


Great brands donôt just happen.

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





STEVE JOBS

1997

ñMarketing is about values. Itôs a 

complicated and noisy world, and weôre 

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.ò



STEVE JOBS

1997

ñEven a great brand needs 

investment and caring if itôs 

going to retain its relevance 

and vitality.ò



STEVE JOBS

1997

ñApple spends a fortune 

on advertising. 

You'd never know it. 

You'd never know it.ò









Crowd participation:

Tell me a brand you love and 

how it makes you feel .



Crowd participation:

Tell me a brand you dislike 

and why.









The category is working against the idea of differentiation.

Founded on similar ςor even shared ςprinciples 

Historically, more collaborative than competitive

Reputation for being too inward-looking

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 statistics, 2019 -2020)



џÂŸŸƖЮůċƖťĲƣŔŰŊЮwastes
an incalculable amount of 
resources, and it prevents       
and slows the uptake of         

life-enhancing products and 
ƚŸĦŔċũЮŔŰŔƣŔċƣŔƻĲƚдѠ

- Byron Sharp, author



џ]ŸŸĬЮůċƖťĲƣŔŰŊЮĤƨŔũĬƚЮƚċũĲƚдЮ
]ƖĲċƣЮůċƖťĲƣŔŰŊЮĤƨŔũĬƚЮŉċĦƣŸƖŔĲƚдѠЮ

- Bill Bernbach, founder, DDB



VISIBILITY MATTERS

ñ
ò



When you hear the words 

óTexas A&M Universityô, 

what comes to mind?



When you think of 
Texas A&M University, 
what words or phrases 
immediately come 
to mind?

The words Football, (none), and Aggies come to mind most 

often when US adults think about Texas A&M University.



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

Nearly 40% of Americans have never heard of or have 

no opinion about Texas A&M University.



EXTERNAL RESEARCH TOLD US:

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.

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.

FACT

Source: Morning Consult Awareness and Perception Study



ҁöƩɚžȨҠ ֗®ҠǎȨҠžҠȨǥƩƩȝǎǰǂҠǂǎžǰȵҠ
ɕǎȵǉҠȽǰǥǎǮǎȵƩơҠȝǺȵƩǰȵǎžǥш҂

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 .



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

+ 276% increase in freshman applications vs. 2005 (~76k vs. 20k)
+ 96% increase in freshman applications since 2015
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THE OBJECTIVE ѴOUR GOAL

Why are we doing this?

EARN AND PRESERVE 
A GREAT NATIONAL 

REPUTATION
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THE OBJECTIVE ѴOUR GOAL

Who is our target audience?

PEOPLE WHO HAVE YET 
TO EMBRACE THE SPIRIT 

OF AGGIELAND



CONSISTENCY TRUST REPUTATION

THE OBJECTIVE ѴOUR GOAL

Building our reputation, becoming a constant. Unlocking 
ȵǉƩҠȝǺɕƩȠҠǺǁҠƚǺǰȨǎȨȵƩǰƚɛҠƙɛҠȨǉǺɕǎǰǂҠȽȝҠҁǎǰҠƚǉžȠžƚȵƩȠш҂
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The Texas A&M brand lives in:

The essence of our organization

The promises we keep

The relationships we forge

The interactions we create

The culture we foster

The personality we convey

HOW WE DEFINE IT:

ҁ9Ƞžǰơǎǰǂ҂ҠǎȨҠȵǉƩҠ
process of conveying 
the tangible and 
intangible elements in 
a most compelling way 
ѵ making clear to 
people the things that 
matter most.



To enchant (verb):

To rouse and attract an ecstatic 

admiration and demand foré
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ҁ ֗®ҠǉžȨҠƙƩƩǰҠȵǺǺҠƚǺǰȵƩǰȵҠɕǎȵǉҠƙƩǎǰǂҠžҠȨȵȠǺǰǂҠžǰơҠɕƩǥǥ-
ȠƩȨȝƩƚȵƩơҠȨƚǉǺǺǥҠɕǎȵǉǎǰҠžҠȠƩǂǎǺǰҠǺǁҠȵǉƩҠƚǺȽǰȵȠɛьҠ°ǺҠǺǰƩҠǉžȨҠžҠ
ǮǺȠƩҠƚǺǮȝƩǥǥǎǰǂҠȨȵǺȠɛҠȵǺҠȵƩǥǥщҠžǰơҠɕƩҠǉžɔƩǰ҄ȵҠƩɔƩǰҠȵȠǎƩơҠȵǺҠȵƩǥǥҠǎȵҠ

in other parts of the country. I just want A&M to be in the 
conversation of top universities making a difference. We should 

