
U3A TM: Past Present & Future
Presenter’s Notes

Note to Presenter: This Presentation is basically in two main parts – Slides 2 to 6 which explore the history 
and current state of U3A, and slides 7 to 15 which look at the need to register and properly administer the U3A
Trade Marks. Slide 16 is an outlier, looking at Network projects in the immediate and long term future. 
The two main parts can be used together or as separate presentations as time and circumstances permit; 
however the presentation is designed so one part flows into the other.
This font (Liberation Sans narrow) is used for the Presenter’s notes to each slide, while Liberation Sans is 
used for background notes. Italics are used to emphasise important background points.

Slide 1: (title slide)

Slide 2: U3A – The Past
Review of the formation of U3A – ad lib from the following, emphasising the history in italics, as it is the basis 
of the claim for “ownership” by the Third Age Trust of the U3A name in Australia
France and the “French Model”
An appropriate political climate for the evolution of an idea like U3A was established in France in 
1968 when legislation was passed requiring universities to provide more community education.  In 
1973 a highly rated gerontology course, run by Toulouse University of Social Sciences exclusively 
for local retired people, led to the formation of the first “Universite de Troisieme Age”.  It was open
to anyone over retirement age; no qualifications or examinations were required or offered, and fees 
were kept to a minimum.  By 1975 the idea had spread to other French universities as well as to 
universities in Belgium, Switzerland, Poland, Italy, Spain and across the Atlantic to Sherbrooke in 
Quebec and San Diego in California.  The AIUTA (International Association of Universities of the 
Third Age) was formed in the same year and, by 1981, more than 170 member institutions 
belonged.
Early History in UK
(from “The U3A Story”, published on the Third Age Trust website)
In 1981, Cambridge University academic Peter Laslett hosted a conference in Cambridge to discuss 
the possibility of bringing the U3A to Britain. The conference attracted the social entrepreneur 
Michael Young, whose many initiatives include the Consumers Association and the Open 
University. It also resulted in an invitation from the BBC for Eric Midwinter, director of the Centre 
for Policy on Ageing, to be interviewed on radio program. That short interview was the first chance 
anyone outside a small circle of educationalists had to hear about the U3A, and it brought an 
avalanche of 400 letters.

It was suddenly obvious that the U3A was an idea whose time had come. The emerging U3A 
needed quickly find a place to operate from, and to reply to all those letters. Dianne Norton from 
Age Concern (a charitable organisation promoting the needs and interests of older people) offered 
the spare room in her Wimbledon home and dealt with the letters, except those from London which 
were handled by Brian Groombridge, professor of adult education at London University. 
Peter Laslett wrote the objects and principles of the U3A. He firmly rejected the French model in 
which the local U3A was guided by the local university. Laslett wanted groups of people to get 
together to learn what interested them, and they would have, not a teacher, but a group leader or 
convener, who could co-ordinate and help guide their efforts. 

A series of planning meetings in Laslett’s rooms in Trinity College led to an experimental Easter 
School at St John’s College, Cambridge in March 1982; and this in turn led to the creation of the 
first U3A, in Cambridge. It also produced a national committee. Michael Young was chairman and 
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Eric Midwinter general secretary. The third committee member was Peter Laslett, and the fourth 
Dianne Norton who was executive secretary and the U3A’s only employee.

Local U3As, they decided, were to be self-governing, and open to all Third Agers; their purpose 
must be educational in its widest sense, which meant that “educational” embraced including 
leisure pursuits and social purposes; and they must be democratically run. This became, along with
Laslett’s Objects and Principles for U3A,  the basis of the “Cambridge (aka British or UK)” model 
for Universities of the Third Age – creating a fundamentally different model to the French model.
U3A comes to Australia
In July 1984, a public meeting was arranged in Melbourne to gauge public interest in the U3A 
concept, which had been brought back from the UK by a number of people including Cliff Picton, 
who had met up with Brian Groombridge while in the UK to discuss the Cambridge model. As a 
result of this meeting the first U3A in Australia, Melbourne City, was formed, followed shortly 
afterwards by Hawthorn. As had happened in the UK, U3A quickly spread throughout Australia, 
with U3As being formed in Adelaide, ACT and Perth in 1986, Brisbane and Shoalhaven (NSW) in 
1987, Sydney in 1988 and Darwin in 1989. 

Slide 3: The Laslett Principles
Explore the Principles, particularly emphasising those on the slide (in italics below). These emphasised 
Principles are the ones which sometimes create difficulties in interpretation -  for example, should U3As give 
special recognition through awards to volunteer tutors; are there circumstances where it is acceptable to pay 
for Course tuition (e.g. because there is no one willing or able to teach a course for which there is great 
demand), and how do you work out the boundaries between what is political/sectarian and what is not.
The original Principles of U3A were put forward by Peter Laslett, one of the founders of U3A in the
UK, and adopted as the guiding Principles of the Cambridge model. These Principles still inform 
the operations of U3As today, including in Australia.

