
Minutes* 
 

Faculty Consultative Committee 
Thursday, June 15, 2006 

1:15 – 3:00 
238A Morrill Hall 

 
 

Present: Jean Bauer (chair), Carol Chomsky, Will Durfee, Barbara Elliott, Dan Feeney, Megan 
Gunnar, Morris Kleiner, Kathleen Krichbaum, Judith Martin, Richard McCormick, Terry 
Roe, Martin Sampson, Geoffrey Sirc, John Sullivan, Jennifer Windsor 

 
Absent: none counted for a summer meeting 
 
Guests: Vice President Linda Thrane, Ann Aronson (University Relations); President Robert 

Bruininks; Senior Vice President Frank Cerra 
  
[In these minutes:  (1) report of the chair; (2) branding and public relations; (3) discussion with President 
Bruininks; (4) Academic Health Center strategic positioning] 
 
 
1. Report of the Chair 
 
 Professor Bauer convened the meeting at 1:15 and noted that this would be her last meeting as 
chair of the Committee.  She reported to the Board of Regents in June with Provost Sullivan on the work 
the committee is doing with the recommendations of the faculty culture task force (and in particular that 
all tenure, promotion, and human resources issues will start with this committee) and also on 
compensation and academic priorities.  She said to the Board that the faculty, administration, and Board 
will work together in adopting policies and that this is a stronger university when all three work together.   
 
 Professor Bauer also extended thanks to several members of the Committee:  to John Sullivan for 
his work as vice chair; to Martin Sampson for his work as legislative liaison; to Professors Feeney, 
Kleiner, Marshak, Morrison, and Roe, departing members of the Committee, for all their hard work; to 
Professor Carpenter for her leadership in the UMM chancellor search, to Professor Elliott for providing 
linkage with the UMD medical faculty; and to everyone for their participation in the strategic positioning 
process and their leadership in launching the University-side Senate. 
 
 Professor Feeney thanked Professors Bauer and Sullivan for their work; Committee members 
gave them a round of applause. 
 
2. Branding 
 
 Professor Bauer now welcomed Vice President Linda Thrane and Ms. Ann Aronson from 
University Relations to report on their work in branding and institutional identification. 
 
 Vice President Thrane thanked Professor Bauer for her help in their work, and then turned to Ms. 
Aronson to make a presentation to the Committee. 
                                                           

* These minutes reflect discussion and debate at a meeting of a committee of the University of Minnesota 
Senate; none of the comments, conclusions, or actions reported in these minutes represents the views of, nor are they 
binding on, the Senate, the Administration, or the Board of Regents. 
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 Ms. Aronson presented several dozen slides.  She outlined the consultation and research they had 
done (study of the University's market image and reputation among the public and opinion leaders, 
internal focus groups, interviews, and survey, and analysis of other universities).  The key to finding a 
unique institutional identity is the "sweet spot" representing the intersection of the higher education 
category, internal/external stakeholders, and the University. 
 
 In terms of stakeholders, first, there is a lack of public understanding of what research means and 
its importance.  On a grid with importance on one axis and descriptive of the University on the other (thus 
four quadrants), the general public (1) sees as more important and more descriptive high quality 
undergraduate and graduate education, being accessible, having a world-class medical school, and 
providing a well-trained workforce (2) sees as less important and less descriptive being among the top 
research universities in the world and helping keep the state's economy strong; (3) sees as more important 
but less descriptive of the University keeping tuition affordable and being a good manager of financial 
resources; and (4) sees as less important, but descriptive of the University, lifelong learning, instilling 
pride, conducting research, and providing public service.  However, "when given a little bit of 
information, public support" for strategic positioning "is overwhelming." 
 
 In terms of perceptions within the University, a widespread view is that "the U is good at MANY 
things but isn't BEST at one thing."  Also, "being 'big' is seen as a strength and a weakness."  Further, "we 
are trying to be all things to all people."  There appears to be broad support among faculty, staff, and 
students for the sense that "being from Minnesota is a challenge; there is ambivalence about excellence."  
There is also a widely-held sense of entitlement about the University; it belongs to people.  Their 
conclusion, Ms. Aronson said, is that "we are smart, but lack sizzle."  The current University is (in ranked 
in order from their research):  Intelligent, Hard working, Leader, Reliable, and Independent.  The ideal 
University of Minnesota is Leader, Imaginative, Exciting, Intelligent, Daring.  They noticed the 
transposition of Intelligent and Leader in the two lists. Strategic positioning, she said, "is the first step in 
putting a stake in the ground." 
 