ƙƩҠǎǰҠȵǉžȵҠƚǺǰɔƩȠȨžȵǎǺǰш҂

ҁoҠɕƩǥƚǺǮƩҠȵǉƩҠǺȝȝǺȠȵȽǰǎȵɛҠǁǺȠҠžҠǉǺǥǎȨȵǎƚҠžȝȝȠǺžƚǉҠȵǺҠȵƩǥǥǎǰǂҠǺȽȠҠ
ȨȵǺȠɛьҠžǰơҠǁǺȠҠȵǉƩҠǁǎȠȨȵҠȵǎǮƩҠǎǰҠǺȽȠҠǉǎȨȵǺȠɛщҠȵǉƩҠǺȝȝǺȠȵȽǰǎȵɛҠǁǺȠҠ

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 

ǥƩǂǎȵǎǮžȵƩǥɛш҂



STAKEHOLDER INTERVIEWS

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 
ȵǉƩҠɕǺȠǥơҠɕǉǎǥƩҠǢǰǺɕǎǰǂҠȵǉžȵҠǮǺȨȵҠȝƩǺȝǥƩҠɕǺǰ҄ȵҠǉžɔƩҠȵǉƩҠ
luxury of experiencing it for themselves? 

Getting buy - in to a centralized Texas A&M story: How do we 
ensure that internally, we get everyone to buy - in to a Texas 
A&M story when we tend to communicate and measure 
success in decentralized ways? 

ЋĕŧЪƇļȒŧЪǳƸЪſƌƀǻǞŧЪƸǻǳЪƇƸȓЪǳƸЪŧȘǛƣļƌƮЪƸǻǞЪ
ǦǳƸǞșЪǳƸЪǛŧƸǛƣŧЪȓƇƸЎȒŧЪƮŧȒŧǞЪƇļşЪǳƇŧЪ
ŧȘǛŧǞƌŧƮŘŧЪƇŧǞŧϒЪĕŧЪŘļƮЎǳЪſļƣƣЪŗļŘƠЪƸƮЪǳƇŧЪ
old adage... We are great at telling each 
ƸǳƇŧǞЪļŗƸǻǳЪȓƇƸЪȓŧЪļǞŧϓЪŗǻǳЪȓŧЎǞŧЪƮƸǳЪȒŧǞșЪ
ƀƸƸşЪļŗƸǻǳЪǳŧƣƣƌƮƀЪƌǳЪǳƸЪƸǳƇŧǞǦϒЌ

ЋĕŧЪƇļȒŧЪǳƸЪŗǞƌşƀŧЪǳƇŧЪƀļǛЪŗŧǳȓŧŧƮЪƮƸǳЪ
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. I would love to 
have a brand platform to help us balance 
ǳƇƸǦŧЪǳȓƸЪǳƇƌƮƀǦϒЌ

ЋöƇŧЪŧŘƸǦșǦǳŧƬЪƇŧǞŧЪƌǦЪŘƇļƣƣŧƮƀƌƮƀϖöƇŧǞŧЎǦЪ
ļЪƣƸǳЪƸſЪЋƮƸǳЪƌƮȒŧƮǳŧşЪƇŧǞŧЌϓЪƸƮƣșЪƬŧļǦǻǞƌƮƀЪ
ǦǻŘŘŧǦǦЪŗșЪǳƇŧƌǞЪƸȓƮЪşƌȒƌǦƌƸƮЎǦЪǦǻŘŘŧǦǦϖǳƇŧƌǞЪ
fundraising, their money. So I 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 
ƀƸϒЌ
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We are now telling our story to 
the nation and the world.
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CREATIVE PROCESS

Energetically reintroducing 
Texas A&M University
and our uncommon culture, enormous impact 
and the common bonds we share as Aggies.
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CREATIVE PROCESS

Through a compelling
brand platform 

and brand story.



