Hello, and welcome to this webinar sponsored by the Council of Undergraduate Research.
The focus of this webinar is on Advancing Undergraduate Research through marketing,
strategic communications, and fundraising--which also is the subject of a new publication
from CUR written by Joyce Kinkead and containing examples from dozens of undergraduate
research programs around the nation.
We welcome you to ask questions as we proceed through this webinar.
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To begin, let's make sure we share a common definition of "undergraduate research.”
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Research
Scholarship
Creative activity....
In short, undergraduate research is an umbrella term that encompasses all of these
activities.
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Thus, we use the definition of undergraduate research defined by CUR: "An original
intellectual or creative contribution to the discipline." In other words, the work fills a gap in
what we know in the field of study.
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Undergraduate research has been termed a "high impact" educational practice, growing
out of the analysis of the National Survey of Student Engagement by George Kuh. It's also
been called the "pedagogy for the 21st century." And not surprising, given its benefits and
transformative power.
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SWITCH PHOTO ORDER (3, 1, 2)
We believe that undergraduate research has terrific power to advance not only student
development but also institutional goals and mission.
----- Meeting Notes (6/6/11 08:40) -----
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This webinar is organized in three parts: Marketing, Strategic Communicatins, and
Fundraising.
The first section on Marketing will be discussed by Anna Brunson McEntire, who is a
marketing specialist and valuable colleague to me in the Research Office.
Anna....
----- Meeting Notes (6/6/11 08:40) -----
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Thanks, Joyce.
Marketing is the first section of this presentation, and it’s really the foundation for the
other portions we’ll be discussing today. I’d like to talk about marketing first in much more
general terms
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This cartoon, I think, shows a common attitude towards marketing in an academic setting.
For some people who aren’t familiar with it, marketing can have a negative connotation—
and conjure thoughts of gimmicky slogans, pointless commercials, and pork barrel swag.
These are a few comments I’ve heard about academic marketing.
First, it’s frosting. In an institution that is focused on educational outcomes and is often
taxpayer funded, marketing can be perceived as an extraneous use of resources.
Second, marketing doesn’t have a place in not for profits. We don’t sell products. We don’t
post revenues. So, we don’t need to do marketing.
Finally, for those who do utilize some marketing, it can easily become a short-sighted and
reactionary
ti
activity,
ti it and
d exercise
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ti a press release.
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So, for those of you who have viewed your normal business operations as this, and
marketing as this, I’d like to propose a paradigm shift for how you view these activities. By
going back to the fundamental definition of marketing, it’s applicability becomes more
apparent: it’s an integrated process through which organizations create relationships. The
key here is relationships.
Every organization operation relies on relationships and how we interact with one another,
so not only is marketing a valid activity, but a marketing plan should be a central
component of your business plan.
[Same way a well-written proposal has a higher chance of funding. It’s not that the science
is better, it’s that the way it is communicated has some value.]
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Steps in our marketing plan include:
As I mentioned before, a common sentiment is that marketing is just about getting a press
release written, getting a flyer made, or putting some catering together for an event. In the
total marketing process, those activities fall into just one box here. Those tactics are just
the pinnacle of a deep foundation of strategy. If you get nothing else from this
presentation, I’d want you to remember that the key to good marketing is to develop that
strong foundation. Any investment in time and resources to strategize and create a plan is
well worth it.
Marketing plans come in many forms. You may have heard about SWOT evaluations, and
PEST analyses, and those are also great approaches. I’ll share with you the way we
developed our UR marketing plan, but any approach that looks at internal and external
trends, strengths and weaknesses will be useful.
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Another facet I’d like to add is that marketing plans are highly scalable. They can be used
for entire institutions or for individual events. Central Washington University, for example,
created a marketing plan to guide their tactics for their undergraduate research
symposium. Using strategic evaluation, they were able to choose what tactics, with their
limited resources, would be most likely to provide the greatest benefit. They conducted a
SWOT analysis and determined that good branding, posters and postcards, and email and
Facebook contacts would be their best methods.

