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AND COMMUNICATIONS



UNIT 
DESCRIPTION

SECTION 1



MARCOM DIVISION 
OPERATIONAL INFORMATION

‘23-’24 ‘24-’25 Difference Change

Total $6,044,164 $6,829,705 $784,541 12.98%

Comms $1,167,067 $1,252,111 $85,044 7.28%

Marketing $4,877,097 $5,577,594 $799,497 14.36%

Executives
4%

Full Time Exempt
62%

Full Time Non-Exempt
3%

PT Students

8%

PT Staff
23%



PREVIOUS 
BUDGET

ASSESSMENT

SECTION 2



MARCOM DIVISION 

RESOURCE REQUEST ALLOCATION TYPE AMOUNT EXPENSE
CATEGORY 

(HIRING, DIVISION 
PROGRAMMING, INSTITUTIONAL 

COST

REPORTED RESULTS

Enrollment and 
Digital Outreach

Appropriated, 
2022-2023 One-

time
$300,000 $300,000

Advertising and 
Promotion, 

Institutional Costs

Enrollment for:
Fall 2023:

HC: +3.61% FTE: +4.87%
Spring 2024

HC: +3.29% FTE: +5.22%
Summer 2024

HC: +6.92% FTE: +8.08%

Enrollment and 
Digital Outreach

Appropriated, 
2023-2024 One-

time
$60,000 $60,000

Advertising and 
Promotion, 

Institutional Costs

Enrollment for:
Fall 2023:

HC: +3.61% FTE: +4.87%
Spring 2024

HC: +3.29% FTE: +5.22%
Summer 2024

HC: +6.92% FTE: +8.08%

SEO MANAGER
Appropriated, 

2023-2024
$100,715 $108,696.50 Hiring Hired

2022-2023 PBA CYCLE



MARCOM DIVISION 

Final ALLOCATION TYPE AMOUNT EXPENSE
CATEGORY 

(HIRING, DIVISION 
PROGRAMMING, INSTITUTIONAL 

COST

PLAN FOR REPORTING RESULTS

Enrollment and 
Digital Outreach

Appropriated, 
2024-2025 

Base
$100,000 In-process

Advertising and 
Promotion, 

Institutional Costs
Final Enrollment numbers

University Advertising 
and Promotion

Appropriated, 
2024-2025 

Base
$280,000 In-process

Advertising and 
Promotion, 

Institutional Costs

Varies by Channel; 
generally, reach, engagement, 

sentiment, conversion

University Advertising 
and Promotion

One-time

Appropriated, 
2024-2025 
One-time

$420,000 In-process
Advertising and 

Promotion

Varies by Channel; 
generally, reach, engagement, 

sentiment, conversion

Baseball Billboard
One-time

Appropriated, 
2024-2025 
One-time

$475,000

PO 
submitted 
for $500k 

(facilities paid for 25K)

Institutional funds
Reach/Impressions 

(current projection is more 
than 180 million annually)

Baseball Billboard
Ongoing 

(Funded 1x)

Appropriated, 
2024-2025 
One-time

$150,000 In-process Reach/Impressions

2023-2024 PBA CYCLE



MARCOM DIVISION 
STEWARDSHIP 
2022-TODAY 



DIGITAL MARKETING 
CAMPUS TOOLS

Reputation Management

Brandwatch helps us adapt and thrive in 
today's fast moving digital world by 
helping us make smarter decisions and 
execute data-driven social strategies at 
every customer touchpoint.

Social Media Management

Khoros is a platform for digital-first 
customer engagement across social media 
marketing channels

SEO Management

BrightEdge crawls the web and helps 
us view website data and make 
decisions to optimize engagement of 
our digital content across web, social, 
search, and mobile.

Asset Library
(AI tagging, and SSO)

Photoshelter is a digital asset 
management platform that helps 
us effortlessly manage, collaborate 
and share our visual media



TUCKER PEARSON

Digital Cinema Production
Student Digital Marketing Intern

DIGITAL MARKETING 
STUDENT INTERNS

DAISY NIELSON

Digital Marketing
Student Social Media Intern

CLAIRE PHELPS

Business Analytics & 
Nonprofit Leadership

Student Social Media Intern

SKY HARMER

PR & Strategic Communications
Student Social Media Intern



Engagement Video Series

Total views: 578,234 (organic)

Overall Engagement rate: 5.45%

Launched: Feb 2024

Number of videos: 57

DIGITAL MARKETING 
STUDENT INTERNS



2023 – 2024 FTE: 