GREAT BRANDS 
STAND OUT 

BY STANDING FOR 
SOMETHING THAT 

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

TEXAS- SIZED 
OPPORTUNITIES

PURPOSEFUL 
IMPACT

SELFLESS
LEADERSHIP

ENDURING 
COMMUNITY

REAL- WORLD 
RIGHT NOW

STUDENT- FIRST
EXPERIENCE



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.

oȵ҄ȨҠȝǺȨȨǎƙǥƩҠǰǺȵҠǺǰǥɛҠƙƩƚžȽȨƩҠöƩɚžȨҠ ֗®ҠǉžȨҠȵǉƩҠǰƩƚƩȨȨžȠɛҠǮžǂǰǎȵȽơƩщҠ
scale and resources, but because of its uncommon culture - one 
rooted in core values, duty to others, dignity and meaningful connections. 

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

THE BOTTOM LINE:
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Many can debate which is 
the best university in the 

world.

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



Brand Positioning

How do we want our audiences to think about us?

TEXAS A&M UNIVERSITY  |  BRAND LAUNCH  



Texas A&M
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is a force for good

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

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

WHO

WHAT

HOW

WHY

OUR POSITIONING STATEMENT



OUR BRAND ESSENCE

THE SIMPLEST ARTICULATION OF WHAT 
OUR BRAND STANDS FOR ѵ OUR ETHOS.

A FORCE
FOR GOOD.
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TOGETHER, WE STAND AS



VALUE PROPOSITION
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As a force for good , we stand together to develop educational 
excellence, world - class research and leaders of character through:

THE GIVE

ACTION COMMUNITY UNDERSTANDING IMPACT

Aggies earn 

RESPECT

by being selfless 
leaders and citizens 
with the will to do.

Aggies create a sense of

BELONGING

by standing 
together and 
working together.

Aggies build 

TRUST

by both knowing 
and doing what is 
right, guided by 
Core Values. 

Aggies give 

HOPE

by working to solve 
ȵǉƩҠɕǺȠǥơ҄ȨҠǂȠƩžȵƩȨȵҠ
challenges. 

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

THE GET

CULTURE EXPERIENCE EDUCATION RESEARCH



MESSAGING THEMES

Magnitude & 
Momentum

THIS IS BIG.

Character & 
Core Values

Action & 
Impact

THIS IS WHAT WE STAND FOR.

THIS IS WHAT WE DO.

Community &
Connection

THIS IS WHO WE ARE TOGETHER.
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And now letôs talk about 

action.



V I S IB I L I T Y  AN D  R EP U T AT IO N

Texas A&M earned a coveted spot among the world's most visible 

universities. The Global University Visibility (GUV) rankings, compiled by higher 

education research and consulting firm American Caldwell, measure visibility 

based on news mentions, level of public interest, size of its online footprint, 

social media followers, video views and visits to the universityɅs main website.

FROM #6 TO

#2MOST VISIBLE U.S. 
PUBLIC UNIVERSITY

#8 OVERALL IN U.S.  |  #13 GLOBALLY
Leapfrogging UCLA, ASU, UC - Berkeley and Michigan.

AMERICAN CALDWELL, JUNE 2025

THE MULTIPLIER EFFECT



F RO M  R E AC HI NG  T O L E AD I N G :  OW NI N G  T H E CO NV E RS A T I ON

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

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

experts, weɅve grown earned media at an unprecedented scale and now shape national 

and international conversations.

138
faculty expert videos 

uploaded to the 
Associated Press (AP)

12,400+
uses from AP videos, 

with 90%+ being 
domestic broadcast TV

76,020
total earned media placements in FY25

+72% from 2024

ҁöƩɚžȨҠ ֗®ҠƩɚȝƩȠȵȨҠžȠƩҠȠƩǂȽǥžȠǥɛҠǁƩžȵȽȠƩơҠǺǰҠƙȠǺžơƚžȨȵҠ
ȨȵžȵǎǺǰȨҠǎǰҠȵǉƩҠǰžȵǎǺǰ҄ȨҠȵǺȝҠσςҠǮƩơǎžҠǮžȠǢƩȵȨщҠǺǁȵƩǰҠƙƩǎǰǂҠ
ȽȨƩơҠǮȽǥȵǎȝǥƩҠȵǎǮƩȨҠƙɛҠȵǉƩҠȨžǮƩҠȨȵžȵǎǺǰш҂

уTim Doty
Assistant Vice President, NationalMedia and Public Relations

҂FE ATURE D I N

REDEFINING NEWS & EARNED MEDIA



O U T S T AN D I NG  P E R FO RM E R S

JAY MADDOCK
Public Health Professor

25 placements in FY24
723 placements in FY25

+2,792% INCREASE

NEW YORK
LOS ANGELES
AUSTIN
BOSTON
CHICAGO

Regular placements in the 
top 10 U.S. media markets:

COLUMBUS
MIAMI
SEATTLE
SAN FRANCISCO
WASHINGTON, D.C.

