
CASE STUDY: UNC CHARLOTTE

BRAND PHOTOGRAPHY

UNC Charlotte enlisted Tattoo Projects to help develop a branding campaign, 
with the goal of generating awareness, energy, excitement, enthusiasm, and 
pride around the UNC Charlotte experience. Tattoo served as a university 
partner in developing a brand platform based on qualitative and quantitative 
market research. Among many things, this research showed that UNC 
Charlotte students craved history, heritage, and tradition, as a point of pride 
in their university. Research also showed that UNC Charlotte students were 
negatively affected by the fact that their university was too often confused 
with UNC Chapel Hill. Because achievements and accolades earned by 
UNC Charlotte constituents were often credited to UNC Chapel Hill, UNC 
Charlotte wanted to aggressively claim ownership. 
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CASE STUDY: UNC CHARLOTTE

BRAND CAMPAIGN

Tattoo married this pent-up energy with UNC Charlotte’s history, 
and the history of Charlotte during the Gold Rush days. The phrase, 
“stake your claim” originated from a gold miner’s act of claiming his 
territory for gold mining. Tattoo paired this tagline with the icon of a 
pickaxe, to anchor the campaign, and to capture the tenacity and bold 
pioneering spirit of UNC Charlotte. The campaign broke August 
10, 2010 literally staking a claim for the university with 18’x10’ 
pickaxe sculptures installed in uptown Charlotte, at the Charlotte 
Douglas International Airport, and on campus. TV, social, print, and 
radio rounded out the campaign. Tattoo Projects created a brand 
standards guidebook, t-shirts, stickers, and temporary tattoos to 
further promote the brand. Tattoo also partnered to develop and 
promote the 4.9erK fundraising run. STAKE YOUR CLAIM was 
announced to the media with unique press kits: real, green and 
gold pickaxes with golden USB drives attached – hand delivered 
to the press.

On August 10, 2010 — UNC 
Charlotte students, Uptown 
Charlotteans, and Charlotte 
Douglas Airport travelers 
all awoke to 20-foot tall 
pickaxes proclaiming that at 
UNC Charlotte, you STAKE 
YOUR CLAIM.

“NINER”
TV SPOT
Scan to Watch

4 NINER K RUN POSTER STAKE YOUR CLAIM HARD HATS

PRINT ADS

UNC Charlotte is a hotbed for innovation in science and technology. Take our Global Challenge team. 
Based on their work in revolutionizing solar energy, our team was selected as finalists in a worldwide 
competition for creating market-viable energy technologies. With our award-winning faculty, notable 
alumni, and 23,000 forward-thinking students, UNC Charlotte is cultivating world-changing ideas, 
right here in your backyard. Stake your claim to a university that’s light years ahead of the pack.

BIOFUELS.
GENOME RESEARCH.
PHOTOVOLTAIC TECHNOLOGY.
 IT’S NOT SCIENCE FICTION.

IT’S COLLEGE.

Dr. Mohamed-Ali Hasan, Associate Professor, 
Optoelectronics and Optical Communications

Leader of the UNC Charlotte Global Venture 
Challenge team Raesto

--------------------------------------------------------

STAKE YOUR CLAIM
-----------       WWW.UNCC.EDU ------------

8.5 x 11 final ads.indd   2 8/6/09   4:58 PM



CASE STUDY: UNC CHARLOTTE

BRAND CAMPAIGN

A f t e r  e s t a b l i s h i n g  t h e  c r e d i b i l i t y  a n d 

accomplishments of UNC Charlotte’s students

and professors, the University challenged us to 

reinforce tradition at the school without being too 

serious — they wanted something memorable yet 

playful, purposeful ads that would appeal to 17-year-

old prospective students. Knowing that a well-

known mascot can be worth more than $10 million 

per year to a university, we cast UNC Charlotte’s 

mascot for three TV spots. 

Equipped with his trusty pickaxe, beard, and 

homesteader hat, Norm the Niner got the full UNC 

Charlotte experience. He studied at the library, 

performed some experiments in a lab, and even 

did his laundry. The videos quickly went viral, were 

shared throughout the student community, tagged 

on social media, and most importantly, commented 

on by rising high school seniors.

“LAB”
Scan to Watch

“LAUNDRY”
Scan to Watch

“L IBRARY”
Scan to Watch

UNC Charlotte wanted to aggressively claim ownership.  
We married this pent-up energy with UNC Charlotte’s 
history, and the history of Charlotte during the Gold Rush 
days. The phrase, “stake your claim” originated from a gold 
miner’s act of claiming his territory for gold mining. 

This tagline was paired with the icon of a pickaxe, to 
anchor the campaign, and to capture the tenacity 
and bold pioneering spirit of UNC Charlotte. 

The campaign broke August 10, 2010, literally 
staking a claim for the university with 18’x10’ 
pickaxe sculptures installed in uptown Charlotte, 
at the Charlotte-Douglas International Airport, 
and on campus. TV, social, print, and radio rounded 
out the campaign. S T A K E  Y O U R  C L A I M 
was announced to the media with unique press kits: 
real, green and gold pickaxes with golden USB drives 
attached – hand-delivered to the press.

