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UHD launches “Major Opportunity” campaign 
JAMEE L COX
Editor in Chief

The University of Houston-Downtown 
(UHD) is rolling out its $170 thousand Ma-
jor Opportunity advertising campaign in an 
effort to increase enrollment.

Students, faculty and alumni are just a few 
of the groups that participated in surveys 
and questionnaires designed to help the 
university, along with Houston local adver-
tising agency Richards/Carlberg, develop a 
marketing strategy to highlight what makes 
UHD special.

The campaign, which Executive Direc-
tor of University Relations Diane Summers 
calls Guerilla Marketing, will include print 
ads, building graphics and possibly some 
advertising with the Metropolitan Transit 
Authority of Harris County (METRO).

The print ads will feature real UHD stu-
dents and testimonials of their experiences 
at the university. The ads will also include a 
QR code, known as a smartphone barcode, 
that will link viewers to a short video of the 
featured student testimonial when the bar-
code is scanned.

Building graphics will be placed on the 
UHD Main building that will be visible 

from the surrounding downtown streets 
and freeways.

REV Eco Shuttle, a short-haul transporta-
tion service that operates downtown, mid-
town and along Washington Avenue will 

also sport the Major Opportunity logo on 
some of its vehicles. Rev is owned by Erik 
Ibarro, who is a UHD business graduate 
from the class of 2006.

Ibarro will also share his testimonial 
through one of the QR codes placed on 
some of the advertising material.

But, the marketing tool that is sure to 
draw the most attention is the larger than 
life briefcase, or some other oversized ob-
ject, that Summers and the Richards/Carl-

berg agency are working to get developed.
“The first place we want to put the brief-

case [or whatever object we choose] will be 
right in the middle of downtown Houston,” 
said Summers.

The luggage tag on the briefcase will boast 
the Major Opportunity logo and a snippet 
of information about the new MBA pro-
gram which opened up its first classes this 
semester.

In a faculty luncheon held on Jan. 26, 
Summers announced that the Major Op-
portunity campaign will roll out new phases 
of the campaign between February and 
April of this year.

The first place we want to put the briefcase [or whatever object 
we choose] will be right in the middle of downtown Houston.

-Diane Summers
Executive Director of University Relations
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