DAVID ANDERSON
AgriLife Economist

233 placements in FY24
3,508 placements in FY25

+1,405% INCREASE

REDEFINING NEWS & EARNED MEDIA



T H OU G H T  L EA D E R S HI P  A ND  I NF L U E NC E

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 ɈMarketplace of the Future.ɉ

86.5%
favorable impressions*

2,500+
attendees

S X S W  2 0 2 5  FA S T  C OM P AN Y  G R I L L

10K
total social media 

engagements**

608K
social media 
impressions

* Results from post-event survey. ** On Instagram, Facebook, X and LinkedIn.

BOLD ACTIVATIONS, NEW AUDIENCES



T H OU G H T  L EA D E R S HI P  A ND  I NF L U E NC E  ( C O N T IN U ED )

Texas A&MɅs Division of Marketing and Communications showcased Aggie 

expertise in some of the worldɅs foremost brand innovation events. 

Through sponsored panels and features , our facultyɅs breakthroughs and 

insights reached founders, industry leaders and influential audiences. Our 

work earned national honors and shaped conversations about health 

care, the future of work and creative technology.

S X S W  2 0 2 5  FA S T  C OM P AN Y  G R I L L

1K+ EXECUTIVES, 
FOUNDERS AND 
LEADERS REACHED

Positive Perception 
increased by 60 
percentage points

Likelihood to 
Recommend increased 
by 64 percentage points

BOLD ACTIVATIONS, NEW AUDIENCES



8/1/2024 т7/31/2025 vs. previous year

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



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

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



Fall 2023 Commercial Fall 2024 Commercial

- 23 months since launch
- 31,500 YouTube views to date
- 71% of YouTube views = outside of Texas

- 15 months since launch
- 25 million YouTube views (791x); 80 million on TV 
- 88% of YouTube views = outside of Texas
- Produced at 1/3 the cost vs. 2023

In 2024, we produced and distributed a superior institutional 
commercial and the results are undeniable. 





ÑőĲШ?ŔŉŉĲƖĲŰĦĲШ ШòĲċƖШ9ċŰШ~ċťĲвШ ŰĬШìĲќƖĲШsƨƚƣШ
Getting Started
ÅCommercial: from 31,000 views to 25 million views (791x)
ÅYouTube: from 336,000 annual views to 78 million views (+23,000%)
ÅVideo Catalogue : from 1 video with 1 million views to 21
ÅEarned Media: 27,000 more placements, +72%
ÅTAMU Traffic: from previously flat to +20%
ÅStories Site : Visitors up 31%, sessions up 47% 
ÅGoogle Search: Impressions up 67% (23.6 million), clicks up 76%.
ÅSocial Media (FB+Insta+X): #2 in engagement, engagement per post, 

applause, and amplification (behind only Harvard)
ÅLinkedIn : Up 198k followers in FY25 to 910k; third highest of 
ĤĲŰĦőůċƖťĲĬШƓĲĲƖƚШĤĲőŔŰĬШŸŰũǃШ ÉÖШċŰĬШÖ9x ЮШΝΠΡťШůŸƖĲШƣőċŰШƣƨв



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

1. Reach More People, More Often
2. Be Instantly Recognizable
3. Stand Out with Creative and Storytelling That Moves People
4. Back the Brand with Budget
5. Build Brand for Tomorrow, Activate for Today
6. BeConsistent, Year After Year

These principles are grounded in decades of empirical marketing science, not personal preference.They draw on longitudinal datafrom Byron Sharp/ Ehrenberg-Bass Institute for 
~ċƖťĲƣŔŰŊШÉĦŔĲŰĦĲЯШƣőĲШfŰƚƣŔƣƨƣĲШŸŉШÂƖċĦƣŔƣŔŸŰĲƖƚШŔŰШ ĬƻĲƖƣŔƚŔŰŊќƚШ?ċƣċĤċŰťШыfÂ ьЯШċŰĬШƖĲũċƣĲĬШƚƣƨĬŔĲƚШŔŰThe Long and the Short of Itand Effectiveness in Context. These findings 
have been validated repeatedly across industries, geographies, and budgets, including in education, making them among the most reliable, evidence-based predictors of brand 
growth available today.

