
Marketing/Branding Workgroup Meeting 

March 30, 2017 

 

Attendees: 

Presidents Carlee Drummer and Wilfredo Nieves; William Lugo; Michael Kozlowski; Paul Steinmetz 

The objectives for this meeting were: 

1)  to review the Messaging Team output following its review of the focus group data; and  

2)  to develop a foundation for the CSCU brand and positioning statement on which to base a 

marketing/advertising campaign. 

President Drummer kicked off the meeting by expressing the Workgroup’s thanks for the Messaging 

Team’s efforts in developing messaging for the planned campaign.  Each team member spent a great 

deal of time during the last few weeks listening, reading, and reviewing the focus group materials and 

research firm’s final report, and then meeting to compose a final report of their own. 

Next, the Workgroup members discussed the branding elements that may be the most relevant 

characteristics of CSCU.  Considered for discussion were the following:  

 first-rate academic programs;  

 close to home;  

 high value/low cost;  

 broad range of majors;  

 exceptional career preparation;  

 lifelong learning; and  

 incubators of character and curiosity.    

Following a lengthy discussion, with active input from all members of the Workgroup, the team agreed 

on three branding “pillars” as the most salient and most pertinent.  These include: 

 CSCU is: 

 Academically dynamic (with quality faculty, programs, and courses) 

 Nearby (geographically convenient to students, businesses, and extracurricular 

activities) 

 Springboard for further education and/or a career  

These pillars will inform the development of the overarching CSCU brand – the foundation for all 

subsequent marketing, advertising, and messaging at the System level.  At the same time, the CSCU 

brand will guide the individual marketing and advertising campaigns for the 17 institutions. 

Finally, the Workgroup members discussed the next steps in the process of completing our task.  

Following a briefing on our progress to the Executive Team, the branding information will be published 

on the Workgroup Web page for digestion by interested stakeholders—faculty, staff, and students.  

Next, the Workgroup will determine how much funding may be available for the launch of the branding 



campaign. The Workgroup will keep our communities informed about the progress and will welcome 

feedback along the way. 

The Marketing Workgroup will reconvene in mid-April to prepare for the Executive Team briefing. 


