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“Make Texas 
A&M part of 
the national 
conversation.”

MARK A. WELSH III
President
State of the University Address
December 1, 2023

A great national 

institution requires a 

great national 

reputation.

The Goal



WHAT is MarComm? WHO is MarComm?

Enterprise-level, strategic storytelling Artists: graphic designers, photographers,
• Flagship campus (College Station) videographers & writers
• Branch campuses (Galveston, Qatar)
• Health locations across Texas Scientists: data analysts, web developers
• Higher Education Center (McAllen) & coders
• Law School (Ft. Worth)
• Bush School teaching site (Washington, D.C.)
• Work with System Communications; 

local, state and federal governments; corporate
partners; fundraising units; media

Led by R. Ethan Braden, Vice President and Chief Marketing and Communications Officer



STORYTELLING: VEHICLE TO EARNED MEDIA



EARNED MEDIA
Publicity or exposure gained from methods other than 

paid advertising.

Formats :

• Print  and onl ine  art ic les

• TV news/video

• Radio  broadcasts/podcasts

• Socia l  media  posts



EXAMPLES



Storytelling Options

T h e  
C o n v e r s a t i o n

YOU write about 
your work.

A s s o c i a t e d  
P r e s s  C a m p u s  
I n s i g h t s

WE record you 
doing a video 
explainer.

T e x a s  A & M  
T o d a y / p r e s s  
r e l e a s e

WE write about your 
work.



Publishes trustworthy and informative articles written by academic experts for 

the general public. 

T O P I C S H O W  I T  W O R K S

A r t s  +  C u l t u r e 1 .  A n s w e r  a  c a l l o u t  o r  p i t c h  a n  i d e a

E c o n o m y 2 .  D r a f t  t h e  p i e c e

E d u c a t i o n 3 .  W o r k  w i t h  e d i t o r s

E n v i r o n m e n t  +  E n e r g y 4 .  P u b l i c a t i o n

E t h i c s  +  R e l i g i o n

H e a l t h 4 4 . 6  m i l l i o n  r e a d e r s / m o n t h

P o l i t i c s  +  S o c i e t y 2 0 . 5  m i l l i o n  r e a d s  f o r  A & M  s i n c e  2 0 1 1

S c i e n c e  +  T e c h

P o d c a s t s

t h e c o n v e r s a t i o n . c o m / u s

t a m u n e w s @ t a m u . e d u

mailto:tamunews@tamu.edu


Associated Press (AP) 
Campus Insights

• Global, non-profit news agency founded in 1846, headquartered in NYC

• Campus Insights provides free access to video content from universities to 
newsrooms across the nation and around the world

• Academic experts explain important and complex topics to the public

• Explainers of newsworthy topics; research results; research-based analysis of 
issues; innovative products or projects

• Expands evidence-based journalism that increases public understanding



AP Campus Insights 

How It Works
• W E  W I L L : contact college/school comms and faculty/researcher with an idea

• W E  W I L L : make the topics and suggested angles clear

• WE WILL: send visual media experts to film you

• WE WILL: provide on-camera tips/training, if needed

• YOU CAN: pitch us your ideas – tamunews@tamu.edu



University Storytelling



• Enterprise-level storytelling
• University writers and video producers
• Weekly email blast to nearly 100K subscribers
• Stories used on university social media
• Additional distribution via press release, EurekAlert, Futurity 

Topics
Science + Tech 2.4 million page views (2023)

Business + Government 2.3 million page views (2024 to date)

Arts + Humanities
Campus Life

Health + Environment today.tamu.edu



Benefits to Faculty

I n c r e a s e d  
I m p a c t

Your GREAT work 
may go unnoticed 
without impactful 
storytelling. 

P r o m o t i o n  &  
T e n u r e
A&M places value on faculty 
engagement around 
important national issues. 

Altmetric score, citations, 
grant funding + + +

M e e t i n g  a  
N e e d

Faculty/researchers are 
critical in building A&M’s 
national prominence. “A 
rising tide lifts all boats.” 



Potential Pain Points + Remedies

N o t  E n o u g h  T i m e

“I don’t have time.” 
=

“Not a priority for me.”

N e w  t o  M e d i a  
E n g a g e m e n t

Texas A&M employs media 
specialists to support and 
guide you.

• Tips and training

• Comms presence during 
interviews, if needed

U s e  o f  J a r g o n

It is difficult to explain 
complex topics in ways the 
public can understand. Might 
end up with “word soup.”

Collaborate with and trust
professional storytellers. 



THANK YOU
Texas A&M University

Division of Marketing & Communications
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