In full, they are:
    • To provide affordable learning opportunities for older people, using the skills and abilities of the
members themselves.
    • Those who learn shall teach and those who teach shall learn, and there shall be no distinction 
between the two.
    • There shall be no qualifications for membership, and no awards, degrees or diplomas shall be 
given.
    • The emphasis shall be on learning for the love of it, and shall include an emphasis on the values
of making things and improving skills of all kinds.
    • Learning shall take place in a friendly, supportive, social environment.
    • Those joining a U3A shall pay for its upkeep.
    • There shall be no payment to any person (member or non-member) for teaching or providing a 
service to members except in the case of reimbursement for such expenses as travel, photocopying, 
etc.
    • The curriculum of a U3A shall be determined by the needs/preferences of its members and 
according to the resources available to it.
    • To be at all times, non-political and non-sectarian in our approach.

Slide 4: U3A Vision and Principles today
(from the Third Age Trust website, and as contained in the licensing agreement signed between the Trust and 
the Network). 
It is worth expanding on each of these, noting that while Laslett’s original principles are still the basis of the 
Vision and Principles as they are defined today, the experience of the last 40 years have led to the original 
Principles being updated, expanded and clarified.
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The U3A movement today is non-religious and non-political and has three main principles:

The Third Age Principle
• Membership of a U3A is open to all in their third age, which is defined not by a particular age but
by a period in life in which full time employment has ceased.
• Members promote the values of lifelong learning and the positive attributes of belonging to a
U3A.
• Members should do all they can to ensure that people wanting to join a U3A can do so.

The Self-help Learning Principle
• Members form interest groups covering as wide a range of topics and activities as they desire; by
the members, for the members.
• No qualifications are sought or offered. Learning is for its own sake, with enjoyment being the
prime motive, not qualifications or awards.
• There is no distinction between the learners and the teachers; they are all U3A members.

The Mutual Aid Principle
• Each U3A is a mutual aid organisation, operationally independent but a member of the U3A 
Network, which requires adherence to the guiding principles of the U3A movement.
• No payments are made to members for services rendered to any U3A.
• Each U3A is self-funded with membership subscriptions and costs kept as low as possible.
• Outside financial assistance should only be sought if it does not imperil the integrity of the U3A
movement. 

Slide 5: U3A – The present
A quick summary of U3As around the world and within Australia. Expand any points you want but no need to 
dwell on this slide.

Slide 6: Some Network Services (specific to NSW)
These are really talking points, and can be expanded or added to as necessary

Slide 7: What’s in a logo?
Start by asking audience what this is the logo for (Qantas), and then asking them to say in one word what they
think of when they see this logo (i.e. what does it mean to them – e.g. service, safety etc.). 
The Qantas logo regularly tops lists of the most iconic and recognised logos not only in Australia but also the 
world. Once you have audience reactions (there are no right or wrong answers to what it means to them) then 
quickly move to the next slide 

Slide 8: Same Same but Different?
Again, ask the audience whose logo this is (IGA – Independent Grocers of Australia), and what it means to 
them.
The point to be made here is that, while this logo is used nationally to “brand” a supermarket chain, each store 
is in fact individually owned and managed, and can contain quite different products depending on the locality. 
However, in most cases when you see the brand over the door you expect to experience whatever you said it 
meant to you (which hopefully is positive) no matter where you are in Australia.

Slide 9: But whose are these?
Depending on where you are, you may get no or some reaction. They are all belong to major U3As, in order 
(left to right, top to bottom) Sydney, Darwin, Brisbane, Flinders, Canberra, Caboolture). The point here is that, 
while they are stylish logos, they do not mean much, if anything, outside their local area, and so do not 
provoke a reaction from someone unfamiliar with that specific U3A.

Slide 10: What does this mean to you?
Everyone should recognise this logo, and hopefully will provide feedback about what U3A means to them. 
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Slide 11: Confusing the Public?
While these logos all contain the easily-recognised name “U3A”, there is no guarantee that they are actually 
U3As offering what the audience said they expect when reacting to the previous slide. In fact two of these are 
not currently part of the wider U3A movement – “Travel U3A “(which is a Travel company run by a U3A 
member) and “U3RD AGE” (which is a Singaporean U3A run by one man as a way of earning an income.

