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DIVISION - MARCOM

STATE OF ADMINISTRATIVE

1. EMPLOYEE INFORMATION
2. OPERATIONAL INFORMATION

3. METRICS TO MEASURE SUCCESS



UMC EVIPLOYEES

PT STUDENT 6

PART-TIME STAFF 18
FT NONEXEMPT SALARIED STAFF 2
FT EXEMPT SALARIED STAFF 43
FT EXECUTIVES 3
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MARCOM DIVISION

OPERATIONAL INFORMATION

Budget
13%

N

87%
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m Wages and benefits m Current, capital, and travel
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MARCOM DIVISION

2022-23 PBA - ACCOUNTABILITY

* SEO MANAGER
* DIGITAL MARKETING
e ENROLLMENT MARKETING



NEW HIRE — SEO MANAGER

Tyler Mower
SEO Manager

* Hired in August
e 15 years of SEO experience

e Technical, on-page, off-page, local, reputation management,
video, social optimizations, and international SEO

e SEO Consulting
e Adjunct SEO Professor at UVU
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Deadline:
End of Nov.

Audit uvu.edu
Benchmark of
uvu.edu: Colleges,
President Site, etc.
Create SEO strategy

Strategy delivered to:

College of Science
School of Education
President’s Office

Strategy addresses:

1.

PwnN

URL Structure
Meta Titles

Meta Descriptions
Keyword Research

PHASED SEO STRATEGY

2

Deadline:
End of Dec.

Outline UMC Roles
and processes

Create University
standards, strategy
and processes

3

Deadline:
End of Feb.

Trainings &
Reporting

a4

Deadline:
End of Jul.

Integration of
SEO strategy for
all colleges and
schools

5

Deadline:
End of Aug.

Review UMC
SEO Strategy
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DIGITAL MARKETING
CAMPUS TOOLS

. Brandwatch rl PhotoShelter

Reputation Management SEO Management Social Media Management Asset Library
o . . S (Al tagging, and SSO)
Brandwatch helps us adapt and thrive in BrightEdge crawls the web and helps Khoros is a platform for digital-first
today's fast moving digital world by us view website data and make customer engagement across social media . .
. - . o . Photoshelter is a digital asset
helping us make smarter decisions and decisions to optimize engagement of marketing channels
. . . . . management platform that helps
execute data-driven social strategies at our digital content across web, social,
. . us effortlessly manage, collaborate
every customer touchpoint. search, and mobile.

and share our visual media
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DIGITAL MARKETING

SKY HARMER LIZZY HARRISON TYLEE BLACKNER JOHNATHAN MILLER
Digital Marketing Graphic Design Marketing Entrepreneurship
UMC UMC CHSS SOE & COS
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ENROLLMENT MARKETING RESULTS

B RZANNRD NINDERBP A RIE {INGAREWYEEE) ADS

Impressions Clicks Event count

1,973)378° 72,710 AWAGY R0
* 177.5% * 240.7% T 39.9%
'PROSPECT UPPER CONSIDERATION
INCOMPLETE APPLICATION
APPLIED LOWER CONSIDERATION
ADMITTED

In 2018, Google released a study looking into the variety of modern consumer journeys. Findings
show that the average consumer journey now involves anywhere between 20 and 500+ touchpoints.



FALL ENROLLMENT RESULTS w205 auese 2029

FUNNEL: LOWER CONSIDERATION, DECISION & LOYALTY ADS

AWARENESS

UPPER
CONSIDERATION

Impressions Clicks

15,543’852LZC())VI\\I/SEII§)ERATION 1,117,192
oL ] impreons

Recruit_Fall23_Returning 829,381 10,182,221
Recruit_Fall23_Continuing 149,041 2,246,637
Recruitment_Fall23_Prospective 87,477 2,466,241
Recruit_Fall23_Transfer 51,297 648,753
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FALL ENROLLMENT RESULTS
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METRICS TO

MEASURE SUCCESS
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MARCOM METRICS METRICS

0O Every Three Months: Every Three Years:
O) e Awareness @ e Familiarity

_ * Sentiment * Reputation

- e Engagement e Advocacy



El&5 U E
MARCOM DASHBOARD TPEr
[x] https://engage.uvu.edu/UMCmonthlydash



https://engage.uvu.edu/UMCmonthlydash




40.12K 36.39K © 9.8%
62.14M 49.65M o 22.3%
155.99M 141.05M © 10.1%
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MARCOM METRICS METRICS