 In terms of other universities, "research is a big part of the fabric of the competition, but not its 
branding.  Research is a big part of identity and persona.  Research findings and major funding promoted 
primarily through press releases and editorial media.  Branding efforts do not position the competition as 
passionate about, or driven by, research."  Moreover, "no one has united research and education in their 
communications," and this is a problem common to research universities. 
 
 There are, Ms. Aronson said, three aspects of research:  outcome (cure for Alzheimer's, 
alleviating poverty, etc.); process (labs, research studies); and essence ("the insatiable human urge to learn 
and discover"—the "quest for learning in all forms.").  The last is the most compelling element of 
research and where it most closely aligns with education.  "The drive to learn is expressed in 
consciousness by an emotion variously labeled inquisitiveness, wonder and curiosity."   
 
 (Following the meeting, Vice President Thrane and Ms. Aronson amplified on this 
conceptualization of research.  Vice President Thrane wrote that "the key point here is that we’re talking 
about how to approach complex concepts from the communications/marketing perspective.  We’re not 
defining the word research, nor the act of research. . . .  We needed something that’s broad, flexible and 
inclusive enough to serve the wide range of activities the university does in the education, research and 
outreach arenas.  The presentation is aimed at helping folks understand how Driven to Discover emerged 
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from all the surveys, focus groups and consultation.  We’re not saying "research is…"   We’re saying "the 
university is …" using authentic examples and stories to illustrate what U of M research, education and 
public service are and what they mean to the audience. . . .  I think most of our faculty colleagues realize 
that many non-academics really don’t understand what the university does, particularly the research 
mission that differentiates it from other higher education institutions in the state.  We need to 
communicate with them differently to help them understand and value our work – so the people want to 
send their kids here, so that people want their legislators to fund the U, so that people want to give their 
own money to the U to support its work."  Ms. Aronson clarified:  "I did not intend to put forth a textbook 
definition of research but rather a way to think about research that would be more compelling and 
understandable to the general public.") 

  The summary of all this is:  "talking about research in the context of discovery best aligns 
research and education"; "people do not understand why research is important.  Once they do, they get 
behind it"; and "the U is a lot of things to a lot of people, but mostly it's just big.  People want to plant a 
flag." 
 A brand position is "not a tagline or a slogan."  "It's the space you want to occupy in the 
stakeholders' minds."  "It's believable, relevant and unique."  The University's position lies at the "sweet 
spot" intersection of the University, stakeholders, and higher education, and it "must be important to all 
stakeholders":  public, alumni, athletics, donors, faculty, legislators, staff, etc.  
 
 The attributes of the University of Minnesota are seen to include a history of research innovation, 
membership in the Big 10, a land-grant institution, size, graduates stay in the state, high quality faculty, 
and so on.  The benefits of the University are seen to be an effect on the quality of life, pride, and success.  
The value of the University:  "as a top research university we understand that the quest for knowledge 
improves everyone's future."  The position is that the University is "Driven to Discover."  "Driven" is 
aspirational, forward-moving, and passionate; "discover" reflects the innate desire to learn, distinctive 
education, research innovation, and community engagement.   
 
 Professor Martin expressed surprise that their interviews and surveys did not elicit "economic 
engine" as a benefit of having the University, given the emphasis that has been placed on that role in 
recent years.  Ms. Aronson said that factor came out in the "quality of life" category; it did come up a 
great deal.   
 
 "Discover" is already part of the vernacular about the University, Ms. Aronson said; the word was 
used frequently in their interviews and discussions.  The reason that "Driven to Discover" works is 
because "it aligns research and education, it frames what the University is doing in a more powerful and 
compelling way, it helps to educate the public about what we do and why it's important, it is flexible 
enough to cover all the stakeholders, . . . [and] colleges/departments/units can all plug into 'discovery' and 
interpret it for their own communication needs."  Ms. Aronson reported that they had taken "Driven to 
Discover" to a lot of the colleges and other groups and received unanimous support for it.   
 
