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Executive Summary 
The stakeholder group for this report was the current students at UWB. We identified how these students discovered UWB, their perceptions, and how it competes with other universities.  

The main approach for our qualitative research was forming a focus group. We formed our research questions for the discussion guide based on four assessments: Awareness, Perception, Communication Audit, and Credibility/ Consideration. We conducted two, four-person focus groups that consisted of both day and evening students. The first and second focus groups consisted of two Business students, one CSS student, and one Interdisciplinary Arts and Science student. In addition, we sent out an e-mail with a survey attached to all business students. With the 33 responses from the e-mail, combined with the information gather from the focus groups we identified several recommendations.

Awareness


Both day and evening students heard about UWB from friends, family, advisors of other schools, or live close to the school. Several learned about the UWB from the University of Washington-Seattle, after they were unable to get into a UWS program. Other students accessed UWB from the web site, or handouts regarding the programs offered at UWB. Many students stated that advertising did not influence evening students’ decisions to apply to UWB. 

Perception


The perception assessment gathered information on how current students perceive UWB. Student perceptions, since attending UWB, have changed both positively and negatively. 
Most students believed the association with UWS gives UWB prestige and merit. However, other students thought of UWB as “inferior” and a “spin-off of UW(S).” MBA students had more positive perceptions of UWB than the undergraduate day and evening students. Many considered UWB to be a smaller version of UWS with a more personal education. 

Communication Audit

 
The communication audit assessment was about how well UWB is communicated to the current students.  Most students believed UWB was doing a good job of promoting events and workshops.  In addition, many students visited the UWB web site, but think it needs to be improved.  Several students stated the advising staff in the business program had been ineffective in communicating with students, while others found the staff helpful. 

Credibility/Consideration

  
For the credibility/consideration assessment, we wanted to learn how seriously UWB was taken and how credible current students saw a UWB degree.  We asked the students whether they would say “UW” or “UWB” as the school where they graduated.  Most students agreed that they would say “UW” and not “UWB.” Many students felt that a UWB degree was credible because it was a University of Washington degree, but not as credible as a UWS degree. Also, they did think UWB had a strong enough reputation for the degree to stand-alone. One student stated, “UWB is relevant when, in the future, UWB is akin to UCLA, UC-San Diego, etc.”  

Recommendations

We recommend UWB maintain a connection with UWS.  Staff and advisors at the other campuses as well as at community colleges, need to be trained as to the programs offered at UWB. Students should be able to consider UWB as their first-choice option, not a second choice. In addition, UWB should increase its advertising through media and Internet about the programs and courses offered.  Finally, in order for Bothell to obtain its own brand, it will take time. 

Stakeholder Group


The University of Washington Seattle (UWS) is an established institution and is recognized as a university offering excellent education to its students.  There are currently two other campuses, University of Washington Tacoma (UWT) and University of Washington Bothell (UWB).  The purpose of this report is to increase awareness of the UWB brand.  

The stakeholder group we focused on for this report was the current students at UWB.  Students are crucial to the lasting existence of any university including the UWB.  Without a constant enrollment of new students, a university will cease to exist.  Therefore, it is important to find out the opinions of the current students at UWB, as well as how to improve the image of this relatively new school.  We found out how these students discovered UWB, if their perceptions have changed since first enrolling, and how UWB competes with other universities.   The current students made several comments as to the positive and negative aspects of UWB.  These comments were then used to make several recommendations on how to improve and build brand awareness of UWB.  These recommendations should be considered to not only satisfy the needs of the current students, but also to attract new students. 

Research Methodology  
Our research for this project was conducted by selecting current students from the University of Washington-Bothell to be part of a focus group. We set up two different focus groups to obtain the views from both day and evening students.  We wanted to find out the different perspectives, if any, of the day and evening students. 

Prior to conducting our focus group, we referred to Professor Huneke’s discussion on how qualitative research is conducted and how to turn results into a report. The main approach for our qualitative research was forming a focus group. We formed our research questions for the discussion guide based on four assessments: Awareness, Perception, Communication Audit, and Credibility/ Consideration. Our discussion guide started with an introduction, icebreaker questions, and then concluded with our objective-specific questions.

We contacted current students from different academic programs by going to the ASUW Student Government Office in room LBA 204. We asked Racquel Lang to send out a detailed email informing all students with a UWB email account that a focus group was being conducted. Two focus group meetings were preformed on Wednesday, February 21st with one for day students at 1:30p.m and the second for evening students at 5:00p.m. The meeting was held in room 214-conference room in the library.

