: BUILD's Legacy Of
Service And Hope

Mark A. Welsh lll: Leadership Beyond Self |
Texas A&M's 27th President

1.2M views + 7 months ago 1.1M views * 8 months ago

i3

GULF RESEARGH INSTITUTE FOR HIGHLY MIGRATORY SPECIES:
PRESERVING MARINE ECOSYSTEMS
a0 COASTAL ECONOMIES

Gulf Research Institute For Highly Migratory
Species: Preserving Fisheries

The Fightin' Texas Aggie Band

986K views * 12 years ago
1M views + 4 months ago

"SOLDIERS ON THE SIDELINES

VETERANS COACHING PROGRAM 1:48

Soldiers On The Sidelines | Veterans
Coaching Program

Growing Chickpeas In Moondust

1.2M views * 4 months ago
1.3M views + 5 months ago

PROTECTING HONEYBEES:
COMBATTING i 4.~ H
VARROA MITES . B\ M
iw BEEKEEPING =% & I" | I' V{
w0 AGRICULTURE 5~ — W) 7

el
qunin
= =

Meet The Scientists Racing To Save
America's Honey Bees

The Aggie War Hymn

M views - 6 years ago
1M views + 4 months ago

L b2
§ 62011 INTERVIEW

- »IN SPACE

Astronaut Mike Fossum Visits With Students @
From The Space Station

"America is under attack” — Informing the
President on 9/11

647K views * 13 years ago

716K views + 4 months ago

- 21 videos with 1 million+ YouTube views since August 2024; 11 of top 12 and 18 of top 20

- Before that, 1 video had ever reached 1 million views and it took 13 years

- Topics span priorities including the President, service, rural healthcare, veterans, VPI, medical
innovations, agriculture, space, blue economy, institutional accolades and storytelling, etc.

- 9 million or 22.3% of views come from CA, NY, and FL



In 2024, we produced and distributed superiorinstitutional
commercial and the results are undeniable.

Fall 2023 Commercial Fall 2024 Commercial
| . S

We're not weird. We just do

things differently. We don't What does Texas A&M University stand for?

o m & & O L) I

Texas A&M University - Texas A&M University
Q@ D G G @ =t G1% P pows [em

igEm 25M views 11 months ago #Aggies #TAMU #12thman

31K views 1yearago #Aggies #TAMU #GigE
We stand out because we stand up and stick around when things get tough. We push ourselves further and lift up our communities. We're different, and that's what makes a difference. What does Texas A&M University stand for? We stand for excellence, respect and loyalty. We stand for leadership, integrity and selfless service. We stand as the 12th Man. We always stand ready.

We stand up for others. We stand ready to serve. At Texas A&M, we stand for something bigger than ourselves, and we stand strong together.

Learn more about Texas A&M University: https://tamu.ec: ...more ...more

- 23 months since launch - 15 months since launch
- 31,500 YouTube views to date - 25 million YouTube views (791x); 80 million on TV
- 71% of YouTube views = outside of Texas - 88% of YouTube views = outside of Texas

- Produced at 1/3 the cost vs. 2023
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NeIJW?2 RnnlJI JUHIW Wolel WwWoc¢ U
Getting Started

ACommercial: from 31,000 views to 25 million views (791x)
AYouTube: from 336,000 annual views to 78 million views (+23,000%)
AVideo Catalogue: from 1 video with 1 million views to 21

AEarned Media; 27,000 more placements, +72%

ATAMU Traffic from previously flat to +20%

AStories Site: Visitors up 31%, sessions up 47%

AGoogle Search: Impressions up 67% (23.6 million), clicks up 76%.

ASocial Media (FB+Insta+X) #2 in engagement, engagement per post,
applause, and amplification (behind only Harvard)

ALinkedIn: Up 198k followers in FY25 to 910Kk; third hLPhes_t of .
HOQURG6UC! t DI WGl + WHIJSRUTI WYUG! W EOI



The playbook for growing the Texas A&M brand,
grounded In proven marketing science:

1. ReachMore People, More Often

2. Be InstantlyRecognizable

3. Stand Out withCreative and Storytelling That Moves People
4. Back the Brand withBudget

5. Build Brand for Tomorrow, Activate for Today

6. Be Consistent, Year After Year

Penetration (reach more people, more oftenk Consistent Distinctiveness (be remembered & recognizedk
Sustained Excess SOV (invest above your size) = Brand Growth and National Leadership

These principles are grounded in decades of empirical marketing science, not personal preferencEhey draw on longitudinal datgfrom Byron Sharp/ EhrenbergBass Institute for
~¢cl t JqRUNWEHRNDUADAWq6 JWf Ut qRae qWYnWAI ¢ #qR q RTheUdhgtand #he Short opddd EdfeRtiveresin €oltextToiesefiadthgsll b f /
have been validated repeatedly across industries, geographies, and budgets, including in education, making them among the meiable, evidence-based predictors of brand
growth available today.



Why does this matter?

ABecause when people know us, trust us, and connect us to what they need most,
RaqWoct It WI2131 ! YUKkt WTYHWI¢t RIJI We Ul Wi 134

AThis is the multiplier effect of building a strong brand.