0O Every Three Months: Every Three Years:
O) e Awareness @ e Familiarity

_ * Sentiment * Reputation

- e Engagement e Advocacy



VISION 2030 SCORECARD

Familiarity Reputation Advocacy

74% 74 ?4

70% 67%
60 58%
2%

49%479%

m Core 20 mCore'23 mSLC '20 = SLC '23



VISION 2030 SCORECARD

Behavior Intentions

T2B, Agree completely or somewhat

mmmCore Counties  mmm Salt Lake County  —e=Core Counties Peer Average  —e=Salt Lake County Peer Average

Change
From 2020
| would recommend this | would visit this | would want my child or | would donate money | would recommend or hire
university to someone university's website family member to attend to this university a graduate

thinking this university
about higher education
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ENROLLMENT | MARKETING FUNNEL

NON-LEAD AWARENESS

PROSPECT UPPER CONSIDERATION

INCOMPLETE APPLICATION

APPLIED LOWER CONSIDERATION

ADMITTED




RECRUITMENT CYCLE

Brand and Reputation Always on Ads

Summer Semester Fall Semester Spring Semester Enrollmen
Recruitment & Recruitment & Recruitment & t| UMC | Consider
Enrollment Ads Enrollment Ads Enrollment Ads R

Program o
Program Ads Program Ads Program Ads




ADVERTISING BUDGET BREAKDOWN

BEFORE PBA ONE TIME FUNDS

AFTER PBA ONE TIME FUNDS

Event Marketing

Blip Radio

Billboards 8%
6%

Ballpark
Billboard
17%

Transit
13%

Radio
Digital 3%
Marketing

5% Blip Billboards

9%

Ballpark
Billboard
11%

Urban

Billboards Transit
31% 23%

8%

Digital
Marketing
32%

Urban
Billboards
14%




ONLINE RESULTS

FUNNEL: LOWER CONSIDERATION, DECISION ADs

Apply Clicks

PPPPP
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77,105 * 211.0%
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MPA RESULTS

DEC'S'ON ADS Page views RESULTS

57,800 views
1,185 clicks on the apply button
132 clicks on submit button

40 new StUdentS were admitted to the MPA program

This is twice the size of the biggest cohort UVU has ever had
There was also a waitlist which had never before been needed.

S$12K Spent on ads
Jan — May 2023
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VISION 2030 SCORECARD

2023-24 Targets:

Awareness

* Increase reach 25%

* Increase brand impressions
36%
e Increase brand mentions 35%

Engagement
e Achieve 5% engagement rate

Sentiment

* Increase positive sentiment 3%,
decrease negative sentiment 1%,

decrease neutral sentiment 2%
*Positive 23%, negative 5%, neutral 72%

° o8

X



//////////////<

Strategic Brand and Digital

) . Storytelling
Partnerships Reputation Excellence
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MARCOM 2023-24 PRIORITIES

PARTNERSHIPS WITH IMPACT: Continue Building Partnerships that Drive Student Success

e Continue to support Student Enrollment and Experience through targeted digital and traditional marketing methods (INCLUDE)

e Amplify fundraising campaign; partner with new Alumni Relations Director to build out comprehensive alumni marketing and communications
campaign (ENGAGE)

* Align efforts with Athletics to maximize the reputational/affinity benefits of UVU Athletics (ENGAGE)

e Ensure high-performing MarComs in every division/school/college (OPERATIONAL EXCELLENCE)

BRAND REPUTATION AND ADVOCY: Increase Brand Equity and Advocacy

e Continue to build brand and reputational value through the UVU: A Place for You Integrated Marketing Campaign (INCLUDE, ENGAGE, ACHIEVE)
* Formalized advertising strategy and policy (OPERATIONAL EXCELLENCE)

e Expand UVU merchandise opportunities (ENGAGE)

e Build out more aggressive internal and external marketing and communications outreach (INCLUDE, ENGAGE, ACHIEVE)

* Formalize and track brand/reputation analytics to ensure effectiveness of tactics and return on investment (OPERATIONAL EXCELLENCE)

DIGITAL EXCELLENCE: Continue to Build Digital Alignment
e Continue website upgrades (INCLUDE, ENGAGE)

* Leverage web analytics to maximize digital marketing (particularly for enroliment and fundraising) (INCLUDE, ENGAGE)
e Leverage SEO and SEM (INCLUDE, ENGAGE)

e Build out the employee intranet and new email system (ACHIEVE)

e Continue to build on ‘digital first” mindset with design and editorial (OPERATIONAL EXCELLENCE)

COMPELLING STORYTELLING: Continue to Build Message Alignment
» Continue to use UVU’s messaging pillars/narrative framework in telling the UVU story (INCLUDE, ENGAGE, AC
e Build on video storytelling platforms (Wolverine Stories, Faculty Footnotes, etc.) (INCLUDE, ENGAGE, ACHIEVE)
e Expand internal and external influencer strategy (INCLUDE, ENGAGE)

e Upgrade the UVU story library to ensure greater access, diversity, and tie to UVU’s messaging pillars (INCLU E GE, ACHIEVE)
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IMPACTFUL PARTNERSHIPS