There were ten responses from UWB students, but only eight students showed up at the focus group meetings. There were four participants in each focus group. The first and second focus groups consisted of two Business students, one CSS student, and one Interdisciplinary Arts and Science student. The profile for the first focus group was day students, consisting of two students in their early twenties and two students over thirty. The profile for the second focus group was evening students over the age of twenty-five. 

Another research method we used was sending out an email with a survey attached to all business students.  Professor Sandeep assisted us by announcing to his other classes that a survey was been sent out and to help by completing the survey.  We collected a total of 33 responses, several were from Business students in the Masters program and the remaining from undergraduate business students.  We gathered all the responses from the survey and focus groups and identified several research findings within the four assessments: Awareness, Perception, Communication Audit, and Consideration/Credibility.  Based on these findings, we came up with our recommendations.  

Research Findings

The information gathered was divided into four assessments: Awareness, Perception, Communication Audit, and Credibility/Consideration.  Responses were collected from fourteen-day, ten-evening, and nine-master students of the University of Washington-Bothell.

Awareness


The awareness assessment is based upon how current students heard about the UWB and whether the new campus has increased awareness to the community, as well as other potential students and stakeholders.  Students were asked whether they encountered any form of advertising or promotions prior to applying, and if it influenced their decision to attend UWB.  They were also asked for additional reasons as to why they chose to attend UWB.


According to day students, most heard about UWB from friends, family, and advisors of other schools.  Five students learned about the UWB from the University of Washington-Seattle.  UWS sent out information about UWB to students who did not get into a UWS program. While other students accessed UWB from the website link on the University of Washington web page.  A total of ten respondents did not encounter any form of advertising that influenced their decision to apply to the UWB.  A couple of students stated they learned about the school from handouts regarding the programs offered at UWB.  Most students believed the new campus and high-tech facilities has had a positive impact on awareness.  One student said, “The new campus is more academic and bigger.  I think it offers more and UWB is getting noticed.”  

Many students agreed on several reasons for attending UWB; the reputation of the University of Washington, convenient location, access to parking, the business program, and small class sizes.  Day students believed the association with UWS gives UWB prestige and merit.  However, one student mentioned that “UWB caters to the evening students and really neglects the students who have to take morning classes.  In addition, they really offer such a limited amount of classes each quarter (at least in the business section) that they offer the student little to no option of what they can take.”


Most evening students heard about UWB from friends and family, or live near the school.  Three students applied to UWS and were informed about UWB from the Seattle business school.  Similar to the findings from day students, advertising did not influence evening students’ decisions to apply to UWB.  Other factors such as the location of campus, programs offered, and the UW reputation influenced their decisions to attend UWB.  Six of the evening students chose UWB because it is closer to where they live and work and they can avoid traffic by not having to travel across the 520 Bridge.  Some students believe the new campus has increased the awareness of UWB because it is visible from I-405.  While only two students mentioned the faculty at UWB as better than at UWS, one student said: “I like the smaller classes, although I think the professors at UWS are better.”  Another student felt there was a lack of coordination between the UWS and UWB business schools and “that UWB is trying to separate too much from the main campus-as if we are our own school or something.”  The student mentioned the advising staff at UWB does not “have a clue about what is really going on here, nor do they care much about the unique needs of their students.”


Two students learned about UWB when applying to masters programs at UWS.  UWB was offered as a recommendation after the students were not admitted to the UWS - MBA program.  A few students learned about the masters program at UWB from the University of Washington website.  Only two students were aware of advertising from the radio or mailings, and this helped influence their decision to attend the UWB.  One student felt the new campus had impacted the awareness of UWB because “it provides a better location and consequently a higher profile.”  For all nine respondents, the reasons for attending UWB rather than another college were the location, quality of a University of Washington education, and that the MBA program was offered.

Perception


The perception assessment gathered information on how current students perceive UWB.  Students were asked to state what the major misconceptions are about UWB, and whether their opinions have changed since they started attending. 


