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AGENDA

[bookmark: _GoBack]8:30 a.m. 	Grab your breakfast and find your seat (see below) 
8:40 a.m. 	Remarks from Sharon Martin
8:50 a.m.  	Network and refill that coffee!
9:15 a.m. 	Return to your assigned table and begin strategy sessions
Noon		Adjourn
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	Marissa Sura
	Angela Byers 
	Sharon Mallow
	Kimberly Cameon 
	Angela Shock 

	Sarah Wheeler 
	Nikky Luna 
	Lindsay Willey 
	Bernadette Dombrowski 
	Ed Cole 

	Zane Lacko 
	Brittany Dick 
	Lindsay Wiles
	Jake Stump
	Nicole Beason 

	Jason Broadwater 
	Octavia Spriggs 
	Monte Maxwell 
	Matthew Scarfo 
	Sherry Stoneking 

	Ann Bailey Berry
	Cassie Thomas
	Heather Richardson
	Lynn Reinke
	Tara Curtis

	Erin Newmeyer
	Angela Caudill
	Joel Brown
	Kevin Hart
	Tony Dobies

	Kelly Dovey
	Wendy Lazzell 
	 
	Sandra Fallon 
	 




IN THIS PACKET

· Marketing and Communications Strategy Tips
· UR Marketing Plan Template
· Market Research Information
· Advertising Information 
· Trademark Licensing Information
· Digital Marketing Information
· Marketing and Communications Plan Examples
· Title IX – formal marketing/comm plan
· ADA compliance -  strategy plan
· LGBTQ Center – strategy plan
· CEHS - communications plan
· Macy’s Parade – an example of an “it’s too late for a formal plan” plan
· EHS Software- marketing and communications plan 
· Military Friendly Employer Designation – marketing communications plan
· Admissions and recruitment (in progress) – marketing communications plan that crosses multiple channels 
· Campus Read – marketing brief



Marketing and Communications Strategy 
Tips from the Trenches 

· Plan ahead whenever possible. The best plans are created three to six months prior to the campaign execution. This allows ample time for creating, production and delivery of any materials needed.
· Use the phone. Yes, people still actually use the phone! In an age of emails and text messaging, sometimes a good, old-fashioned phone call can get you the answer you need in a timely fashion.
· Know how much event help you really need. Assign stations and/or shifts for your volunteers. Be aware of their time. If you have 20 volunteers for an event but only need three for setup, ask others to arrive later so that they aren’t wasting their time or confusing your process. 
· Create a measurement tool within your plan. How will you determine if the plan was successful?
· Have the tough conversations with your dean/director/VP. What’s important to him/her will not always be what’s important to your audience. Drafting a plan and sticking to that plan will help you navigate those potentially awkward disagreements about priorities. 
· Don’t forget to take care of your workers/volunteers during an event. Beverages, snacks, and breaks (if possible) should be provided. If those items won’t be provided, then communicate that clearly with the workers.
· Keep all parties informed. As communicators, we often forget to communicate! Status updates and deadline reminders are essential to a smooth plan. 
· Find a project management software system that works for your needs. Teamwork, Smartsheet, and Office 365 Planner are just a few we would recommend. 
· Remember that you’re the communications expert, not the subject matter expert. At the beginning of a plan it’s important to outline for the client what role you will serve and what’s expected of them—like content!
· Everyone at an event should have a clear and defined role, even the “big wigs.” Incorporate those duties into your event plan. Even if the role is “greeter,” everyone feels more comfortable and more helpful when they have a purpose at an event. 
· Edit and approve before you begin the design process. Remind the client how costly it is to make changes once you’re to that point. Edit early and often.
· Establish a budget and have your client or dean sign off on the budget. Anything that gets suggested as an addition will need to be approved or reallocated from the original budget. This will save you time and energy that you might otherwise be devoting to projects you can’t afford.

Continued on next page


Tips from the Trenches Continued 

· Videos aren’t the solution to everything. Videos are one tool in your toolkit, but not the be all to end all.
· Similarly, social media isn’t the answer to everything. Social media is most effective when it’s incorporated into a larger communications plan.
· Save yourself time, money, and headaches by identifying your audience(s) upfront. 
· When it comes to events, focus on experience and not giveaways or trinkets. People who walk away from an exhibit feeling like they’ve made a connection or had an interaction are less likely to be concerned with getting something in return. 
· Be firm. Create a plan and stick to it once approved.
· But, on the contrary, be flexible. We live in an ever-changing world. Your budget, team availability, and resources can change quickly and without warning. Be prepared to rework your plan to fit your needs. Trust in your instincts and the team of support and help available to you at University Relations.
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