Penetration (reach more people, more often) × Consistent Distinctiveness (be remembered & recognized)  ×

Sustained Excess SOV (invest above your size) = Brand Growth and National Leadership



ÅBecause when people know us, trust us, and connect us to what they need most, 
ŔƣШůċťĲƚШĲƻĲƖǃŸŰĲќƚШŢŸĤШĲċƚŔĲƖШċŰĬШƖĲƚŸƨƖĦĲƚШŊŸШŉƨƖƣőĲƖЮ

ÅThis is the multiplier effect of building a strong brand.

ÅìĲќũũШĬŸШƣőŔƚШĤǃШĲŰƚƨƖŔŰŊШƣőĲШƖŔŊőƣШƓĲŸƓũĲа
Åsee us often and in the right places (reach ), 
Åremember us quickly (recall ),
Åand connect Texas A&M with the leadership, solutions, and values that best 

address their needs and wants (relevance ).

Why does this matter?



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

ÅThe role of Marketing and Communications is to make those moments: 
Åmore frequent,
Åmore likely,
Åand more powerful.

ÉŸеЮƣőċƣЮƽőĲŰЮŔƣѢƚЮƣŔůĲЮƣŸЮĬĲĦŔĬĲЮƽőĲƖĲЮƣŸЮċƣƣĲŰĬеЮƽŸƖťеЮĬŸŰċƣĲеЮƓċƖƣŰĲƖеЮŸƖЮƚĲĲťЮ
expertise, Texas A&M is their instinctive choice.

We all hear it often, from Aggies and others alike:
љfШőċĬШŰŸШŔĬĲċШÑĲǂċƚШ Ѽ~ШĬŔĬШƣőċƣњШŸƖШљfШŰĲƻĲƖШťŰĲƽШƣőċƣШ
ċĤŸƨƣШÑĲǂċƚШ Ѽ~Юњ



ÅLike compound interest, we will build it day after day with:
ÅBold, consistent visibility,
ÅEmotive stories that move people,
ÅAnd proof of our preeminence in the areas where we lead: national security, space, 

leadership, service, citizenship, and character.

ÅìĲќƖĲШŰŸƣШőĲƖĲШŉŸƖШůĲƖĲШċƣƣĲŰƣŔŸŰЮШÑőŔƚШŔƚШŰŸƣШċĤŸƨƣШљċƽċƖĲŰĲƚƚЮњ

ÅìĲќƖĲШőĲƖĲШƣŸШmake Texas A&M the clear choice:
Åby building one of the most effective, respected, and expert marketing organizations in higher 

education and beyond,

Åso every college, program, researcher, and priority gains more momentum, more influence, 
and more wins, all at the best university for the world.

ÑőŔƚШĬŸĲƚŰќƣШőċƓƓĲŰШŸƻĲƖŰŔŊőƣЮ



ìĲќƖĲШƨŰĦŸƻĲƖŔŰŊШŰĲƽШƖĲċƚŸŰƚШƣŸШĤĲũŔĲƻĲШŔŰШÑĲǂċƚШ Ѽ~ШШШШШШШШШШШШШШШШШШШШШШШШШШШШШШШ
and telling the world.



ìĲќƖĲШƣƖċŔŰŔŰŊШĦŸũũĲŊĲоƨŰŔƣШƣĲċůƚЯШċůƓũŔŉǃŔŰŊШƣőĲŔƖШƚƣŸƖŔĲƚЯШċŰĬШ
equipping them with critical resources.



ìĲќƖĲШŔŰƻĲƚƣŔŰŊШŔŰШƓƨƣƣŔŰŊШŸƨƖШũĲċĬĲƖƚШċŰĬШĲǂƓĲƖƣƚШŸŰШůċŢŸƖШƚƣċŊĲƚЯШШШШШШШШШ
so their stories can be told.



ìĲќƖĲШĦŸŰŰĲĦƣŔŰŊШÑĲǂċƚШ Ѽ~ШƽŔƣőШůċŢŸƖШŔŰŉũƨĲŰĦĲƖƚЮ


