Brand Advisory Committee:  Meeting summary: October 1, 2008
Attendees:

Bill O’Neill, Renee Fry, Karen Burbach, Jessi Long, NeEtta Gillespie, Sonya Smith, Kim Cuda, John Russell, Emily Lauritzen, Michelle Parks, Chris Dunham, Matt Winfrey, Gordon Todd, Kim Strohbehn, Lindsey Barnett (for Genna Campbell), Agnes Constantino, Kyle Meyer, Paula Turpen, Joanne Johnson, Teri Hartman
Bill opened the meeting by asking for comments to the Webinar, “Creating Internal Brand Ambassadors,” which 15 members of the Brand Advisory Committee participated in on Sept. 23.  Bill noted that the presenters from Oregon State stressed internal buy-in, the promotion of the brand across campus (posters, signage, etc.), multi-purposing of all materials, high-level support from deans and directors; great photography and art; “guaranteed” media placements; and providing collateral material to colleges/units. 
One BAC member noted the need to find campus “evangelizers,” those who have a great story to tell and aren’t afraid to tell it.  The fact that OSU used “real people” stories resonated with many in the group.  There was discussion in the group about ensuring that campus leaders have the information and tools they need to become brand ambassadors.  Being able to coordinate messages through the brand was seen as a key benefit for many in the committee. Also noted was how beneficial the messages would be for groups such as the Board of Counselors and Delegates – those people outside of the University who want to tell UNMC’s story.  Tying the branding initiative to fund raising was seen as a good way to get faculty buy-in and for them to see the benefits of the brand.  

Regarding the brand planning document and Jim Healy’s memo, all expressed sentiment that this document is better than the previous one.  A member noted that on the first page of the document, there is no mention of student loyalty and satisfaction; no distinction between current vs. prospective students. Also noted was that Lipman Hearne must understand that enrollment management includes student recruitment, admissions, marketing and retention. (continuum in terms of faculty and students)

A continuing challenge is going to be capitalizing on “Nebraska” but not look too parochial and insular. One messaging angle may be incorporating those who were born, educated and now work in Nebraska. Another could be those who come from the coasts and stay long-term.

One member noted that on Page 7, second-to-last paragraph, that public health should be added to the list of colleges. 

One member noted references to the Sorrell Center on Page 8 in the “innovators” differentiation paragraph. That person wondered if that reference and others should be more inclusive of our other projects, e.g. research towers, Center for Public Health, etc. 

In moving forward, Bill noted that Lipman Hearne is continuing interviews with 20 “influencers” in Nebraska and nationally. LH will have faculty/staff and alumni survey questions to UNMC on Oct. 10.  Bill explained that Lipman Hearne would use the results of the research to further develop the brand platform, and he noted that brand workshops would take place on campus in early December. 
The next brand advisory committee meeting is scheduled for 4 p.m. on November 5, in the College of Nursing building, Room 1010. 