 Next Ms. Aronson explained the "creative execution" of "Driven to Discover"—how the phrase 
would be brought to life.  The mantra is this:  "We are all born with a passion to search, with a 
fundamental need to discover.  At the University of Minnesota, this curiosity is part of our collective 
DNA.  We provide a thriving community for those with an overwhelming drive to research, to learn and 
to achieve great things.  We also celebrate those whose searches in the past have led to discoveries that 
have changed the world.  At the U of M, we continually inspire the next great generation of innovators 
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and empower each other during our search for knowledge.  We are Driven to Discover."  The idea is "We 
are All Search Engines," an idea that will be given life in a series of media spots and on-campus messages 
during the fall.  Faculty and staff will be given a campaign preview at a "micro site," which will set the 
tone for the campaign, overview the strategic vision, and offer a view of the creative effort.  The 
campaign itself will begin during the State Fair.  In both cases, people will be asked to submit questions 
(that will appear in a mock search engine bar in the print and television ads), the answers to which will be 
provided.  (Examples were "will we ever run out of food?" "what is my dog thinking?" "is your blue my 
blue?" "is morality hardwired into the brain?" "how much can the human lifespan be extended?") 
 
 "Driven to Discover" sounds like a slogan, Professor Chomsky noted, but it's not a slogan 
because of the way in which it will be used and how it represents the University, is that right?  Yes, Ms. 
Aronson said; it is an attempt to highlight something that is at the core of what the University is and does, 
and to do so in a way that opens a dialogue.  It's not just a tagline.  The question-and-answer approach 
also helps humanize the University, Ms. Thrane said, by sharing knowledge in a way that is relevant to 
people.   
 

What she is not seeing, Professor Chomsky said, is the idea of transforming the world through 
research and teaching.  The University is not just studying and answering questions, it aims to make the 
world better through what it does.  Faculty don't just ask "what causes global warming?" but "what can 
we do to slow or halt it?" That active, transformative aspect isn't reflected.  You'll see that as the creative 
element of the "Driven to Discover" positioning is developed, Ms. Thrane said. 
 
 Ms. Aronson explained other elements of the campaign, such as web forums and newspaper and 
television ads, on-campus postings, uses in the classroom, office nameplates, education information 
packets (e.g., undergraduate admissions standards), and so on. 
 
 Will this be a system-wide effort, Professor Bauer asked?  The University is state-wide, Ms. 
Aronson said, so it will be.  They are not sure they will be able to do everything immediately on each 
campus website (e.g., the web forums) but they will eventually.  And there will, for example, be items 
relevant to undergraduate education on the Morris campus.   
 
 Will the answers to questions that are posed include links to the latest research on the topic?  Ms. 
Aronson said they are not sure how robust the site will be at first, but that the goal is to use the paid media 
to drive people to the web site, where they will find a wealth of information on that and other important 
topics.  The web piece will grow richer over time.  If it cannot provide answers yet, it should say so, and 
indicate that the link is to related research but not something that will directly answer the question, 
Professor Chomsky suggested.   
 

Is there an expectation that faculty will be available on the forums to answer questions, Professor 
Martin asked?  That will not be expected at each site, Ms. Aronson said.  This caused Professor Gunnar 
some concern:  much could be written on a web forum that has no faculty participation that is completely 
inane, but people will say they learned it at the University.  Ms. Aronson agreed that the web forums have 
the potential for spinning out of control; Ms. Thrane assured the Committee the sites would be managed. 
 
 Will there be a radio parallel to this campaign, Professor Martin asked?  They are working on it, 
Ms. Aronson replied. 
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 Units within the University can use the campaign, Professor Bauer asked?  They can, Ms. 
Aronson said, and University Relations is developing templates for them. 
 
 Overall this is a great idea, Professor Gunnar said.  Her concern, she said, is that with some of the 
open-ended questions, the University can't provide much of an answer.  Is there a halfway point:  "we are 
trying to understand X" so that people will not be frustrated by not receiving an answer?  If the campaign 
says there are answers to every question, the point has been lost, Professor Sampson said; there must be a 
middle ground.  If the questions can be controlled, they can be developed in a way that they can be 
answered.  Professor Krichbaum suggested using the word "discover" more in the answers.  Professor 
Martin suggested including more emphasis on classrooms and teaching.  Professor Sampson agreed; he 
pointed out that in the slides, there were only single individuals pictured.  It would be better to have 
classrooms and labs in some of them.   
 