ENROLLMENT PEOPLE & CULTURE ADVANCEMENT ATHLETICS

Coordinated Collaboration on Laying Groundwork Building Broader
Recruitment Recruitment for Giving Brand Awareness
Efforts
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A PLACE FOR YOU CAMPAIGN ROADMAP

E1l

PHAS *  MESSAGING PILLARS * CAMPUS INSTALLATIONS e WOLVERINE STORIES, OFFICE
* BRAND GUIDELINES * TRANSIT HOURS, FACULTY FOOTNOTES

ESTABLISH * BRAND ASSETS * INFLUENCER PROGRAM

PHASE 2 MATURITY OF BRAND ASSETS BRANDED MERCHANDISE AND SWAG
FEB 23 — APR 24 COLLEGE/SCHOOL EXPANDED ADDITIONAL CAMPUS INSTALLATIONS
MESSAGING WEBSITE REVAMP (UVU.EDU, COLLEGE/SCHOOL PAGES,
AMPLIFY CONTENT HUB, LANDING PAGES)
PHASE 3
« BUILD COMMUNITY PARTNERS ¢ COMMUNITY EXPANSION
« BUILD COMMUNITY « EXPANDED LIFESTYLE MESSAGING
ENGAGE MESSAGING/ASSETS « EXPANDED LIFESTYLE BRANDING
PHASE 4 « EXPANDED DIGITAL ADS — OUTSIDE SERVICE REGION, STATE,
AND BORDERING STATES
DIGITAL « ADDITIONAL TARGETED DIGITAL ADS
+ EXPLORATION OF DIGITAL COMMUNITY (OWNED/THIRD PARTY)
PHASE 5 « STUDENT STORIES FROM FIRST DAY OF CLASS TO GRADUATION

e TARGETED WEB/SOCIAL ADS
e PERSONALIZED LANDING PAGES
HYPER o EXPERIENCE MARKETING

PERSONALIZATION * DIGITAL EXPERIENCE (AR/VR)












S s iarasrie ' EARNED MEDIA
The Salt Lake Tribmne

Ad Value Equivalency

$202M

Oct. 19, 2022 — Oct. 19, 2023

ﬂh UTAH POLICY
EH=EH

UVU to host Silicon Slopes Su
on artificial intelligence
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BRAND SSREPUTATION SN {0

Utah Valley University To Receive National Award For lts Leadership

Development Program

The American Assoclation of State Colleges and Unlversities (AASCU) announced today that it will present the People & Culture Division at Utah Valley University (UVU) with its 2023
Excellence & Innovation Award for Leadership Development and Diversity at the assaciation's annual conference Now. 4-7 in Chicaga.




DIGITAL EXCELLENCE — WEBSITE REVAMP

COS CET CHPS CHSS SOA SOE WSB




WEBSITE REVAMP — ROADMAP

* Team ldentified * Explore UX e Assess IR data for research
e Charter Completed Research Options e Submit research application to IRB
* Present to UEC * Narrow in Scope * Conduct UX Research

FEBRUARY

Assess IR data for research
Submit research application to IRB
Conduct UX Research

* Align fixed components
(Menu, Nav Bar, etc.)
e Create wireframes

e Approval on sitemap, url e Create/update all content
structure, wireframes, (written, photo, video)
tagging/tracking WITH each area

JULY-SEPTEMBER OCTOBER-MARCH -



DIGITAL EXCELLENCE - EXPANDED INTERNAL COMMS

2 Weekly Newsletters + Intranet
Average Open rates of newsletters - Staff: 47%; Faculty: 35%



COMPELLING STORYTELLING — STORY LIBRARY

Storytelling Training

Stories by Category:
First Gen: 4

Include: 11
Non-traditional: 3
Affordability: 3
Engaged Learning: 9
Faculty Mentoring: 9



Wolverine Stories — 35 videos produced Office Hours — 77 videos produced

Employee Stories — 5 videos produced Faculty Footnote — 6 videos produced




REALLOCATION OF
AVAILABLE

Reallocation Completed:

1. Reallocated half of University Marketing
Budget to University Communications

2. Reallocated half of Integrated Marketing
Budget to Digital Marketing Budget

Additional Measures Under Consideration:

1. Evaluate digital marketing and
communication tools supporting the
university

2. Scale back advertising budget to only
focus on brand and reputation



THANK YOU! QUESTIONS?
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