13

Referring to our process here that I’d like to walk you through, the first step is gathering
information.
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All types of foundation information related to your organization can be useful for
understanding your organization and making informed strategic decisions, or materials,
especially historical lists can be used for marketing pieces themselves. Consider gathering
any materials you have on national UR trends, historical summaries of your program,
operational information about your office, lists of involved students and what they have
participated in, as well as any marketing that has already been done by you or your
institution.
If you do have marketing materials or information from past marketing initiatives, this stage
is also a good time to evaluated what has worked well and what could use some
improvement.

15

The next step in creating a marketing plan is to conduct and macro environment and
product analysis.
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It’s at this stage where you look at the “big picture.” By understanding what is going on
beyond your institution and by determining how constituencies interact, certain courses of
action are brought to light that otherwise might not be recognized by just looking at your
program alone.
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A macro-environment analysis is a business tool, but it is applicable to academic environments as well. There are six components to a
macro-environment: demographics, economy, environment, technology, politics, and culture.
This can be intimidating, but it’s really just like looking around a room and making observations of what you see. I’d like to run through
this example with you of some very simplified findings we developed from our UR marketing plan.
1.In demographics, we know we can target a very narrow age demographic, as we are working with college students. At USU, we also
have a student population with extensive international experience.
2.Of course, the largest economic factor is the increasing scarcity of resources and the accompanying need to find innovative ways to
rustle up those resources.
3.In the area of environment, there is a continuing trend toward “green” living, and in our state, that has resulted in a focus on energy
research.
4.An important technological trend that we noted was social networking and online interaction.
5.In our political analysis, we’ve seen increasing focus on a state level to show how our investment of resources creates a good return on
investment, and especially how research contributes to undergraduate education.
6.Finally, one cultural finding we noted was growing need for intellectually competitive students. High achieving students are most like
to be involved in UR, and, at the same time, opportunities are needed for those students to be able to set themselves apart as they
move on to careers and graduate school.
Based on those findings, we were able to distill marketing recommendations to help guide our goals.
1.For our multi-cultured students, we need to make sure we take advantage of their experiences and communicate with them with
relative research opportunities.
2.Because of limited economic resources, we need to encourage faculty to apply for student support with their grants.
3.In the area of environment and conservation, because it is a visible area of focus, we determined it would be beneficial to highlight
environmental research.
4.Our technology notes, combined with our narrow demographic range, indicates to us that we should use online channels to
communicate with students.
5.We need to make sure we communicate the tangible benefits of UR to our legislators, so that they will understand its value in an
undergraduate education.
6.Finally, we can narrow our audience by creating marketing pieces that appeal to students, but even more, to our higher achieving
students at the university.
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Another way to evaluate the “big picture” is to do a Porter’s Six Forces analysis. In business terms, you look at all the different groups of people and
organizations that can influence your company. Although the words continue to sound “businessy,” they can be just as useful in an academic setting.
1.We don’t sell a product per se, but we can view undergraduate research opportunities as our product. If that’s the case, then our customers would be
undergraduate researchers at our university.
2.Who are the suppliers of undergraduate research opportunities? Faculty mentors and academic programs.
3.Although we typically don’t view our operation in terms of competition, it is useful to know who provides the same types of outcomes to undergraduate
students. Internship programs, for instance, can provide the same benefits mentioned about UR.
4.At the same time, it is useful to know what activities are substitutes—what other activities can prevent a student from engaging in UR and its potential
benefits. Recreational activities, family commitments, or lack of engagement can all interfere with a student’s ability to participate in UR.
5.New entrants are programs and organizations that can provide the same product. New programs or academic units might do that.
6.Stakeholders are any other force that might influence what we do. For instance, parents are invested in the success of their college children, and
administrators have a vested interest in the resources invested in and success of the program.
Now, in the same way the macroenvironment analysis gave us some insight on marketing recommendations, these six forces give us more clues.
1.For our students, we must make sure we communicate as many available opportunities as we can to them.
2.We want our supply of opportunities to be strong, so we have to provide as many incentives as we can to motivate faculty to work with undergraduates.
3.In the business world, the principle is to beat your competitors, but in our case, it makes sense to engage with these other substitute programs and create
partnerships, and bolster all professional development activities.
4.For students who choose to or must engage in other activities, again competition is not the best route. Instead, we have discovered it’s useful to maintain
contact with all student participants, regardless of their level of activity, in the effort of creating an easy transition to research later in their education.
5.For any new entrants, it is important to communicate with them as early as possible and help them coordinate and integrate with existing UR initiatives.
Bring them into the fold.
6 And it’s
6.And,
it s important to keep track of other stakeholders and communicate the positive benefits or UR to them.
them