TEASER BILLBOARD ROLLOUT BILLBOARD

PICKAXE SC ULPTURE



CASE STUDY: UNC CHARLOTTE

BRAND CAMPAIGN

The Stake Your Claim campaign will 

accentuate key brand attributes of UNC 

Charlotte: contemporary, assertive, 

confident, authentic, and decisive. 

Ads and other communication will 

highlight the University’s strengths in 

scholarship, research, arts and culture, 

athletics, and internaitonalization.

Phillip L. Dubois,

Chancellor of UNCC

“
“

increase in applications
in the 1st year

increase in enrollment
over 10 years

20%

25%
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The center of all academic life at a University is 

the library, yet it rarely receives the spotlight it 

deserves. To make sure everyone took notice of 

UNC Charlotte’s new Atkins library, we took a 

calculated risk to temporarily depart from the 

Stake Your Claim brand. We shook things up, 

threw away the library’s tired reputation, and 

created a controversial and risque personality 

for the library. We transformed it into the 

true social hub of the University. Most people 

loved it, some people hated it, but everyone 

took notice of a new way to think about UNC 

Charlotte’s new library.

We applied the success and attention from the Atkins Library to 

fundraising efforts. Not only showing donors what their previous 

contributions provided, but also showing potential donors that 

their generosity meaningfully improves the student experience. 

This campaign’s success was not a random stroke of luck or instinct, 

it was a methodically executed playbook that was intentionally 

designed and written to get students, stakeholders, and donors all 

in the same library and on the same page.

Relationships are
built on results.

“BOOKWORM” PROMOTIONAL  POSTER

DOORHANGER

ATKINS L IBRARY LAUNCH
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UNC Charlotte had enough faith in our 10 year relationship to take a risk. Some stakeholders disagreed with the approved 

concept, but it resonated with the student body. And the reward of increasing library use was more than worth the risk.

ATKINS PROMOTIONAL POSTERS

ATKINS L IBRARY LAUNCH

visits per year.

Increased library
visits to

1.5M

ATKINS L IBRARY BROCHURE
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UNC Charlotte poured a lot of money and effort into 

creating growth and expounding upon opportunity. 

They asked Tattoo Projects to create a piece of 

communication, to air on ESPN, showcasing the breadth 

of this massive expansion. The budget demanded this :30 

spot consist primarily of pre-existing footage. So what 

we could shoot needed to carry most of the message. 

We used time-lapse footage to express the rapid pace at 

which the university was changing. Soaring drone shots 

attested to the increasing opportunity afforded by both 

the institution and its prime location.  The voice over, 

music, and cuts were all carefully crafted to create an 

artful portrayal of excitement and opportunity. The end 

product depicted a confident university proud to stake 

its claim before a national audience.

Illustrating Opportunity On ESPN

“THAT’S
OPPORTUNITY”
Scan to Watch

Tattoo likes to be in control of everything, but we stil l 

haven’t figured out how to make the weather bend 

to our whims. No problem. We kept roll ing and then 

had our in-house production team do production 

team things. Voila! Sunny sky.

BEHIND THE SCENES

SOCIAL CONTENT
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BELK COLLEGE OF BUSINESS CAMPA IGN

For more than a decade, Tattoo Projects 

worked with UNC Charlotte’s Belk 

College of Business. Our work ranges from 

branding their undergraduate program to 

distinguishing their Masters and Doctorate 

of Business program as a direct pipeline  

into the #2 banking city in the nation.  We 

helped nurture a  startup business school 

to a 18,000+ alumni network employed 

throughout 7 Fortune 500 companies within 

30 miles  of the school.

Taking America’s #2 banking 
city back to business school.

PRINT ADS

G UERRILLA
ADV ERTIS IN G

BILLBOARD

BROCHURE
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BELK COLLEGE OF BUSINESS

The Doctorate of Business Administration: 
An education destined for the corner office.

After establishing undergraduate 

and  masters programs, the Belk 

College of  Business developed the 

first Doctorate of Business curriculum 

in the Southeast. They asked Tattoo 

Projects to help fill enrollment  for 

the first class and build awareness that 

UNC Charlotte has another exclusive  

business program. 

PRINT AD BRAND PHOTOGRAPHY
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Billboards, print ads, and high-profile 

airport media placements challenged 

already successful professionals to 

attain something money can’t buy.

UNC Charlotte has long depended on our 

photographic and production expertise. 

Our ability to deliver world-class video and 

photography for everything from lifestyle 

to architectural and professional head shots 

were utilized throughout this engagement.

Digital ads and retargeting 

campaigns engaged prospective  

students and educated alumni. 

Together serving the joint 

purpose of recruiting applicants 

and providing the alumni network 

with another source of pride for 

their alma mater. 