Slide 12: A Stronger Presence
This slide demonstrates that not only does incorporating the registered Trade Mark logo immediately conveys 
that an individual U3A is “the real deal”, but also that a U3A can still have a local identity.

Slide 13: Trade Marking
The “why” of Trade Marking. Use the dot points as a prompt and to promote discussion. It is worth 
emphasising dot point 2 (Protecting our “brand” honours the dedication of a generation of volunteers and the 
countless hours they donated).

What’s the point of having a registered Trade Mark (TM)?
 As U3A grows and becomes more widely recognised as an ethical organisation that provides

quality experiences to older people,  it  also becomes attractive for commercial  and other
interests to leverage off this reputation. 

 Having a registered TM gives us the legal teeth to prevent others from pretending to be part
of the U3A movement without our permission and oversight. 

 It recognises that there is real value in the name and acknowledges and honours all the
volunteer time and effort over many years that has been put into creating U3A as it is today.

How does a registered Trade Mark differ from a Business name?
 Registration of a business name, company name or domain name does not in itself give any

exclusive ownership or proprietary rights to use the business name—only a trade mark can
give that kind of protection. 

 A trade mark is a way of distinguishing the goods or services of a “business” from those of
other businesses. It gives exclusive rights to commercially use, license or even sell the trade
mark, which means that no one else in Australia can commercially use the trade mark within
the class of goods and services it's registered under. 

 Because this exclusive use is legally enforceable, having a registered TM which includes the
names  we  use  and  our  logo  (our  “marks”)  gives  much  greater  protection  than  simply
registering a business name. 

Trade Mark Responsibilities
 The Trade Mark owner must exercise “quality control” - this means that, as the licensed 

representative of the Trade Mark owner in our territory, each Network must do its best to 
ensure that every organisation that calls itself a U3A or University of the Third Age within 
its Territory operates according to the U3A Objects as defined in the Deed (see Slide 4), as 
well as in accordance with the law and their respective Constitutions.

 It also means that all U3As should, if they are not already doing so, start using the logo 
according to specific guidelines  – note that this allows continuing using of individual logos,
but in tandem with the registered U3A logo 

Slide 14: What will a Common Identity give us?
Now is the time to drive home the benefits of having a shared, widely-recognisable, logo or brand. It is 
probably easiest to go through each dot point using the script below:

Benefits of a shared, widely recognised, logo
1. Wider recognition. Having a strong brand works to build public recognition. This means when a 
retiree is considering options for a healthy, active retirement they recognise that U3A is worth 
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considering. People are far more likely to consider a brand that they recognise over something 
unfamiliar, even if they don’t know a great deal about U3A at the time.

2. Consistency is a vital ingredient when trying to use branding to advantage. It’s no good having an
advert in your local paper for “X U3A”, that looks completely different to an advert in “The Senior”
placed by the NSW U3A Network, and then, when someone Googles “U3A”, they’re greeted with a
variety of websites each something different again.
3. Differentiation. A strong, consistent brand is what quickly differentiates us from other choices 
available, all of which may be worthy. When people recognise and back our brand, it gives us a 
competitive edge over other choices people may have in spending their time. The more recognition 
we receive and the more we build our brand, the more we will find that our brand rises above the 
pack.

4. Loyalty and sense of belonging to something big. The recognition and elevation that a strong 
brand builds upon all lend to greater loyalty and a sense of being part of something to be proud of 
with instant recognition in the wider community. People are attracted to brands that they share 
values with, and when we build a strong brand and can convey these values, we build an emotional 
connection with our members that often lasts a lifetime and even transfers to following generations. 
We all prefer to deal with something that we like, we know and we trust.
5. Enhanced credibility Having a strong, well-known identity enhances our credibility with not only
our members and potential members, but also our potential partners such as local, state and federal 
government, funding bodies and sponsors. We will appear much stronger with a unified message 
which demands attention, rather than a vaguely similar but fragmented group of individual 
community organisations.

6. Secure a long term future. As we build an easily recognised identity, we build our credibility, our 
recognition, our loyalty, and our strength. A unified brand conveys that the whole is greater than the 
sum of its parts, giving U3A a synergy that makes the world sit up and pay attention, and with that 
comes increased membership, increased credibility and increased respect. This secures our future. 

Slide 15: U3A – The Future
Basically a summary of the important points made so far – and an opportunity for further discussion.

Slide 16: U3A – The Future (2)
The bigger picture outlining the direction the U3A Network NSW is heading and the projects underway or 
under consideration. Feedback from the audience as to the worth of each of these is welcome, and more detail
will be forthcoming as various projects develop.

Slide 17: (final slide)

Author: Ian Robertson (President, U3A Network NSW)
7 November 2018
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