----- Meeting Notes (6/6/11 09:11) ----Note: be alert to implications of "customers" used in academe
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The third step in creating a marketing plan is conducting an institutional mission analysis.
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As you do this, compile the mission and vision statements of the university, the vice
president or college, and your own office or program.
We conducted a “drill down” process by starting at the broadest mission statement and
working toward more specific. By doing it this way, we can hope to ensure that UR’s
mission supports the missions of its overarching units, which is one of the best marketing
tactics at all.
This is also another way to identify more marketing recommendations.
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Here’s a simplified example of how we evaluated all our related mission statements.
This is USU’s institutional mission statement. In it, there are areas that undergraduate
research can help support.
So, we added those to our list.
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Then, we looked at the mission statement of USU’s Research Office. In this abbreviated
version, there are additional areas where undergraduate research programs can provide a
contribution. And we add those to the list as well.
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So, we have our list of institutional components, and we compare that with our existing UR
mission statement. And here we begin to see some patterns and repeating words and
themes. That helps us identify areas of focus and effort, and it reassures us that, when it
comes to UR, our institution is on the same page at all levels.
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If your UR program doesn’t have a mission statement, in addition to looking at your
institution’s mission statement, here are some questions you might want to start with:
A mission statement should give an explicit reason as to why you exist. We sampled the
mission statements of UR programs at several other institutions, and most stated the need
to provide student research opportunities, as well as promoting ALL fields of study,
especially those that are often underrepresented.
The other component of a mission statement can indicate general approaches you will take
to accomplish your reason for existing. That could include the provision and distributions of
resources, integration with classes, mentoring and inter-institutional relationships, and
promoting venues of presentation.
A mission statement can be a continuing valuable resource in marketing, but also in
operational intiatives. We refer back to our mission statements frequently, especially when
we get so mired in the marketing that we are tempted to let the tactics lead.
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The fourth step in a marketing plan is determining the audiences you want to communicate
with.
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Porters six forces helped to identify several of these. We named four audiences internal to
the university and four external ones, each with some subsets.
On campus, we have students (involved, and not yet involved), faculty (with that same
distinction), Administration (especially our Research Council and Undergraduate Research
Advisory Board), as well as staff who often direct student to UR opportunities.
80/20 rule
Don’t ignore your internal audience; it is huge part of a university marketing plan.
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I’m going to intermix our audience identification with the next step, which is formulating
marketing messages.
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Once you know who it is you want to communicate with, you need to decide what you
want to say to them. Marketing materials should all have the same underlying message and
be reinforced at each contact.
We want students to know that research will help them get ahead in their schooling and
careers.
We want faculty to know that UR is a way of life at Utah State University.
Administrators need to know that UR is a vital part of their core educational mission.
And staff need to be aware that UR opportunities are ready and available, so they can refer
student to them.
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Once we had our internal audiences and messages, we looked outward to our four major
external audiences.
Potential students and the families of students
Government officials at all levels
Our geographic and institutional community, as well as the media
And
Ranking reports and, by extension, peer institutions.
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We defined message points for these audiences as well.
Potential students and student families need to know the value of UR on their education.
They need it to be a factor in their college choice.
Government representatives need to be fed the numbers, especially return on investment.
Community leaders, especially alumni, need to know that their donations to UR will have a
bang for the buck
National contacts should hear that USU has a top-tier UR program.
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After all that, and only after all that background work, is when we move to what people
traditionally associate with marketing: formulating and implementing the tactics.

