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SUMMARY 

RESEARCH/SITUATION ANALYSIS – As a brand-new university, which opened in August 2014, Florida Poly 

is not only building its campus and curriculum from scratch, but also its culture and brand. For most schools, a mascot 

is the main symbol of school pride and spirit playing a key role in recruitment, retention and net promotion. Florida 

Poly’s inaugural class wanted a role in creating this key brand element, and they wanted to do it during their first 

academic year. University administrators wanted to ensure an appropriate, timeless symbol that would help build 

brand awareness and affinity among all audience groups for years to come.  

OBJECTIVES – Rapidly generate brand awareness, affinity and acceptance among students, faculty, staff, 

administrators and community stakeholders for Florida’s newest university and its new mascot. 

IMPLEMENTATION – To engage all audiences, including students, administrators, community members and the 

media, Florida Poly’s Marketing and Communications team worked with Boston-based marketing firm FuseIdeas and 

Lakeland-based Indie Atlantic Films to create an interactive, buzz-building program loosely based on reality TV.  

In January 2015, all members of Florida Poly’s inaugural class were invited to apply for the 

#NextGreatMascot Concept Team. The first 100 students were divided into 20 teams and received a one-time course 

in “Design Thinking” to guide their efforts. Importantly, it was made clear to students up front that they were only 

developing concepts for the mascot. The final design was completed by the Marketing and Communications 

department and FuseIdeas in order to ensure consistency with Florida Poly’s existing brand elements and availability 

of all copyrights and trademarks. Groups had 2.5 weeks to conduct research, generate and “market test” their concepts 

before presenting to a panel of design professionals. The panel narrowed the concepts to a Top 10 which went to the 

university’s president and senior leaders who narrowed them to a Final Four. Students then voted for the winning 

concept. The votes were tallied with the utmost secrecy because a final design still had to be developed. To make the 

reveal a true surprise and to continue building suspense and excitement, the mascot was kept top secret for six weeks! 

Finally, Florida Poly’s new mascot, The Phoenix, was revealed through a dramatic video shown to a crowd of hundreds 

of students, faculty, staff, supporters and media members on April 22, 2015, the last day of Florida Poly’s first 

academic year, adding impact to the story.  
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Throughout the process, campus stakeholders, community members and media were kept on the edge of their 

seats through a reality-style video series published to YouTube and promoted on social media, in press releases and 

on a dedicated blog titled, “The Making of the #NextGreatMascot.”  

Allowing all students to apply for the Concept Team as well as giving them the final vote helped ensure their 

buy-in from the get-go. This was critical since students are the audience group who will most likely wear, share, 

embrace and extend the brand for life. If they hated it or felt uninvolved, there would be no hope of success. Creating 

a multi-staged contest in which design experts as well as senior leaders could vet concepts ensured consistency with 

Florida Poly’s existing brand elements and as well as copyright and trademark clearance. Finally, creating a fun, 

suspenseful and entertaining process kept all audiences interested and engaged for more than three months. Building 

that interest and creating avenues for audience members to share their thoughts and enthusiasm helped to rapidly 

extend brand recognition once the winning mascot was revealed.  

EVALUATION -- Over the course of the three-month project, nearly 60 different media outlets in 20 states picked 

up stories about the #NextGreatMascot. The video series on YouTube received more than 4,600 views, and social 

media posts using the hashtag #NextGreatMascot reached more than 250,000 people. The Phoenix was immediately 

embraced by the campus community. “The process of making the new mascot, it was an amazing experience,” said 

Veronica Herrera Perez, a freshman who was on the team that developed the Phoenix concept. “The Phoenix represents 

rising from the ashes. Florida Poly, as the newest university in the state, rose from the ground up.” Freshman Jacob 

Livingston, whose concept team did not win, said “When they showed the reveal video with the louvers going up and 

the wings rising, it was a perfect match.” 

BUDGET – Total budget for the initiative – including planning, implementation, design, development, video 

promotions, and public relations was $85,000.  

ORGANIZATIONAL OVERVIEW 

Florida Polytechnic University, located in Lakeland, is Florida’s newest university and the only one dedicated 

exclusively to science, technology, engineering and math. The university started with 550 students in August 2014 

and has grown to more than 1,300 in just two years. At the time of this initiative, the university had a Marketing and 

Communications staff of five people, including a director, graphics designer, digital media specialist, social media 

coordinator and administrative assistant.  The director of marketing and communications reported to the president. 


