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That evil 4 letter word… 

B-r-a-n-d

November 2017

Who’s this guy?

• #HigherEd Marketing Advisor 

– Work w/ mix of institutions – Cdn & US

– Time w/ Ruffalo Noel Levitz & SEM Works

– ‘Director of Marketing and Communications’ 
role at StFX University

• 20+ years of branding experience

– Ad agencies and client side roles

• Actively speak on marketing & branding

• Enjoy working in sector - valuable
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The world we live in

Busy Times

https://youtu.be/odoYOuvwjDE
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Why the theme?

BRAND



4

Now you see them…

Interbrand Top 100 - 2007
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Now you don’t

Interbrand Top 100 - 2017

Branding = Enrolment Management
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Branding Challenges

Futures Students Have Choices
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Institutional Clarity & Consistency

Strong Connections Keep Students
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Branding ‘Lowdown’…
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Marketing is the set of processes and tools promoting 
your business (advertising, SEO, social media, PPC, 
local search, mobile, etc.)
Branding is the culture itself, the message that 
permeates and rules all the process of your business

blog.kissmetrics.com 2014

A brand embodies an 
‘idea’
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Compelling point of difference
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Gives people a reason to believe

…more than…
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NOT Perfect

ALWAYS	
Relevant	

yet	
Reinventing

#15 Worldwide - #2 business after IG
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Branding and Gen Z
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Defining Gen Z?

https://youtu.be/CrX5O2XWHws

“ugh she makes our generation look 
like shit. Trust me she doesn't speak 

for all us teens today.�”

• Looking for brands to be transparent and authentic

• Brands must provide opportunities for engagement 
and co-creation = attention and loyalty 

• 53% select brands that understand them as an 
individual

• 62% are frequently attracted to new and fun brands

• 60% want brands to value their opinions
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• 31% watch their favorite brands on YouTube

• 30% follow their favorite brands on social media and 
actively view their posts

• Aware most branded content they consume is 
orchestrated by a brand
– Don't care as long as the content is captivating & potential 

for shareability

• Rate ethical principles higher than quality of service 
as a reason to be brand loyal
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Gen Z vs Gen Y



17

Institutional Branding

Institutional branding is key to enrollment

RNL 2017 Satisfaction Report



18

mStoner - 2015

Awareness and enrolment key objectives

Tracking is key to success and improvements
mStoner - 2015
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12 recommendations to 
ensure brand strength 

and institutional growth

Keep Eyes Open 
& Look Around
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Stop & Spend Time with Audience Groups

Build Personas

Engage ALL 

Departments 

and the 

Community
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Define & Live Brand Values

Promise & Deliver
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Be Authentic and Real

Have Something Legit to Say
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Execute Unexpectedly and with Style 

Digital 
First?

Take a No-frills, 
Simple Approach
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Own and Allow

Consistency 

Consistency

Consistency
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Track 

Evaluate 

Rework

Repeat

QUESTIONS?

sean@williamsmarketing.ca
@swmgroup
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To sum up…

1. Consumers have A LOT of choices

2. Brand before you market

3. Speak to your customers

4. Spend time on a marketing plan

5. Look to experts

So… why do institutions 
need to stay focused on 

brand?
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STAND OUT OR STAGNATE


