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To:  Debra Thompson 
From:  Sara Woznicki, Director, College Relations 
Subject: Communication Plan for College Name and Logo Change 
Date:  March 17, 2011 
 
Introduction: 

 John C. Anderson College will introduce our new name, Anderson University, 

and our new logo in correspondence with our Centennial Celebration this year.  The 

communication plan involves several methods to tell the five key constituencies, which 

are the employees, students, alumni, parents, and prospective students, as well as several 

events in order to create excitement and understanding of the logo change.  Below are the 

changes made in the logo, which also includes the name change. 

 

 
 
 
 
 
 
 
 
 
 
                       1914- Present Logo            2014- Future Logo 
 
Logo/Name Change Rationale: 

 The name change is necessary in order to highlight our expanding collegiate 

community.  The word “college” causes people to perceive the school as small and local, 

but the regal word “university” causes people to think of a large community of 

intellectuals.  With our growing enrollment, we wish to portray our expansion with the 

name change.  Along with changing from a college to a university, we will also drop 

“John C.” in order to show our diversity.  No longer are our students white males from 
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the South, but males and females of every race from across the nation.  We are still very 

proud of the legacy of John C. Anderson, which is why we are still maintaining a focus in 

education within his primary field and keeping his last name in our name. 

 In correspondence with the name change, we also need a new logo.  The 

silhouette of Anderson is now outdated.  The image of Anderson has served its purpose in 

memorializing Anderson, but it is now time to take the new Anderson University from 

the top-hat wearing 1900’s into the sleek and simple 21st century.  In order to modernize 

our image, we are introducing a simple shield with our name across a blue banner.  The 

logo is simple and maintains the prideful colors that our school is known for.   

 

Implications and Concerns of the Changes: 

 The first constituency to be concerned with are the many employees.  The name 

change for the employees implies that lesson plans will be reenergized and modern.  

Hiring young and innovative employees for all upcoming positions will reinvigorate our 

teaching staff and juxtapose well with our more experienced and traditional professors, 

just as our school is trying to modernize ourselves, while still maintaining our previous 

values and traditions.  We will rely on professors to help educate the students about the 

mission and vision of the school. 

 Secondly, we must focus heavily on the student body.  Students must understand 

that the change is an effort to maintain our great reputation, while bringing youth and 

energy back to campus.  Students must embrace the name change and logo change 

because they are the ambassadors of change seen by external audiences.  We want 



Woznicki 3 

students to be excited for the change, but we also want students to understand why the 

change is necessary.   

 One of the most challenging, but also important, constituencies to communicate 

the change to is the alumnus.  They will be the most resistant to change, as they loved 

JCAC the way the remember it.  However, they are also one of the most important 

constituencies because they are the people capable of donating, and therefore propelling 

the change into action.  They may see the change as unnecessary or deviating from the 

traditions of the school.  In order to cope with these notions, we must express explicitly 

that we are still the same great school, but just a modernized version in order to sustain 

ourselves in the current times.  We will be reaching this group of people primarily with 

the quarterly magazine, as well as talking them through the changes via telephone 

conversations.  When we call for donations, callers will be instructed to talk about the 

change and try to diminish any concerns and explain the changes. 

 The last two key constituencies that need to be reached are parents and 

prospective students.  Parents must be informed because they are paying tuition, and 

prospective students are the future of the school, and therefore must be aware of the 

image change.  

 

Communication Plan: 

• Nov 3: Make a Facebook group and Twitter account for students with the old 

name and logo.  Update the page regularly to make it worthwhile to return. 

• Nov 30: Send a high priority email to all employees with an in depth explanation 

of the changes.  Also attach a newsletter to their paychecks. 
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• Dec 3: Send a high priority email to all students about the changes.  Also post it 

on the school’s Facebook page and Twitter account.  Also send out the quarterly 

magazine with the changes made and explained in it in an effort to inform the 

alumnus.  Provide a contact alumnus can reach with concerns. 

• Dec 10: Hold a town meeting for faculty, students, and alumni in order for 

management to be able to express clearly the new image to those people that are 

highly concerned or interested.  Invite local media outlets in order to gain external 

attention for secondary audiences.  Also promote the upcoming events. 

• Dec 13: At the basketball double header, host Anderson Night for the students, 

where there is a 1,000 t-shirts given away between the games, as well as revealing 

the new mascot and flag in order to get people hyped for the switch. 

• Dec 20: Host a Christmas party for all the employees and give them one t-shirt, 

one notepad, and one pen with the new logo as gifts.  Also have higher-ups 

available in order to answer questions. 

• Jan 15: When parents go to pay bills, make a pop-up explaining the changes.  

Also send out a postcard to every parent about Family Fest. 

• Jan 20:  Send out acceptance letters to accepted students with the new logo and 

name, as well as sending out information packets to prospective students with the 

new logo. 

• Feb 3: Host Family Fest for the parents and siblings of current students.  Families 

will be invited (by postcard) to come down to the basketball game for a reduced 

rate, where they will be able to win lots of Anderson University apparel, Frisbees, 
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pens, pencils, lanyards, water bottles, and drawstring backpacks.  A light lunch 

will also be provided. 

• Feb 14: In honor of Valentine’s Day and the love of the new logo, select students 

will be on the Quad giving out shirts that say, “Anderson University is for lovers.” 

• Feb 20: Send out invitations for the Centennial Celebration to alumni that donate 

$1,000+, associate professors, the dean of each school, local media heads, 

Virginia political leaders, and the Anderson family. 

• March 3: In honor of being one month away from the college’s centennial, every 

dining hall will have reduced rates, free giveaways with the new logo, and the 

buffet style eateries will serve the students favorite foods (determined by the 

results of a Twitter and Facebook campaign).  

• March 15: Send out invitations for the Centennial Celebration to all alumni and 

professors, if tickets are still available. 

• April 3: Hold Centennial Celebration in order to show off new logo to past 

members of the school.  Lots of free giveaways, such as champagne glasses with 

the new logo, collared shirts with the emblem, car magnets, and golf balls.  Serve 

wine and cheese immediately, then get the guests seated, and have the President 

speak about the legacy of the college.  Sara, the Director of College Relations, 

will then show the new logo and explain the necessary changes.  A three-course 

meal will be served, then followed by a video chronicling the changes of the 

school since its inception.  Coffee will be served after, where guests are invited to 

mingle.  This event is the most important, as it has many of the potential donors in 

attendance, and their cooperation is key to funding the changes. 
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• April 15: Signage must be created, athletic uniforms must be remade, and all the 

products in the bookstore must be redone.  All of these products need to be ready 

to go for next year.  As this is a soft launch, we will put up the signs during the 

summer and give the uniforms to the players over the summer (so as let the 

growth into Anderson University grow naturally and to avoid any sense of 

confusion).  However, when the bookstore starts to sell out of merchandise with 

the old logo on it, introduce the new merchandise as needed. 

The launch of our new name and logo is a very exciting time for the entire community.  

We are all looking forward to the release date, and looking forward to all the feedback 

that we will be receiving! 

 

Sincerely, Sara Woznicki 

Director of College Relations 

 

 
 
 
 
  


