
 
The Workgroup met on February 24, 2017. Representing President Clark was Paul Steinmetz, 

Director of University and Community Relations. Also present for this meeting was the Messaging 

Team, a group of volunteers consisting of CSCU subject matter expert faculty members and college 

and university marketing/PR directors.  

 

The Messaging Team’s task is to synthesize the output from the focus groups and draft key message 

points for recommendation to the Workgroup members to consider and adopt as part of the overall 

marketing and branding effort.  

 

Members of the Messaging Team include Daniel Barrett (WCSU); Kimberly Dugan (ECSU); Amy 

Feest (TxCC); Karen Koza (WCSU); Edward Osborne (ECSU); A. Fiona Pearson (CCSU); Julie 

Cotnoir (ACC); and Evie Gard (GCC).  

 

Meeting Notes  
• The meeting focused on defining and discussing the Messaging Team’s assignment. The 

Workgroup determined the date for the Messaging Team to present its recommendations. The 

members of both groups agreed on a two-week timeframe for the Messaging Team to review 

the focus group output (all four focus group videos and/or transcripts, and the Moderator’s 

final report), and to report message recommendations during the week of March 13th.  

• Chairs Drummer and Kozlowski clarified the deliverables for the Marketing/Branding 

Workgroup: 

  Develop a brand “umbrella” for CSCU that will harmonize with the individual 

CSCU college and university brands; and  

 Draft a marketing plan for CSCU to promote the benefits and value of the 17 colleges 

and universities to traditional and non-traditional student prospects.  

 

 

All members of the Workgroup understand that the individual colleges and universities will continue 

to conduct and manage their own marketing campaigns, with some degree of input from System 

Office Marketing resources to ensure consistency of messaging and relationship to the CSCU brand.  

 

• Co-chair Kozlowski referenced the results of some higher education marketing and branding 

research, with those materials promised to the Workgroup and the Messaging Team for their 

edification and use in carrying out assigned tasks. These items also are available by accessing 

these links:  

 

• The next Marketing/Branding Workgroup meeting will be during the week of March 13th to 

review the Messaging Team’s recommendations.  

 

Responses to Comments Received  
Many thanks to those who took the time to share their opinions about the posted meeting notes and 

BOR report. Below is an overview of comments received and the Workgroup’s response (in italics). 



 

• A number of comments criticized the lack of definition of the “Plan” as it stands now.  

 

The task of the Workgroup is to develop a marketing plan for CSCU – not the individual CSCU 

institutions – that will include a recommendation for a re-defined CSCU brand (separate from the 

individual institutions’ brands). The Workgroup will not be redesigning the Connecticut State 

Colleges and Universities logo as part of this assignment. The Workgroup defines “brand” as the 

organization’s “promise” – a philosophy as it were – for which the organization seeks to be known.  

 

• One person suggested that the Marketing/Branding Workgroup and the Recruitment/Retention 

Workgroup share their information and collaborate on their efforts.  

 

This is a sound suggestion, and the Marketing/Branding Workgroup shared this idea with the 

Recruitment/Retention Workgroup. Co-chair Drummer distributed the Recruitment/Retention report 

to the Marketing/Branding Workgroup members.  

 

• Several comments related to the need for and/or utility of research.  

 

After a review of all the available materials related to the public’s perception of CSCU colleges and 

universities, the Workgroup determined the information is not only limited, but also outdated. 

Moreover, the Workgroup lacks data about what non-enrolled prospects think of CSCU institutions. 

As such, the Workgroup agreed on the need to conduct focus groups with traditional and non-

traditional student prospects as well as parents of rising juniors and seniors, teachers, and school 

counselors. The Workgroup also understands the importance of sharing the research results with 

interested stakeholders. Thus, this information is available via the following links, including the 

Moderator’s final report and the actual video recordings (8 hours—2 hours each group): 

 

• Finally, a number of respondents asked for greater specificity regarding the Plan to come, including 

details on the campaign elements, the timing for rollout, media mix, and the like.  