7.78% increase

AD SPEND:  $9,000
IMPRESSIONS: 507,400
CLICKS:  12,600
CTR:   2.5%

SUMMER ENROLLMENT 
DIGITAL AD CAMPAIGN



ONLINE FALL ENROLLMENT 
DIGITAL AD CAMPAIGN

2023 – 2024 FTE: 
18% increase

IMPRESSIONS: 2.1M
CLICKS:  28,000
CTR:   1.3%
CONVERSATION: 6,600
CRC:   $9.32



DIGITAL AUDIO PROGRAM FALL ENROLLMENT 
DIGITAL AD CAMPAIGN

2023 – FALL 2024 Enrollment
Increased 16%

From 125 New Students in 2023 
to 
145 New Students in 2024

BUDGET:  $6,758
IMPRESSIONS: 128,404
CLICKS:   54,075
CTR:   42.11%
AVG CPC:  $0.12



MPA RESULTS
72% increase in New Student Applications
19% increase in New Student Enrollments

BUDGET:  $5,765
IMPRESSIONS: 190,835
CLICKS:  1,788
CTR:  0.94%
AVG CPC:  $3.22

58% increase in New Student Applications
60% increase in New Student Enrollments

BUDGET:  $11,838
IMPRESSIONS: 87,640
CLICKS:  3,358
CTR:  4.06%
AVG CPC:  $3.30

MS-ETM RESULTS

MASTERS PROGRAMS FALL ENROLLMENT 
DIGITAL AD CAMPAIGN



METRICS TO
SUCCESS

SECTION 2



VISION 2030 SCORECARD

Every Three Years: 
• Familiarity 
• Reputation 
• Advocacy 

Every Three Months: 
• Awareness
• Sentiment
• Engagement 

MARCOM METRICS  METRICS 



THE RISING TIDE
LIFTS ALL BOATS

BRAND REPUTATION

+22%

+29%

+19%

ENROLLMENT

DONATIONS

OTHER

BRAND REPUTATION

4.83% YOY 

increase (fall '24)

7.78% YOY increase 

(summer '24)
$1,843,764 

donations at PSB 

(record high)

Increase in employee 

satisfaction 

Increase 

in ticket sales



STRATEGIC PLANNING 
EFFORTS

SECTION 3



MARCOM’S 4 STRATEGIC PRIORITIES

Digital 
Excellence

  

Strategic 
Partnerships

  

Brand and 
Reputation

  

Storytelling



ADVANCEMENT
Laying Groundwork 

for Giving

PEOPLE & CULTURE
Collaboration on 

Recruitment

ATHLETICS 
Building Broader 
Brand Awareness

ENROLLMENT 
Coordinated 
Recruitment 

Efforts

IMPACTFUL PARTNERSHIPS



AREA SUPPORT

PROJECTS 
COMPLETED

3,703

Academic Affairs 25.6%
University Marketing & Communications 24.5%
Administration & Strategic Relations 24.4%
Student Affairs 13.9%
Office of the President 4.8%
Institutional Advancement 2.8%
People & Culture 2.1%
Digital Transformation 0.8%
Finance 0.4%
University Relations 0.4%
PACE 0.3%
General Council 0.2%



PHASE 1

PHASE 2

PHASE 3

PHASE 4

PHASE 5

ESTABLISH

AMPLIFY

ENGAGE 
COMMUNITY

DIGITAL 
EXPANSION

HYPER 
PERSONALIZATION

• MESSAGING PILLARS
• BRAND GUIDELINES
• BRAND ASSETS

• CAMPUS INSTALLATIONS
• TRANSIT
• INFLUENCER PROGRAM

• WOLVERINE STORIES, OFFICE 
HOURS, FACULTY FOOTNOTES

• MATURITY OF BRAND ASSETS
• COLLEGE/SCHOOL EXPANDED 

MESSAGING

• BRANDED MERCHANDISE AND SWAG
• ADDITIONAL CAMPUS INSTALLATIONS
• WEBSITE REVAMP (UVU.EDU, COLLEGE/SCHOOL PAGES, 

CONTENT HUB, LANDING PAGES)

• BUILD COMMUNITY PARTNERS
• BUILD COMMUNITY 

MESSAGING/ASSETS

• COMMUNITY EXPANSION
• EXPANDED LIFESTYLE MESSAGING
• EXPANDED LIFESTYLE BRANDING
• COMMUNITY IMPACT STORYTELLING

• EXPANDED DIGITAL ADS – OUTSIDE SERVICE REGION, STATE, 
AND BORDERING STATES

• ADDITIONAL TARGETED DIGITAL ADS
• EXPLORATION OF DIGITAL COMMUNITY (OWNED/THIRD PARTY)

• STUDENT STORIES FROM FIRST DAY OF CLASS TO GRADUATION
• TARGETED WEB/SOCIAL ADS
• PERSONALIZED LANDING PAGES
• EXPERIENCE MARKETING
• DIGITAL EXPERIENCE (AR/VR)

FEB 23 – APR 24

MAY 24 – AUG 25

AUG 25 – AUG 26

AUG 26 – MAY 30

APR 22 – FEB 23

BRAND REPUTATION - 'A PLACE FOR YOU' ROADMAP







BRAND REPUTATION



ADVERTISING & PROMOTION CHANNELS 

IMPRESSIONS: 23,307,927 (OCT 14-28)



PHASE 2 CHANNELS



Marketing and Communications 
Receive Local & National Awards

of the University Photographer’s 
Association of America

BEST OF SHOW
Annual Photo
Competition



VALLEY VINTAGE COLLECTION

Brand Development

ATHLETIC UV LETTERMARK

BRAND DEVELOPMENT 
TRADEMARK LICENSING



University Place - Tailgate Event and Banners

Mall traffic - 200,000 / yr. 
Cinemark traffic 385,000 / yr.

