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Phase 1: Internal Brand Training & Rollout 
To build consensus on the new A&T positioning and creative platform, 

an internal “training” process to educate and motivate faculty, staff, 

students, administration and the overall University community will be 

created. This training process will identify and answer a number of 

questions that internal constituents will likely have at the onset and 

going forward.  These questions may include: 

 

 

 

 What is the new A&T brand position? 

 Who does it impact? 

 Why is the University doing this? 

 Why is a new brand platform important? 

 What does it mean to me? 

 How does it apply to my specific area? 

 What will determine its success? 
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Phase 1: Internal Brand Training & Rollout, 

cont’d. 
Internal Strategy & Training Sessions 

 
 For the new A&T branding platform to grow, multiple training 

(“seeding”) sessions will be necessary.   

 Infusing the strategies, themes and overall essence of the new A&T 

brand among the various internal constituent. 

 Begin with the University leadership and other heads. In other 

words, we will be training the trainers.  
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Phase 1: Internal Brand Training & Rollout, cont’d. 
Internal Strategy & Training Sessions, cont’d 

 

 
With each of the groups that participate in the training sessions, the 

key goals will be to: 

 Get them to “buy into” the brand rationale, messaging,  creative platform 

and the university’s case for competition.  

 Organize them as extensions of the branding effort—with the idea of 

identifying “brand ambassadors” who want and should be part of the 

ongoing implementation process. 

 Quickly build excitement and anticipation for the pending external 

brand/campaign launch.  

 Communicate key information (talking points, purpose of campaign, 

“sneak preview”). 
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Phase 1: Internal Brand Training & Rollout, cont’d. 
Training Presentation Kit 

 

 

 

Prior to scheduling the actual training sessions, a training kit will be 

developed.  The kit or “brand toolbox” should include such items as: 

 Brief Introductory Video:  Highlight key elements of the brand 

research and creative development process to date; include select 

student, faculty and administrator testimonials (including one from 

Chancellor Martin) stating the strategic importance of this initiative to 

A&T, how it ties to Preeminence 2020, its necessity for keeping A&T 

competitive, what it means to live the A&T brand, what the brand, 

position statement and tagline means to them, what it should mean to 

others, etc.) 
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Phase 1: Internal Brand Training & Rollout, cont’d. 
Training Presentation Kit, cont’d 

 

 

 

 Training Script & PowerPoint: Key talking points including highlights 

from the research, rationale for the new brand positioning, how it is to be 

communicated internally and externally, show the brand creative 

concepts, etc. 

 Training Take-a-way Piece:  Develop a piece (perhaps similar in 

format to the current “Points of Pride”) that includes the new brand 

positioning statement and key talking points.   
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Phase 1: Internal Brand Training & Rollout, cont’d. 
Ongoing Internal Rollout & Communication Strategies 

 

 

 

Following the formal training sessions, the new branding platform will be 

unveiled to the greater A&T campus community.  As part of the overall 

internal rollout process, the following key elements will also be developed :   
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Phase 1: Internal Brand Training & Rollout, cont’d. 
Ongoing Internal Rollout & Communication Strategies, cont’d 

 

 

 

 Brand Guide Website:  The A&T website will include an in-depth 

“Branding Guide” site including such key elements of the new A&T 

brand, including: 

» An overview of the brand process, what precipitated its need, etc. 

» Positioning messages (“30-second elevator speech”) 

» The brand training process (format, attendees, ways for the community to get 

involved, etc.) 

» Branding creative usage guidelines & sample templates 

» Social media policies 

» Creative gallery including photography, design concepts and editorial style 

» Website development guidelines 
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Phase 1: Internal Brand Training & Rollout, cont’d. 
Ongoing Internal Rollout & Communication Strategies, cont’d 

 

 

 

 Blue and Gold 101: Course offering 

 A&T Branding Task Force:  Change the name of the current 

“marketing core team” to be a more formal branding task force. 

 Members of the task force will act as primary information providers to 

the campus community, and provide Chancellor Martin and the 

leadership team with valuable advice and reaction from the campus 

community.  

