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• Products with a clear sense of WHY give people a way to tell the 
outside world who they are and what they believe (Sinek, 2009)

WHAT

WHY

WHAT

HOW



The UNCG Brand

• Bringing Learning to Life
• Challenging Academic Programs
• Supportive Environment
• Engaged Community
• “Do Something Bigger Altogether”
• UNCG stands apart from other universities by 

defining excellence not only by the people we 
attract, but by the difference they make.
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School of Education





Student Affairs





IMSC NEXT STEPS – 2012-13



Defining and Communicating 
the Message

• Elements of the Vision – Redefining the public 
university for the 21st century

• UNCG Strategic Plan, 2009-14

• The UNCG Brand

• Integrating these elements in a way that defines why it 
matters, who we are, and what we do.

• Translating the message into marketing strategy and 
approach to strategic communication.



Strategic Messages

• Position UNCG to be a destination university for 
well-qualified students

• A faculty culture which values interdisciplinary 
research, creative activity and teaching

• A source of human talent, innovation, 
entrepreneurship and creativity for K – 12, 
government, business and industry, nonprofits

• A global university
• Campaign transformational theme



Status of Task Force 
Recommendations

• Strategically market faculty and student 
accomplishments in research, creative 
activity, entrepreneurship and innovation



Tactics

• Using the work of Academic Program Review to 
highlight “Programs of Distinction” in our 
communications

• Related to above, choose interesting faculty 
from Programs of Distinction with the goal of 
raising individual profiles and the reputation of 
the University

• Leveraging faculty as experts utilizing Social 
Media with the ultimate goal of raising individual 
profiles and reputation of the University. 



Tactics

• Use of VOCUS, PRNewswire, AP Wire, Twitter 
program

• Chancellor Brady’s column in UNCG Magazine 
and op-ed pieces in News & Record, visits to 
Chronicle of Higher Education and Inside Higher 
Education

• Advertising campaign ($250k) targeting 
prospective students in Charlotte, Raleigh-
Durham, Triad markets

• Replacements Ltd billboard campaign



Tactics

• Bryan School and Division of Continual Learning 
advertising campaigns reflect integrated 
marketing work

• Placement of UNCG Magazine in hotels where 
Admissions office recommend prospective 
students and their families stay

• Expand use of social media: Facebook, Twitter,  
and Pinterest

• Increase DSBA videos for YouTube channel



Home page and top tier pages redesign to 
reflect strategic communication and 

marketing