18 street banners
9 parking lot banners
1 giant indoor flag

TRADEMARK–LICENSING



Student engaged learning - 
Tailgate, buying and 
manufacturing, UVU SmartLab

Wednesday revenues increased 
398% for the event

Partnership Launch With Wood n Grail And Student Athlete

TRADEMARK–LICENSING



DIGITAL EXCELLENCE
UVU.EDU REVAMP RESULTS
BEFORE AFTER

ENGAGEMENT 21%

KEY EVENTS 18%



CET BEFORE CET AFTER SOE BEFORE SOE AFTER



42%

44%

46%

48%

50%

52%

54%

Fall 2023 Spring 2024 Fall 2024

Staff Newsletter Open Rate

34%

35%

36%

37%

38%

39%

40%

41%

Fall 2023 Spring 2024 Fall 2024

Faculty Newsletter Open Rate

Implemented 
combined 
newsletter with 
AA

INTERNAL COMMS PROGRESS WITH DIGITAL NEWSLETTERS



TELLING OUR STORY: OUR EXPERTS STRATEGY IS WORKING

Brandon Amacher

UVU experts who have been interviewed

Jay DeSart 

Stacy Hamm – PBS

Noah Meyers – KSL

Benjamin Cummings – KSL

President Tuminez – KSL Radio

Cary Wasden – KSL Radio

Baldomero Lago – Fox 13

Andrew Stone – abc4

Gov. Herbert – abc4

Scott Stratton – KUTV

Heath Ogden – Univision

Michelle Kearns



The Value of Earned Media Coverage (AVE)

$67.9 million

THE VALUE OF EARNED MEDIA COVERAGE (AVE)



Increased accountability: 
with robust goals:
• National news stories
• Op-ed 
• Speaking opportunities 

for President

NATIONAL PROFILE OF UVU

National Reporters who expressed interest in 
attending yesterday’s event via stream:
•Steven Lee Meyers and Stuart Thompson, 
New York Times
•Margi Murphy, Bloomberg
•Sam Sabin, Axios
•Jonathan Greig, The Record



BUDGET
REQUESTS

SECTION 4



1. CONTINUED
ADVERTISING FUNDING
(ONE-TIME REQUEST)

BRAND AND REPUTATION SUPPORTING 
ENROLLMENT: $420k

• To continue ad placements



44

2. ADDITIONAL 
PHOTOGRAPHY SUPPORT
PHOTOGRAPHER PT TO FT

$60k

• Converting a part-time to full-time will 
support additional content needs for 
campaigns, digital outreach, POD 
support, and campus events 



Request: 1.0 FTE -- Public Relations Manager
Cost:  $102k (with benefits) ($19k already reallocation available) 
Rationale: Major value of earned media coverage:

o Ad value for earned media was $67m last year
o Third-party credibility
o UVU is a treasure trove of stories with incredible SMEs (We 

need more resources to tell those stories)
o Crisis response needs increasing
o By comparison, U of U has about 7.0 FTEs doing PR 

(compared to our 1 director)
 

3. MEDIA RELATIONS 
SUPPORT
MEDIA RELATIONS MANAGER 



THANK YOU



APPENDIX
SECTION 4



CHSS
Before 4/1 After 4/1

CONSIDERATION CONVERSIONS
page_view
uvu_edu_academics
uvu_edu_colleges_schools
uvu_edu_degrees
form_submit

DECISION CONVERSIONS
admissions_apply_now
homepage_hero_button_click
uvu_edu_apply_main
uvu_edu_apply_small
banner-add-drop



WSB
Before 4/1 After 4/1

CONSIDERATION CONVERSIONS
page_view
uvu_edu_academics
uvu_edu_colleges_schools
uvu_edu_degrees
form_submit

DECISION CONVERSIONS
admissions_apply_now
homepage_hero_button_click
uvu_edu_apply_main
uvu_edu_apply_small
banner-add-drop



COS
Before 4/1 After 4/1

CONSIDERATION CONVERSIONS
page_view
uvu_edu_academics
uvu_edu_colleges_schools
uvu_edu_degrees
form_submit

DECISION CONVERSIONS
admissions_apply_now
homepage_hero_button_click
uvu_edu_apply_main
uvu_edu_apply_small
banner-add-drop



CHPS
Before 4/1 After 4/1

CONSIDERATION CONVERSIONS
page_view
uvu_edu_academics
uvu_edu_colleges_schools
uvu_edu_degrees
form_submit

DECISION CONVERSIONS
admissions_apply_now
homepage_hero_button_click
uvu_edu_apply_main
uvu_edu_apply_small
banner-add-drop
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