Eight-day students perceived UWS to be a large, prestigious university, and four students associated UWS with the football team.  One student referred to UWS as a “science school, focuse(d) solely on research.”  When asked what comes to mind when UWB is mentioned, many saw it as a small extension of UWS with a close-knit community.  “Professors actually recognize students by face and name” and are not referred to by student numbers.  Two students thought of UWB as “inferior” and a “spin-off of UW(S).”  Some of the negative perceptions from other students and the general public are that UWB is not as good as the Seattle campus and is seen as a second-rate education.  Many of the students’ perceptions have changed for the better since attending UWB.  They perceived the quality of education to be less than UWS, but now believe the quality is higher than UWS because of the curriculum and the faculty. However, the perception of five students did not change after enrolling at UWB.  In addition, one student’s perception changed from positive to negative since attending classes at UWB.  

“I thought that it would be good but now I don’t think that.  I think the professors at Bothell are really hard and very hard to get help from.  I (and many of my fellow classmates) feel that these professors are out to prove something.  It’s like they don’t like being at Bothell and they are out to prove that they can teach at UW Seattle.”


Perceptions of the evening students, since attending UWB, have changed both positively and negatively. One student had the perception that UWB would be “more like a community college with no real merit behind it.” Two students entered with high expectations and were disappointed because they perceived the quality of education to be less than UWS. However, other students entered with a perception that UWB courses would be easier, the quality of education would be lower compared to the UWS, and the environment would be unfriendly and impersonal.  The dedication of the faculty and the feeling of a small community changed these perceptions. 


The MBA students had more positive perceptions of UWB than the day and evening students. UWS was referred to as the main university in the state of Washington with a good business and law school. When asked what comes to mind when UWB is mentioned, a couple of MBA students refer to UWB as a branch or satellite campus.  Most of the students considered UWB to be a smaller version of UWS with a more personal education. Several MBA students did not have any misconceptions about UWB, and their perceptions did not change since starting classes at UWB. Some students stated the quality of education was high, with an emphasis on applying learned concepts as opposed to just thinking about the concepts.  

Communication Audit


The communication audit assessment was about how well UWB is communicated to the current students.  Respondents were asked if they had visited the UWB website, and whether or not is use useful.  The effectiveness of the advising staff’s communication effort was also assessed.  


Most day students believed UWB was doing a good job of promoting events and workshops.  A couple of day students felt the promotion of events and workshops were overly communicated through e-mail.  Students were tired of being spammed with information of little interest or concern to them.  All of the respondents were aware of facilities such as the Writing Center, Media Center, and Career Center. However, but only half of the students had taken advantage of these services.  Most students had visited the UWB website and felt that the site needed to be improved.  The website has large amounts of useful information, but needs to be organized more effectively to make it easier to navigate. Also, it needs to promote a better image to other people visiting the UWB website.  The library reserves and course time schedules on the website have been cited as positive.  Six students responded that the advising staff in the business program had been ineffective in communicating with students.  Some of the reasons were, the updated time schedules were not posted in a timely manner, advisors were unable to answer questions regarding graduation requirements, or questions were answered incorrectly.


Half of the evening students felt UWB was doing a good job promoting events, whereas the other half felt they had not received enough or any information regarding upcoming events.  One student had a negative response toward the UWB website.  “I think this is a poor example of what you can expect coming into this high-tech school.  There is limited interaction, no course evaluations for UWB professors, and no graduation information.”  Other students found the web site useful, however finding phone numbers or hours of operation took extra effort. In addition, students thought features on the UWS website should be added to the UWB website.  Very few evening students had met with advisors.  Two students have had a positive experience with the advising staff in planning their courses.  However, four students had negative experiences with the advising staff due to miscommunication of transfer requirements and not being informed as to which quarter certain classes were offered.


Most MBA students believed UWB was effectively promoting events.  The website was also considered useful.  However, some students stated the web site required a lot of navigation to find specific information.  Two students consulted with advisors and had a positive experience because the advisors followed-up on their concerns.  The rest of the students did not consult with advisors because the MBA program is well structured and the courses are planned out so there was no need to consult with an advisor.

Credibility/Consideration


For the credibility/consideration assessment, we wanted to learn how seriously UWB was taken and how credible current students saw a UWB degree.  Students also provided their opinions on whether “Bothell” should appear on their diploma or transcript.  We also asked current students whether they would say “UW” or “UWB” as the school where they graduated.


