Introduction 

 
The University of Washington Bothell Brand Project is an evaluation of the health of the brand name since its foundation in 1990. The following report will present quick background history of the University Of Washington Bothell, (UWB) and its goal for opening this campus.  We will introduce our stakeholders for this project and tell you about the methodology used for the research.  In our findings we will report the most common and controversial issues affecting the brand of UWB along with some statements straight from our stakeholders. In conclusion, we provide some action steps to be taken by the University Of Washington Bothell leadership in order to make UWB the campus of choice in North Puget Sound area because of our high quality programs. 

Background History


In 1990, one of the reasons UWB was developed was due to branch openings from Washington State University. The expansion of the UWB was established to serve the needs of Eastside and Northern students who did not wish to live on campus. UWB would also provide the opportunity for older students and working people with families the convenience of a higher education without having to commute long distances.  The goal of UWB is to provide students with small size classes and the skills required working effectively in study groups. 

Stakeholders


In order to assess the health of the UWB brand we chose a group of stakeholders who are vital to the existence of UWB.  Our stakeholder group was composed of faculty and staff members of UWB who are the foundation of our institution and also help form the reputation through their credentials.  We believe that faculty and staff will lead this campus into the future.

Methodology 


For our research we used one on one confidential interviews.  We interviewed ten faculty members and ten staff members.  From the faculty we interviewed 6 members from the business division, 3 from Interdisciplinary Arts and Science (IAS) and 1 from the CSS program. Our interview had 20 questions for each member and took approximately an hour to conduct. Two sample questions are: Do you feel any responsibility to educate students about UWB? And, Do you feel UWB has name recognition in the Seattle area?  By asking these types of questions we were able to assess their perception, their consideration, their key branding challenges and we were able to find out how well UWB is communicating with our stakeholders group.  All of our interviews were conducted at UWB between Feb 14, and Feb 26, 2001. 

Findings

The common issues affecting UWB are the following:

Cascadia and Bothell Awareness 

Poor Website Quality

Poor Alumni Awareness

Poor Marketing Strategy

Some of the controversial issues affecting UWB are the following:

Cascadia positive or negative influence

Entrance standards

Marketing Strategy at UWB

In regards to the marketing strategy at the University Of Washington Bothell, we found that even though we are investing in some marketing activities such as going to community colleges, sending brochures, advertising on newspapers and some radio stations.  Our efforts for the most part are in vein. The marketing tools used are not reaching our target segment.  67% of our students are from King County and only 33% are from the north end.  We cannot reach our target segment by advertising on KMPS a country music radio station. 

We are aware that the marketing budget is a problem, however when the decision is made to spend funds on advertising we don’t use it wisely. For example: we had a web-banner, which cost $900 a month, and it only received 20 hits during that month.  Very ineffective for the money invested.

Another problem is we do not have an adequate marketing staff.  The marketing job is currently the responsibility of advisors and some staff members. Each advisor and administration specialist goes twice a month to community colleges to talk to students and advisors.  However, the staff members in charge of these activities have no experience in marketing, and are not familiar with what best fits the needs of UWB and what will be the most effective.

One suggestion made was to increase the awareness of the ambassador program, which only has 2 students at the moment.  These students are paid to help promote UWB.  The staff believes having testimonial from current or past students at community colleges would have a better impact on potential students.  The staff involved in marketing agrees that it is imperative to hire more people with marketing expertise and give UWB the name brand recognition it is so deserving of.  

Cascadia and Bothell Awareness

Since the grand opening of our new campus, Cascadia has received more publicity then UWB.  In fact a few of our stakeholders said, “One thing is for sure, is that Cascadia had a lot more publicity then us.”  This is because Cascadia has done more advertising.  For example, Cascadia continues to advertise at the eastside movie theaters while UWB has discontinued theirs.  As one of our stakeholders exclaims, “I live in Lynnwood, I received Cascadia Community College’s catalog every quarter, but I have never received anything from University of Washington, Bothell.  

While it may be true that there are limited funds for advertising for our campus how can we get the word out that UWB is the campus of choice in the North Puget Sound region?  As one of our stakeholders so willingly explained, “Without some form of media effort, it seems like a long process to depend on word-of-mouth, and speaking now as a consumer, I’m not aware of any actual promotional program out there for our school.”