 The Committee gave Mss. Thrane and Aronson a around of applause for their presentation.  Ms. 
Thrane thanked Committee members for their suggestions and said she looked forward to a continuing 
conversation.  Professor Bauer thanked them for joining the Committee. 
  
3. Discussion with President Bruininks 
 
 Professor Bauer next welcomed the President to the meeting and expressed appreciation for the 
collegial way in which he had worked with the Committee.  President Bruininks complimented Professor 
Bauer on the job she has done as FCC chair and said she had done a great job in guiding the Committee 
through a transition year. 
 
 The President said that as he has been preparing his annual summary of activities for the Board of 
Regents he has been reflecting on the last four years.  It has been a period of enormous change that began 
with a 15% budget cut.  The University has worked its way through that challenge, although it still has a 
way to go to recover.  He observed that it would take 25 years of fund-raising, at a record pace, to create 
an endowment that could replace one year of state funding cuts.  He discussed the relationship with the 
legislature, the increasing cost of capital projects at the University, and the need to think differently about 
the capital request.  In response to a comment from Professor Gunnar, he agreed that the University must 
emphasize its statewide reach, but cautioned that it cannot do so at the expense of eroding the strength of 
the Twin Cities and the other campuses.  The reach of the impact of the Twin Cities campus is enormous, 
he said, but he agreed that the University needed to connect better across the state. 
 
 Professor Sampson said that he had some ideas about testimony before the legislature; he said he 
was concerned that there may be a lack of understanding of the role of the University as an economic 
engine and of the role that education has played in getting Minnesota to where it is today.  The President 
agreed it is necessary to get across more clearly how investment in higher education benefits the state. 
 
 The President commented that there were unexpected dividends coming out of the strategic 
positioning process.  Members of the Board of Regents have had lunch with faculty leaders on the task 
forces and learned about the faculty's work.  Those faculty are up and coming leaders who should 
participate in the governance process, he said. There are also new initiatives coming out of the task forces 
that were not expected—initiatives that were not driven from the top or by the task force chairs. 
 
 Professor Bauer thanked the President for joining the meeting. 
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4. Academic Health Center Strategic Positioning 
 
 Professor Bauer next welcomed to Senior Vice President Cerra to the meeting.  Professor Cerra 
distributed copies of a lengthy report on Academic Health Center Strategic Positioning and said it was a 
resource document that had been provided to the Board of Regents.  It describes how the AHC got to 
where it is, where it is now, and where it can be in five years and what it will take to get there. 
 
 Dr. Cerra reviewed major elements of the report, such as the six major policy questions, the 
strategic imperatives, why faculty left (about 1/3 because of better offers), and the number of graduates 
(the AHC is barely treading water in terms of workforce demand).  With respect to workforce demand, 
Dr. Cerra noted that Minnesota outside the Twin Cities has been federally designated as underserved by 
health professionals—and the AHC does not now have the faculty or facilities to deliver graduates who 
are needed.  He also emphasized that the Medical School is heavily dependent ($187 of $575 million) on 
University of Minnesota Physicians practice plan income. 
 
 Dr. Cerra then briefly outlined a vision of what is possible and how to get there and the faculty 
who will be needed (not only in the AHC).  The gap between what is needed to reach a number three 
ranking and where the AHC is now is between 533 and 836 new faculty with salary, start-up, and facility 
costs that run into the hundreds of millions of dollars.  The financial models that will be needed are 
outlined in the report as well. 
 
 Professor Bauer suggested, given the lateness of the hour of the meeting, that rather than have a 
hurried conversation, at a time when some FCC members had had to leave, the Committee read the report 
carefully and schedule extended time later for discussion with Dr. Cerra.  (The report has been scheduled 
for a 90-minute discussion later in August.) 
 
 Professor Bauer thanked Dr. Cerra for joining the meeting, and adjourned it at 3:00. 
 
      -- Gary Engstrand 
 
University of Minnesota 