 

The following schedule represents the Workgroup’s best estimate for each step involved in 

developing the Plan:  

 Review Messaging Team output/recommendations—March 15  

 Adopt Messaging Team recommendations—March 17  

 Develop first draft of the final report with Workgroup recommendations—April 7  

 Post first draft report/recommendations on CSCU Planning Web page—April 10  

 Integrate input received from stakeholders—April 28 

 Present to CSCU executive team—May 5-6  

 Develop creative (concept, copy, design) for CSCU umbrella advertising campaign—April 

28  

 Conduct Town Hall meetings across the state to introduce campaign—May  

 Integrate feedback from Town Hall meetings—June 16  

 Meet with CSCU college and university marketing staff to provide guidance for brand use 

and consistency of individual advertising campaigns, as well as discuss opportunities for 

resource sharing among the institutions—late June through July  

 Launch CSCU umbrella campaign—August  

 



As for media mix and insertion schedules, those elements will be defined once the overall system 

budget has greater definition, and the Workgroup has completed its tasks.  

 

The Workgroup hopes the above information is helpful to understanding the team’s charge and 

deliverables. Thank you again for following the Workgroup’s progress and providing valuable input. 

Stay tuned for future updates. 

 

Branding/Marketing Research Materials 
 
Research Links 
 
http://www.voxburner.com/blog-source/university-marketing-campaigns-adapting-to-a-consumer-led-
market 
 
https://www.insidehighered.com/news/2016/05/02/why-colleges%E2%80%99-brands-look-so-similar 
 
http://www.neurosciencemarketing.com/blog/articles/college-branding.htm# 
 
https://www.universitybusiness.com/article/50-best-branding-ideas 
 
https://www.insidehighered.com/news/2015/04/14/survey-finds-marketing-officials-pleased-
outcomes-branding-projects 
 
https://www.insidehighered.com/blogs/call-action-marketing-and-communications-higher-
education/great-college-brand-works 
 
http://www.neurosciencemarketing.com/blog/articles/college-branding.htm# 
 
https://perkinswill.com/files/BrandingforHigherEducation.pdf 
 
 
 

Marketing Presentation 
PowerPoint presenting the results of a branding effort undertaken on the part of the largest community 
college in North Carolina (Wake Tech).  
 
https://www.slideshare.net/VisionPoint-Marketing/define-yourself-branding-a-community-college-
thats-everything-to-everyone 
 
 
 

Focus Group Videos 

http://www.voxburner.com/blog-source/university-marketing-campaigns-adapting-to-a-consumer-led-market
http://www.voxburner.com/blog-source/university-marketing-campaigns-adapting-to-a-consumer-led-market
https://www.insidehighered.com/news/2016/05/02/why-colleges%E2%80%99-brands-look-so-similar
http://www.neurosciencemarketing.com/blog/articles/college-branding.htm
https://www.universitybusiness.com/article/50-best-branding-ideas
https://www.insidehighered.com/news/2015/04/14/survey-finds-marketing-officials-pleased-outcomes-branding-projects
https://www.insidehighered.com/news/2015/04/14/survey-finds-marketing-officials-pleased-outcomes-branding-projects
https://www.insidehighered.com/blogs/call-action-marketing-and-communications-higher-education/great-college-brand-works
https://www.insidehighered.com/blogs/call-action-marketing-and-communications-higher-education/great-college-brand-works
http://www.neurosciencemarketing.com/blog/articles/college-branding.htm
https://perkinswill.com/files/BrandingforHigherEducation.pdf
https://www.slideshare.net/VisionPoint-Marketing/define-yourself-branding-a-community-college-thats-everything-to-everyone
https://www.slideshare.net/VisionPoint-Marketing/define-yourself-branding-a-community-college-thats-everything-to-everyone


CSCU Focus Group videos (Traditional Students, Teachers and Guidance Counselors, Parents of 
traditional Students, Non-Traditional Students) 

https://ct.cuevu.com/cuetubes/viewp/09a993b6dfbe01b13cebdaa840bfcad2 

 

https://na01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fct.cuevu.com%2Fcuetubes%2Fviewp%2F09a993b6dfbe01b13cebdaa840bfcad2&data=02%7C01%7CMKozlowski%40commnet.edu%7C4e45445cc57a4161d6ca08d4414667b9%7C679df878277a496aac8dd99e58606dd9%7C0%7C0%7C636205218023655331&sdata=qM5fqL6WsnHO7tJA0f2ayj%2ByeVLXdwY%2Bs3vrXf8EeX0%3D&reserved=0