In our research we found the public thoughts of UWB as being part of Cascadia.  This is a poor message being perceived by the public.  As one of our stakeholders put it, “In terms of image of the community, I think it harms us because people think you are part of Cascadia Community College, but we know we are two different entities, so that is not clear to the public.”   In fact several of our stakeholders found that when talking to members of the community about UWB, many people associated Cascadia as being part of UWB.  Many members of the community have said to the staff, “Oh your part of that Cascadia College.” Given this information, many of our stakeholders felt that other community colleges may view Cascadia as a link to UWB and “Might think that we are here for Cascadia only.”  This can become a deterrent for obtaining other community college applicants.  This is why it will be vital to improve our recruiting efforts.  

On a more positive note many of our stakeholders felt the location of UWB and Cascadia can develop a “flow of students,” who will want to attend UWB.  In fact many of our stakeholders felt that since the campuses “are so close together it could help prepare Cascadia students to be able to act like the first two years of our program.”

Another stakeholder felt that “The alliance between UWB and Cascadia is good, and I imagine it will eventually become a four year institution.”   By creating mixed responses in our dealings with Cascadia, we have created tension and positive feelings with them. There seems to be miscommunication between different programs and levels in our organization at UWB.  Perhaps a liaison between departments would be benefitial.  In fact this could be done with little money by hiring students as interns to help in the marketing functions of the school.

We believe that it is important for our school to advertise independently in order to differentiate ourselves from other schools.  While it is important to maintain a good relationship and link with Cascadia, we should not limit ourselves.  Without stronger marketing efforts, this will be difficult to accomplish.  We have been in the shadow of UW Seattle, now is not the time to fall in the shadows of Cascadia but rather stand out and make a name for ourselves.   However quality is hard to stand on it’s own when the public is not aware of what we have to offer.

Website

We found staff and faculty have negative opinions toward our website.  Although we did not include the question of website quality, they felt they had to say something about our website problems during our interviews. 

Many thought the website looked homemade.  They mentioned the monotony and dull simple colors, simple format, simple fonts, a lot of empty space, and nothing attractive.  We found the website was last updated in September 2000.  Some staff and faculty thought based on the website it was hard to believe UWB having a good computer program with quality courses offered.  We believe the poor website quality is misleading people into thinking UWB is not good at computer science.  When you compare UWB to UWT the website are drastically different.  The quality should be just as good at both locations to mirror the quality and reputation of UW.

There is also a non-needed link on the upper right corner of UWB’s homepage, which has the link to Cascadia Community College next to UW Tacoma.   During our interviews it came out that the link could mislead people into thinking Cascadia Community College is part of the UW family while except for sharing a library with CCC, UWB has no relationship with CCC at all.  Taking a look at CCC’s homepage, we did not find the link to UWB on its main page but rather at the very bottom.  Since CCC doesn’t belong to the UW family, the link should be taken out. 

Our study also shows the website as being very complicated.  The staff and faculty said that it was difficult to use and difficult find the information they wanted.  They said, “when you are searching on the website, it takes you to UW Seattle’s website, and then you have to type and search again.  Sometimes it brings you back to UWB.  Just back and forth and back and forth, wasting a lot of time.”  We should separate from UWS’s database system and have our own.

The campus picture on our website is very low quality.  It is small with buildings crowded together.  Some staff and faculty suggested that being a new campus with new buildings and facilities, we display the new campus in a positive way, perhaps adding a UWB campus photo gallery.  This would allow people the ability to view the images of our school and seek out our new and advanced facilities, such as fast Pentium III computers with 19-inch screens, and high tech classroom.

Highlighting UWB’s positive attributes on the website is another that staff and faculty mentioned.  Since UWB is young and lacking in advertising, many people are not aware of our school’s attributes.  We think the website should include an introduction alone with the photo gallery, that highlight the school’s attributes, such as quality education, brand new buildings and facilities, small class size, hard working professors, good relationship among staff, faculty, and students, and so on.

The Internet is an important media that we should utilize to it’s fullest potential.  It is critical the website look professional, attractive, and easy maneuver.  Since UWB doesn’t have the money to spend on advertising, enhancing the website quality is an economical and powerful way to advertise.