32

33

Whenever a new marketing plan is implemented, it is useful to establish foundation
materials—ones that will be used over and over again in all your initiatives. Two of those
things that I will discuss are taglines and logos, but boilerplate text and design elements are
other areas you might want to consider.
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A tagline is a memorable phrase that sums up the tone and premise of a product. It’s
usually only a few words, but it’s the most important words you’ll create for your program,
and it can be a challenge to communicate everything you want in so small a space, so it’s
worth it to put some time into choosing the right one. Here are some UR taglines from
various universities.
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Another important foundation resource is a logo. Just by looking at these simple symbols,
you can associate them with a company, and also thoughts and feelings that are associated
with that brand. My five-year-old looks at the swoosh on my running shoes and even he
can tell that those shoes are meant to be speedy.
A logo should be placed on everything you produce, so it’s another area where some
careful time and development is warranted. As you develop it, consider these famous
logos: they are easily identifiable, they can be applied to all types of products in their
company, and they have endured for years, and even decades. A UR logo should have those
same features, and it also has the need to be connected with its parent institution.
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Here are logos from other UR programs. Most of them are word based, paired with the
university logo.
One common challenge for university units is to work with institutions with strict logo
requirement. USU, for example, does not allow any secondary logos; they must all be
variants of the established wordmark.
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When that is the case, another option is to create logos and brand images for specific
initiatives and events. Here are examples of some logos developed for undergraduate
research events, most of which were paired with the existing institutional logo.
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-We’ve looked at the big picture.
-We’ve established who we are and why we exist.
-We’ve identified who we want to talk to and what we want to tell them.
-And we’ve created our foundation resources.
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Marketing initiatives and tactics are like the toolbox. We’ve identified the project and
drawn up the plans; now it’s time to get out the hammers, screwdrivers, and pliers and
make something.
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The marketers toolbox is almost infinite, and can be as varied as you are creative, but I’ll
stick with three simple areas that we’ve utilized: publications, web and social networking,
and events and awards. Joyce will share her experience with using publications, I’ll talk
about our recent efforts in web and social networking, and Joyce wlll discuss how we’ve
used events and awards.
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When used correctly, web and social networking can easily have the greatest impact for the
lowest cost in communicating with audiences, especially college-age students. In addition
to our website, we’ve created a blog, a facebook page, a Twitter feed, and a YouTube
channel to connect with our students. The principle of this is similar to physical marketing:
in the same way you place fliers in high trafficked areas in physical space, having a presence
in the places students visit online can create additional awareness, and, in the case of most
social media, a higher level of engagement and interaction.
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Online solutions don’t have to be complicated. In the case of the University of Maryland at
Baltimore, they found big success in a solution as low-tech and simple as emailing out a
PowerPoint presentation that summarized and outlined UR opportunities. By simply
providing clickable URLs on peoples computers, they were able to increase their level in
interest and support. UMBC also created a packet of UR materials that could be integrated
into professors’ online Blackboard courses.
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A website is you base presence on the web, and the University of North Carolina – Chapel
Hill shares some lessons they’ve learned as they’ve updated their site. We are in the
process of migrating our website as well, and I find all these recommendations to be true.
A large project like this would be well served by a “mini marketing plan” to decide the
scope and goals of what should be accomplished. Because designing for the web requires
so much technical and graphic know how, this is one area where it’s well worth it to hire
out an expert. Take the time to do the job well, and much of that can be accomplished
simply by paying attention to how the information is organized
organized. Even though lots of content
is found through web searches a hierarchical tree organization is still an important part of
most websites. Finally, once your website is up, continue to update it to keep the content
fresh.
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Peak photo – or add later.
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Strategic communication involved connecting the right initiatives with the right audiences.
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It’s always nice to find the right tool to do the job, so we want to share with you some
success stories we’ve found for communicating with prospective students, current
students, faculty, and media outlets.
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When working with prospective students, it’s helpful to remember that many of them are
not familiar with the concept of undergraduate research at all. And, when it’s presented to
them, it needs to be done in with their own language and value system.
By far, the best way to interface with prospective students is to coordinate with your
Admissions Office, which already has the communication style mastered. By integrating
with their strategy, providing them with your publications, stories, and students at events,
you can help them do your job for you.
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South Alabama University UR works with its Admissions Office to contribute to its
prospective student open house. They set up a booth with their marketing materials, and,
most importantly, they have current student researchers on hand to talk about their
experiences.