 Three related areas are of most interest within the brand building effort: 

public relations, advancement/ fund-raising, and student recruitment.  
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Phase 1: Internal Brand Training & Rollout, cont’d. 
Ongoing Internal Rollout & Communication Strategies, cont’d 

 

 

 

 

 Communication update to the campus community monthly or quarterly 

 A "branding resource analysis“ 

 Input to the Chancellor for a "State of the A&T Brand" report to the 

campus community annually 
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Phase 1: Internal Brand Training & Rollout, cont’d. 
Ongoing Internal Rollout & Communication Strategies, cont’d 

 

 

 

 Additional Internal Rollout Tactics: 

» Signs, Banners & Posters: Develop a campus-wide signage effort 

to engage students, faculty and staff to contribute and/or become 

part of the campaign, while also reinforcing key brand messages with 

specific academic programs and new success stories featured on the 

website. 

» Adhesive floor/stair graphics. Develop a series of top-line brand-

level messages and images to appear in unique and surprising 

places.  

  

 

11 



North Carolina Agricultural and Technical State University 

www.ncat.edu 

Phase 1: Internal Brand Training & Rollout, cont’d. 
Ongoing Internal Rollout & Communication Strategies, cont’d 

 

 

 

» Campus TV network. Reformat the poster layouts for use on the 

campus-wide TV network. 

» Editorial for the campus newspaper. Develop an article about the 

branding effort to appear in the first issue of the A&T Register.  

» Print ads for the campus newspaper.  

» E-mail signatures:  Develop consistent e-mail signatures with 

appropriate brand graphic treatment. 

» Campus store. Work with the University campus store to develop a 

line of clothing (or simply a few t-shirts) printed or embroidered with 

the new tagline. 

  

Timeline for Internal Training & Rollout Process 

March–July 2014 
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Phase 2: External Brand Development & Rollout 

 
The external brand development and rollout will encompass several 

different components that will be targeted/segmented based on the specific 

audience.  For the purposes of this initial plan, key recommended 

“recruitment” components will be the focus.  

 

 The new A&T recruitment campaign should include a strategic mix of 

components including:  
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Phase 2: External Brand Development & Rollout, cont’d 

 

 

 

 Print Communications:  The print pieces should all be developed with a 

specific “drive-to-web” or “call-to-action” strategy.  The goal is to provide just 

enough content so that students will be intrigued to take the next step to find 

out more by calling A&T, visiting the website or a social media page, etc.  

Content must be concise and digestible: 

» Viewbook or Junior Viewbook (12-16 pages maximum) 

» College Fair/Travel Piece 

» Academic Success/Outcomes Brochure  

» Tagline Posters  

» Open House/Special Program Invitation Pieces 

» Prospective Parent Piece (with emphasis on the value of an A&T degree) 

» Sophomore/Junior Early Contact Piece 

» Admitted Student Packet 

 

14 



North Carolina Agricultural and Technical State University 

www.ncat.edu 

Phase 2: External Brand Development & Rollout, cont’d 

 

 

 

 Video:  Create “story corps” project to bring the brand to life issuing an 

invitation to students, faculty, staff and alumni to tell their brief stories to 

populate the main University website, use on YouTube as part of the internal 

brand rollout phase, etc.   

 Web/Mobile/Digital Media Initiatives: Key online components should 

include: 

» Responsive Web Design 

» Social Media Strategy 
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Phase 2: External Brand Development & Rollout, cont’d 

 

 

 

 Online Media Advertising Campaign:  The campaign strategy will also 

need to include a Search Engine Optimization (SEO) component as well. 

 E-mail Communications: To further support Admissions communications 

with prospective students, new e-mail templates should be developed with 

integrated messaging and graphics. Editorial content should be direct and 

relevant to the recipient with a clear call to action.  Specific e-mail editorial 

guidelines should be developed and included as part of the new Branding 

Guide website cited earlier. 

 Official Campus Launch Event 
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Phase 2: External Brand Development & Rollout, cont’d 

 

 

 

 Other Tactics that fall into the broader brand execution over the next 

several months and into 2015. 

» Traditional Advertising:  Billboard, Print, Radio & TV 

» New A&T Faculty or Employee Welcome Packet 

» Brand Rollout Event at 2014 Homecoming 

» Third-Party Rankings and Peer Communications 

» Public Relations Campaign 
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Phase 2: External Brand Development & Rollout, cont’d 

Timeline for External Brand Development & Rollout  

 

 

 

April-August 2014:   

Creative development and production of priority external components 

 

August-October 2014: 

Rollout new immediate-need/priority components 

 

October 2014-Winter/Spring 2015: 

Ongoing brand development and execution; milestones achieved; monitor/track 

results; implement any revisions/changes to plan 
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