Entrance Standards

We asked our stakeholders if they believed UWB should increase its entrance standards or maintain them.  Most responses were in favor of increasing them.  We found entrance standards to be a controversial issue for by doing so it potentially could attract more students yet discourage others from applying.  We recommend increasing entrance standards for it could eventually lead to an improved reputation.  The hope is for people to say, “Wow, you graduated from UWB!”  Here are some quotes that demonstrate the feelings on entrance standards.  “We should raise entrance standards.  Many people feel that if you raise them, fewer people will come to your school.  However, just the opposite happens, it seems counterintuitive, but if you raise entrance standards more students will apply to the school.”  “Entrance standards should be tougher.”  “We should increase them so we can become stronger because there is a perception that we’re second.”  

We should not only be concerned with entrance standard but also with our Alumni program.  Our stakeholders feel Alumni are an important part of the UWB awareness.  Alumni can contribute tremendously to the current and future awareness of UWB. There have been golf events for Alumni to raise money, but we see the greater potential for additional events. Alumni represent the school and its successes currently in the marketplace.   The alumni association needs to interact with students, especially graduating seniors.  They should find a way to meet with every senior individually.  Every senior should be mailed an application and information on UWB’s alumni program consistently. These are simple yet effective ways to booster support and obtain those much-needed funds to further our schools support. Once students have been in the work force and are achieving their success, they can then give back to their school.   “Once we are able to build up Alumni donation funds we will be able to enhance the schools reputation.”  Currently our Alumni program is under a new director and has great potential.

In conclusion, we recommend the University Of Washington Bothell take the following action steps in order to make UWB the campus of choice in North Puget Sound area.
UWB needs to market its positive attributes: High quality programs, personal interaction between students, faculty and staff and small class size.  This should be done on the Website and everywhere possible.

The CSS program should create a project to improve our website using incentives if need be.

We should take advantage of our position with the Seattle campus and build a stronger partnership with them. 

With entrance standards, even though this was a controversial issue, we recommend to increase standards to develop a better reputation as a stellar institution. 

UWB needs to hire a marketing staff with experience that will make UWB the campus of choice in the north Puget Sound.   

Our advertising should be focused on all potential students and not just those at Cascadia.

Each faculty member should take a few minutes at the start to each class every quarter to promote UWB.

We also recommend marketing students becoming involved in the American Marketing Association and participate in the national competition as well as local activities in the community to increase the publicity and awareness of UWB. 

Last, but not least our #1 recommendation is to create a slogan that it easy to recall and easy to recognize, along with increasing word of mouth advertising. 

To close this report, we asked ourselves “Does UWB has name brand recognition?” The answer is “yes”.  We have some, but have the potential for a lot more.  We are being recognized for having small class sizes, good quality programs, and excellent relationships between student, faculty and staff. However, we are a young institution and it will take a combination of effort, media and time to become the greatest University in the Puget Sound. This is only the beginning …… 

Faculty Questions:

Thank you so much for allowing us to come in and interview you.  This is a tremendous learning experience for us as students, as well as for the faculty and staff.  Our research findings will be located on Professor Sandeeps website.  You are also more than welcome to view the presentation on the March 7th.

How long have you been employed with UWB?

When did you first hear about UWB and what were you first thoughts?

Do you think UWB is an independent brand name from UWS or just a branch of UWS?

Do you feel that UWB has name recognition in the Puget Sound?

What made you choose UWB as part of your career?  Did you choose between UWB and another offer?

What is your perception as a faculty member of UWB?  Where do you rank the UWB in the State of WA?

If you are or have worked for UWS can you tell us the differences positive or negative?

If you have taught at other Universities can you give us a comparison to UWB?

Do you feel the quality and level of education at UWB is superior, substandard or equivalent to that of UWS?

Do you see UWB’s reputation superceding that of UWS currently, or more likely to occur in the future?

Do you feel the entrance standards for UWB are good enough?  Should we increase them?

Do you know of any actions that UWB has taken to differentiate themselves from UWS?

Do you think the UWB Business program will be, or is more outstanding than UWS and other Universities in the nation?  Why or Why not?