----- Meeting Notes (6/6/11 09:37) ----"USA" is University of South Alabama
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When it comes to communicating with students on campus, there are two considerations:
access and opportunity. Simply making sure students are aware of UR opportunities and
showing them how they can engage with them, goes a long toward creating actual
participation. Geographic proximity makes it much easier to communicate widely and
somewhat completely. In the past, we’ve used bulletin boards, fliers, social networking,
email, press releases, sandwich board signs, table tents, and digital signs.
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Write correct example
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Send parents brag stories
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First, we wish to acknowledge the tremendous value of the Council for the Advancement
and Support of Education (CASE), which has a wonderful repository of resources from
which to draw. You can find those at www.case.org. For instance, fundraising has its own
set of ethics that advancement professionals follow. There’s also a terrific Donor Bill of
Rights to guide those who may be new to fundraising.
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Get to know the Advancement staff at your institution and determine who the contact will
be for UR. Develop relationships. Make sure the Advancement Office understands your
agenda for UR and work to write a “case” for UR fundraising. “Tagging” UR alumni in a
central database allows reports to be written that extracts those names—particularly
important for communications. Like an alumni newsletter.

66

Carnegie Mellon produces a fabulous alumni newsletter with news about current UR
activities but also updates on alumni and information on donors.
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The University of New Hampshire has the Hamel Center for Undergraduate Research;
additionally, another endowment funds the International Undergraduate Research
Opportunities Program.
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External boards
Internal boards
Most important: make sure that the board has a meaningful role. The members of the
board should also be lead donors, particularly for external advisory boards.
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Before making “the ask,” it’s important that UR engages in “friend raising.” This can occur
while students are involved in the UR program, letting them know how to be good
stewards for those already contributing. If the UR program has never engaged in
fundraising before, then there will be a period of “friend raising” as they are educated on
what the program is (reminded, most likely), and how they can help. Recall that people like
to invest in success. Share those bragging points and success stories with alumni and
others. Most importantly, make sure you always give thanks to donors. It’s not just about
saying thanks one time
time, but letting donors know consistently that their investment has
long-term benefits.
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Thanks can come from the institution in a formal way.
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Thanks can come from the UR office in a variety of ways, including creative photo albums
that profile the students who benefit from donor investment.
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Whenever possible “picture” undergraduate researchers in action. Let them tell their story.
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The most creative funding source I’ve ever heard occurred at Appalachian State University
in which the director of the budding UR program managed to obtain the profits from the
campus Laundromat in housing! Or take the University of Nebraska; its UR program is
funded by the campus’ designated soft drink company. One of the University of Wisconsin
campuses has a generous annual budget through student fees. (UW-Whitewater)
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Add fellows posters too.
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Take every opportunity to celebrate undergraduate research, particularly anniversaries and
birthdays of UR programs and events. It’s yet another chance to draw attention to the
power of Learning through Discovery.
(Established, UR35)
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USU UR website
Insitutitonal member of CUR
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