A majority of the day students said that a UWB degree is credible in comparison to other colleges because it is still a University of Washington degree.  However, many students believed that the UWB is not a well enough established school for the degree to stand-alone.  Respondents also mentioned that a UWB was not as credible as UWS, but it would be in 5-10 years.  Four students expressed their concerns about having “Bothell” on their diploma because it is perceived to not be as credible as a UWS degree.  If someone asked which school they graduated from, six students said they would just say “UW.”  The general consensus was that UWB is a part of the University of Washington and by saying “Bothell,” it just stated where the classroom was located.  Three students said they would say “UWB.”  One student mentioned, “I always say UWB.  I hate the Seattle campus and don’t want to be associated with it in any way.”  Five students would say they attended “UW,” but would say “UWB” if someone was familiar with the UW’s tri-campus system or if they were specifically asked if they graduated from UWB.


In contrast to day students, a majority of the evening students believed a UWB degree was not credible by itself.  Several mentioned that it will take time for the degree to stand on it its own.  Seven students believed that a UWB degree was not as credible as a UWS degree.  This was due to the fact that a branch campus has a stigma attached to it as being less rigorous and intensive as a university. Also, awareness about the UWB was very limited.  Only three students did not want the “Bothell” featured on their diploma.  One of the determining factors of a student transferring to UWB was that the transcript would not mention “Bothell” on it.  Other students were indifferent about having “Bothell” on their diploma and would prefer to have “Bothell” printed in a small font on their diploma.  The responses regarding whether students would say they graduated from “UW” or “UWB” was evenly split.  Four students said they would say “UW” and another four students would say “UWB.”  One student stated, “UWB is relevant when, in the future, UWB is akin to UCLA, UC-San Diego, etc.”  Another reason for saying “UW” is that if they said UWB, they would have to provide explanations about UWB, as well as answer many questions from people who were not familiar with UWB and its programs.


Several master students believed a UWB degree was credible since it is linked to the UW.  An overwhelming majority stated they would prefer not to have “Bothell” on their diploma.  They believed there was no need to print “Bothell” on the diploma because it is still an UW degree.  A couple of students mentioned that a graduate degree still needed to be approved and conferred through the Seattle campus, making the “Bothell” distinction unnecessary.  Another student stated that designating a location indicates a quality issue and that it lowers the stature of the degree because it is not good enough to be considered a “UW” degree, and therefore is labeled as a “UWB” degree.  Only two students would tell another person they attend “UW” instead of “UWB.”  Three respondents would say “UWB” for specificity and “UW” if people were unfamiliar with the Puget Sound area, or if they thought a branch campus would give a lesser impression, and four students would answer with “UWB.”  

Recommendations


We felt that many perspective and non-perspective students have been influenced as to not attend UW Bothell because of negative comments made by the advising staff of UW Seattle. It may also be some of the reasons why UW Bothell might be having a difficult time portraying a positive image and raising awareness. Therefore, we recommend that UWB maintain its connection with UWS. This is important because UWB can train and inform the advising staff at UWS, as well as the community colleges. UWB needs to reiterate to the advising staff at the various institutions that UWB is viable option, and not a second-choice. Students be given the opportunity to consider UWB as their first-choice option.  A crucial time to advise and inform students about UWB is when they are filling out their application and not after they have been rejected by UWS. 


We also recommend that UWB advertise in the media and Internet about the programs that are being offered. In addition, UWB should distribute pamphlets and program catalogs at local community centers. The advertisements should highlight all the positive amenities that UWB has to offer such as the high-tech facilities, small class sizes, and the abundant, inexpensive parking. 


Have you ever visited a University Bookstore and looked at all its merchandise?  Have you ever seen an UW Bothell sticker or even a T-shirt? The answer is no! Therefore, UWB should start selling its own merchandise in all the University Bookstores to raise a few eyebrows.  Although, this recommendation might not bring full awareness of UWB initially, it will cause students to ask questions and learn more about UWB. 


UWB should also follow the footsteps of the community colleges by distributing class schedule programs through direct mailing. This has been very successful for the community colleges by putting the word out about their programs and course offerings.  The feelings about UWB’s web site are unanimous among the UWB faculty, staff, and students; it should be updated regularly.  


In conclusion, to answer Dean Slater’s question about UW Bothell’s brand: Does it have one? We believe UWB does not have its own brand…yet. The reason is that there has not been enough time.  UW Seattle has been around since 1861; time has raised awareness, which has given it the opportunity to portray itself as an institute offering a prestigious education. UW Bothell has only been around for 10 years; that is miniscule compared to UW Seattle. Therefore, the answer is that UW Bothell needs more time.