The UWB visibility is much better now than in Canyon Business Park.  However, do you think that being next to Cascadia College helps UWB or harm us? Why?  What are the positive and negative points of our position now?

Should UWB track the success of UWB vs. UWS for a potential marketing strategy?

Do you think it’s important for UWB’s marketing strategy to track and report how past graduates perform in the employment market?

Do you feel any responsibility to educate your students on UWB’s past and future goals?

Have you as a faculty member increased awareness of UWB in the past?

How can UWB without media increase awareness and get attention? How can we communicate to the community that we are the campus of choice in North Puget Sound Region because of our high quality programs?

Will UWB in your opinion ever rise to the level that UCLA did?  Why or Why not?

How does UWB treat you as faculty, and how should they?

Any final thoughts you would like to add?

Thank them for their time!

Staff Questions:

How long have you been employed at UWB?

When did you first hear about UWB and what were you first thoughts?

What is your perception as a staff member of UWB?  Where do you rank the UWB in the State of WA?

What is a hindrance or strength of UWB?

Do you feel that UWB has name recognition in the greater Seattle area?

Does UWB stand out in any way against other Universities?

Do you think UWB is an independent brand name from UWS or just a branch of UWS?

How is UWB autonomous from UWS?

Are you aware of any marketing activities that have taken place to promote UWB?

Have you as a staff member increased awareness of UWB in the past?

How long do you think it will be before UW of Bothell is able to afford media services?

How can UWB without media increase awareness and get attention? How can we communicate to the community that we are the campus of choice in North Puget Sound Region because of our high quality programs?

The UWB visibility is much better now than in Canyon Business Park.  However, do you think that being next to Cascadia College helps UWB or harm us? Why?  What are the positive and negative points of our position now?

Do you feel UWB will ever be taken seriously as a campus of its own with a stellar reputation for quality and excellence?

How does UWB treat you as staff, and how should they?

Any final thoughts you would like to add?

Thank them for their time!

SAMPLE INTERVIEW

How long have you been employed with UWB?

FIVE YEARS

When did you first hear about UWB and what were you first thoughts?

PROBABLY EIGHT YEARS AGO, AND PERCEIVED IT AS NOTHING MORE THAN A KIND OF SATTELITE OF THE MAIN CAMPUS

Do you think UWB is an independent brand name from UWS or just a branch of UWS?

I THINK IT’S GETTING THERE, BUT PROBABLY NEEDS SOMETHING TO GAIN MORE RECOGNITION AS AN FREE-STANDING INSTITUTION

Do you feel that UWB has name recognition in the greater Seattle area?

NO

What made you choose UWB as part of your career?  Did you choose between UWB and another offer?  

I MET SUNDAR ABOUT FIVE YEARS AGO, AND HE SUGGESTED I CONSIDER TEACHING THERE, THEN I MET WITH HIM AND STAN AND THE REST IS HISTORY.  IT WASN'’ ANYTHING I HAD ACTUALLY PLANNED ON.  

What is your perception as a faculty member of UWB?  Where do you rank the UWB in the State of WA?  I WOULDN’T REALLY HAVE A NOTION, EXCEPT THAT IT’S A LONG WAY FROM BE RECOGNIZED AS A STAND-ALONE INSTITUTION.

If you are or have worked for UWS can you tell us the differences positive or negative?

HAVEN’T WORKED THERE.

If you have taught at other Universities can you give us a comparison to UWB?

FIRST TIME TEACHING.

Do you feel the quality and level of education at UWB is superior, substandard or equivalent to that of UWS?

MY GUESS IS IT IS SLIGHTLY LOWER THAT THE UWS ACADEMIC STANDARDS.  I KNOW IT’S ADMISSION POLICY IS LOWER.

Do you see UWB’s reputation to now or one day supercede that of UWS?

NOT REALLY.  UWS HAS INTERNATIONAL STATURE BASED ON IT’S RESEARCH PROGRAMS, AND ATHLETIC PROGRAMS, TO NAME JUST TWO AREAS.

Do you feel the entrance standards for UWB are good enough?  Should we increase them?

THEY’RE PROBABLY WHERE THEY SHOULD BE FOR NOW, GIVEN UWB’S CURRENT MISSION.