Al Dk G0W YWagd6RY WH! WUt 21 RUNWgd6 Wl RNG q UG
Asee us often and in the right placesr¢ach),
Aremember us quickly ¢ecall ),

Aand connect Texas A&M with the leadership, solutions, and values that best
address their needs and wantsrglevance ).



We all hear It often, from Aggies and others alike: _
pf WE el WUY WRI IJcﬁ\LIJNIJ#ci W O~ LW
CHYz qWNIRF+Fc¢ct W O O

AThe reality is simple: most of our target audiences spend very little time thinking
about Texas A&M each week.

AThe role of Marketing and Communications is to make those moments:
Amore frequent,
Amore likely,
Aand more powerful.

EYelOq6¢caqtos 61 JUIORa Bt FOqR O JIOqY Ol WHERIT 1JH05 6 1
expertise, Texas A&M is their instinctive choice.



N6 Rt WI Yt UK qécec GGLIULWY 21

ALike compound interest, we will build it day after day with:

A Bold, consistent visibility,
A Emotive stories that move people,

A And proof of our preeminence in the areas where we lead: national security, space,
leadership, service, citizenship, and character.

Al Dkl JWOYqW6 3l 3WnyY! Wall Jwe qaqlJUagRY UIOWN G |

Al 13Kk | 1J Whadke TéxdsyA&MI the clear choice:

A by building one of the most effective, respected, and expert marketing organizations in higher
education and beyond,

A so every college, program, researcher, and priority gains more momentum, more influence,
and more wins, all at the best universityor the world.
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TEXAS A&M

TODAY

CAMPUS LIFE

Texas A&M
Bachelor’s Degree
Has Highest Return
On Investment
Among Texas Public
Universities

In addition to the high earnings they
can expect after completing their
degrees, 61% of Aggies also graduate
debt-free.

and telling the world.
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Texas A&M a top 10 public university in ‘America’s Best Colleges For Research’

Washington Monthly places Texas A&M among the nation’s powerhouse research universities at No. 8 among all public universities,
and No. 1 in Texas.

Oct 15, 2025 | By Lesley Henton, Texas A&M University Division of Marketing and Communications @ 2 min. read
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equipping them with critical resources.

Getting In Character

As a member of our community, you help shape the world's perception of Texas A&M. By getting in character, you will help strengthen

our greatest asset — our brand.

5

Identity and Logos »

Logos are the easiest way to unite our identity as Texas
A&M. Learn how to carrectly use our logo and unit
identities that combine the university box logo with unit
names.

© Branding and Creative

Creative design powers the visual look of the Texas A&M
brand through design elements and guidelines, templates
and logos.

© Digital Signage

Digital signage offers an opportunity to reinforce
messaging shared across platforms and engage with the
university community at all locations.

© Email

Email is one of the most important and common
communication methods for mass distributing messages
and for individual professional correspondence.

V4
Voice and Tone »

Abrand is brought to life by more than logos and colors —
our brand bleeds into every word we write. Learn how to
write in our voice, use our names and more through these
resources.

MARKETING GUIDANCE

© Internal Communications

Internal communications provide timely, relevant
information to the university community. Channels include
the university calendar, mobile app and mass emails.

© Photography and Video

Photography and videography support storytelling on
various channels by documenting the programs, activities,
events and people of Texas A&M.

© Social Media

Social media allows communicaters to have immediate,
real-time interactions with our audiences and help lead the
narrative of Texas A&M.
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ACCESS TEMPLATES

Visual Style »

Our brand is visually brought to life through typography,
colors and other visual elements. Learn how to design
within our brand to put our best foot forward as a
university.

© University Event Calendar
The Texas A&M web calendar platform, LiveWhale, is
available to all university units as the official calendar
platform for university-led or -sponsored events.

© Web

Web resources, including Aggie UX, provide a unified brand
across websites, with a focus on providing a user-friendly
and accessible online experience.
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so their stories can be told.

08-08-2025 | TEXAS A&M UNIVERSITY

Where character meets creativity

What business leaders need to know about the next generation of workers
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Most Innovative
Companies
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During Fast Company'’s recent MIC Summit, Texas A&M'’s Tim McLaughlin (center) and Mark A. Welsh IlI
discussed the talent and innovative problem-solving of their students with moderator Julianne Pepitone.

12-05-2025 | TEXAS A&M UNIVERSITY

Three healthcare innovations that
could transform medicine

From ever-improving Al-boosted diagnoses to cell therapies that might beat
diseases once thought incurable
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Moderator Julianne Pepitone (from left) led a conversation with Dr. Simrit Parmar, Cellenkos; Dr. Dominic

King, Microsoft Al; and Dr. Mansoor Khan, Texas A&M.
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» The Road Ahead to

05-27-2025 | TEXAS A&M UNIVERSITY

How to inspire future generations of
innovators

During a recent panel discussion, a renowned entrepreneur and key leaders
from Texas A&M University revealed a game plan for cultivating
groundbreaking thinkers
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Moderator Stephanie Mehta (from left) discussed the role of educators in inspiring the next generation of
innovators with Dean Kamen, Amy Waer, and Michael Fossum at the Fast Company Grill during SXSW.
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dudeperfect
2 Empire Of The Sun - Alive
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dudeperfect Just wrapped our 2nd leg of our HERO
TOUR @ ... more




