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UH Brand and Communications

University of Houston

University Advancement



“Learning. Leading.” Campaign

 Fresh and effective when it was 
launched

 No longer an active campaign

 No longer reflects the evolving 
nature of UH

 UH has new goals, new opportunities 
and new leadership. It’s time to 
update our communications to 
reflect our brand “position.”



A Bit About Branding

 An organization's brand or brand 
identity influences how the 
consumer perceives the organization 
and its product or services

 It’s a lot more than just a logo or 
color scheme, although those things 
are part of the overall brand identity

 A well-researched brand identity 
helps an organization have a 
positive effect in the marketplace 
and community it serves



Research

 Tasked with steering the branding 
effort, University Relations reached out 
to Fletcher Martin

 Fletcher Martin is one of the Southeast’s 
fastest-growing integrated 
communications firms

− Helps clients stand out by providing 
insights to define unique market 
position and distinctiveness

− Able to provide unbiased, third-party 
research insights.



Research

 Stakeholder Interviews

− Key UH Leadership & Faculty

− UH Board of Regents

− UH Alumni 

− Student Body Leaders

− Business and Community Leaders

 Focus groups

 Time on campus observing activities 
and environment



Audience Messaging Goals

 Students – enliven school spirit

 Houston Business Leaders - create 
preference for hiring UH graduates

 Alumni - give them permission to 
publicly flaunt their alma mater

 Faculty - re-engage beyond their 
curriculum

 Prospective Students - change 
perceptions to make UH a top 
choice, not a fall back



New Brand Ideas

 After research and analysis was 
complete, Fletcher Martin’s 
professional team came up with a 
few ideas for a new UH Brand 
Identity

 These ideas were tested in focus 
groups from key audiences

 Many ideas were received well, the 
few that were not were eliminated or 
re-imagined



UH Identity & Positioning

 Fletcher Martin recommends 
establishing an identity that is 
unique to UH, to differentiate us 
from other universities

− Take ownership for what we are; 
stop fighting in the shadow of others

− Emphasize our strengths: diversity, 
entrepreneurialism, connection to the 
City of Houston, accessibility



Positioning Plan

 Focus on the students, not on the “university”

 Take academic-speak out of our brand message

 Re-engage the campus with brand love first, then 
reach out community wide

 Drive interaction and engagement among our 
students, faculty, alumni and business community; 
give them permission to speak with enthusiasm 
about UH

 Use faculty and academic achievements as strong 
“reasons to believe” lending critical credibility to our 
brand positioning

 Make an earlier, positive brand connection with 
students



New Brand Ideas

 Recommendations for the new UH 
brand identity:

− Editorial – story-telling style, 
minimize “academic speak”, candid 
photos using actual students

− Urban - more urban landscape and 
actual UH buildings and scenery 

− Emphasize benefits of being located 
in City of Houston: jobs, internships

− Updated logo with more urban-style 
fonts and color scheme



New UH Logotype



Magazine Ad
Student Audience



Magazine Ad 
Alumni/Business Leader Audience



Billboards
Student/Prospective Student Audience



Using the New Word Marks

 New word marks can be used with or without 
the “You Are the Pride” tagline.

 Do not append other logos or marks onto the 
new UH logo.
− Do not append the interlocking UH

− Do not append current or past college/department 
logos or marks

− Do not mix new UH word mark with past UH 
college/department word marks



The Interlocking UH

 The interlocking UH logo is not 
disappearing

 We will continue to embrace this  
“heritage” mark, using it mostly as an 
Athletics mark.
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