Do you know of any actions that UWB has taken to differentiate themselves from UWS?

YES, BECAUSE I WAS INVOLVED IN SOME DISCUSSIONS TWO YEARS AGO ABOUT TRYING TO MARKET UWB.  I’M NOT AWARE OF ANY ACTUAL PROMOTIONAL PROGRAM OUT THERE, SPEAKING NOW AS A CONSUMER.

Do you think the UWB Business program will be more outstanding than UWS and other Universities in the nation?  Why or Why not?

I DON’T FEEL I’M QUALIFIED TO MAKE THAT KIND OF ASSESSMENT.

The UWB visibility is much better now than in Canyon Business Park.  However, do you think that being next to Cascadia College helps UWB or harm us? Why?  What are the positive and negative points of our position now?

I THINK IT CREATES AN IMPRESSIVE PHYSICAL PRESENCE NOW—FAR BETTER THAN THE OLD LOCATION.  I THINK THE ALLIANCE BETWEEN UWB AND CASCADIA IS GOOD, AND I IMAGINE IT WILL EVENTUALLY BECOME AN ACTUAL FOUR-YEAR SCHOOL. 

Should UWB track the success of UWB vs. UWS for a potential marketing strategy?

I SEE NO REASON TO TRY TO MAKE THAT KIND OF COMPARISON, SINCE THEY ARE VERY UNIQUE OF EACH OTHER.  I THINK UWB SHOULD TRACK ITS OWN PROGRESS WITH A BENCHMARK BASED ON CERTAIN OBJECTIVES AND GOALS.  

Do you think it’s important for UWB’s marketing strategy to track and report how past graduates perform in the employment market?

ABSOLUTELY.  THE SUCCESS OF GRADUATES IS A GREAT WAY TO IMPROVED THE PERCEIVED VALUE OF UWB TO OTHERS, AND FURTHER ELEVATES IT AS AN INSTITUTION OF HIGHER LEARNING.

Do you feel any responsibility to educate your students on UWB’s past and future goals?

I DON’T PERSONALLY.  THAT IS SOMETHING THAT THE SCHOOL ADMINISTRATION SHOULD PROMOTE, BUT WHATEVER IT CLAIMS TO ITS STUDENTS SHOULD BE WELL SUBSTANTIATED FOR THE SAKE OF CREDIBILITY.

Have you as a faculty member increased awareness of UWB in the past?

ONLY THROUGH THE VOLUNTEER EFFORTS MENTIONED ABOVE, AND THROUGH CONVERSATIONS WITH PEOPLE I MEET, AND THE SUBJECT OF MY TEACHING COMES UP.

How long do you think it will be before UW of Bothell is able to afford media services?

I THINK THEY SHOULD AFFORD THEM RIGHT NOW--CREATE A REALISTIC MARKETING BUDGET BASED ON WHAT THEY WANT TO ACHIEVE, THEN HAVE IT DONE PROFESSIONALLY.  DO NOT TRY TO DO IT IN-HOUSE.  LET AN OUTSIDE FIRM HELP UWB DO IT RIGHT.

How can UWB without media increase awareness and get attention? How can we communicate to the community that we are the campus of choice in North Puget Sound Region because of our high quality programs?

WITHOUT SOME FORM OF MEDIA EFFORT, IT SEEMS LIKE A LONG PROCESS TO DEPEND ON WORD-OF-MOUTH AND INCREASED AWARENESS AS PEOPLE DRIVE BY ON THE FREEWAY.  IN ADDITION TO DEVELOPING ITS OWN MEDIA CAMPAIGN, WHICH WOULD PROBABLY INCLUDE PUBLIC RELATIONS AND PAID ADVERTISING, THERE SHOULD BE PROGRAMS THAT REALLY DRAW ATTENTION TO THE SCHOOL, IN THE FORM OF ACADEMIC ACHIEVEMENTS AND OTHER PROGRAMS.

Will UWB in your opinion ever rise to the level that UCLA did?  Why or Why not?

THAT’S A VERY DIFFICULT QUESTION TO ANSWER WITH MY LIMITED KNOWLEDGE.  ANYTHING IS POSSIBLE, BUT MY FIRST QUESTION WOULD BE WHY IT WOULD MATTER.

