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I. Accomplishments and Productivity for the past year 

 

A. Give a brief review of the division’s goals and objectives 

Objective 

The overall objective of QC Marketing is to increase awareness and visibility of Western Illinois 

University – Quad Cities as an institution of academic excellence, and dedication to higher values 

in higher education and service to the community through a comprehensive, integrated marketing 

and promotions strategy and continued involvement in community and news that relates to our 

students, prospective students and external populations.  Additional goals are to increase 

enrollment and tell the Western Illinois University-Quad Cities story.  In addition, I’ve added the 

following goals: 

 

 Won the gold medal award in the Collegiate Advertising Awards. Top 5% from 900 colleges and 

universities nationwide for our view book, look book and television broadcast campaign. 

 As a member of the QC Higher Education Marketing Alliance WIU-QC and the members of the 

Alliance arranged extensive research and focus groups to study a plan to market the Quad Cities as 

an educational hub. The area and the Alliance are well poised to implement the plan to align with 

rail service coming to the area. 

 Sports and military in the QC campaign allow us to reach more families and a variety of target 

audiences –we sponsored Military night with the QC River Bandits and offered our military 

students and families’ opportunities to attend a game for free. I hope to continue specialty 

sponsorships in the next FY to promote scholarship programs. 

 WIU-QC Marketing advisory group guides us on marketing issues and strategy successfully 

guided us through Phase II opening and a new campus, new opportunity campaign. 

  The addition of a marketing intern/student worker was an important goal attained this year. My 

intern/student worker is a tremendous asset for boosting our social media presence and gathering 

important feedback from her peers which aids in market research.  

 Conducted a study including students, leadership team members, faculty, assistant dean and 

admissions staff to measure the effectiveness and ways to bolster current marketing plan for the 

QC. Results will be in our hands by next month (April 2015). 

 

B. List the most important divisional accomplishments for the current FY and document how these 

accomplishments support the goals and objectives of the University, including specific Strategic 

Plan accomplishments. 

1. Mobile advertising with QC Times, WQAD, KLJB, KWQC continues to be effective and 

appeals to our younger demographic. Our numbers exceed the national averages and click 

through rates.   

2. Unique QC webpage tracks the effectiveness of “click-able” campaigns. We are able to 

measure visits to the page which can only be accessed by clicking the mobile ad on various 

websites like QC Times, WQAD, KLJB and KWQC. The ads are working.  

3. Internal semi-permanent messaging throughout the buildings in the form of wall clings, signs, 

banners, flags, sandwich boards, plasma screens and kiosks. HVHE messaging along with the 

WIU-QC name and logos can be seen throughout the buildings.  

4. Marketing “artwork” like framed BOT photos, READ posters, vinyl lettering, logos, framed 



 

news articles and donor recognition displays are prevalent. 

5. Digital sign marketing is utilized to promote events and boost program information and 

“apply/register now” messages 

6. Website continues to evolve as we think of more ways to highlight our campus, activities, 

events and information. 

7. Increased social media presence, boosting our Twitter posts to target a younger audience who 

we find is using this forum most. 

8. TV ads appear on educational programming like “Cosmos,” “The Journey” aligns us with an 

audience interested in education.  

9. Way finding kiosks are a way to promote events and show visitors where they can locate 

people and places 

10. 2- :30 second TV commercial ads and one 1:30 video highlights our location, facilities, 

programs and diverse student population 

11. Shared messaging with Metro-bus wrap and brochures, shared web presence 

12. Excellent cooperative between WIU-QC and Jim Mertens, of The Cities for guests/resources 

13. Excellent relationships with local media yield positive benefits-plenty of news coverage! 

14. Support for programs, event promotion, promotional item acquisition, news releases and 

targeted messaging for events, programs and campaigns 

15. WIU-QC is the “go to” for local media needing expert opinions, student man-on the street, 

and available administrators to speak to trending issues 

16. Increased awareness to a new target market-high school seniors and their parents 

17. Explored new sponsorships with Festival of Trees, Rivermont Collegiate, Ballet QC 

18. Snow cancellation banner sponsor on KWQC continues to give us significant exposure 

19. Video campaign with WHBF/CBS 4 and WQAD with a military holiday greeting 

20. WHBF/CBS 4-Military Holiday message 

21. Veteran’s events on campus-Twice Purple event promotion and organization 

22. Successful and varied photo shoots continue on a regular basis and photos are used on the 

web and in promotional materials 

23. Veteran’s resource center collaboration on campus with VISTA members 

24. Collaboration with student groups, events , promotional items and event promotion 

25. News story pitches, news releases, managing news media, arranging media interviews 

continue to be successful. Positive relationships with the media put us at the top of the call list 

when media need interviews and information. 

 

 

 

Indicate measures of productivity by which the unit’s successes can be illustrated. 

1. Marketing messages are tough to measure.  

a. Unique webpage that can only be accessed by clicking on a mobile ad helps us 

measure advertising effectiveness 

b. Internal focus groups 



 

c. “How did you hear about us” comment cards from admissions 

d. Google analytics 

e. FB insights 

f. WIU web analytics 

g. How many are listening/watching stats from broadcast 

  

 

 

 

Budget Year 

 

 

III. Major Objectives and Productivity Measures  

 

A. List the most important goals and objectives the division will pursue, and how these actions will 

be measured/assessed. 

a. Explore new media possibilities like hyper mobile targeting 

b. Iowa College Network web presence  

c. Create more videos showcasing university programs 

d. Explore more program ideas and promotions with WQPT 

B. Of the objectives identified above, please indicate which are directly related to Strategic Plan 

action items. 

a. All four goals support the University’s Strategic Plan’s number one goal-University 

Growth and Recruitment. Each item plays a part of the institution’s plan to grow 

enrollment and increase awareness of Western Illinois University and our traditions of 

excellence. 

C. Annual Cost Savings  

a. A total of $42,564 was saved as a result of expert negotiations, sales, added value and 

taking advantage of non-profit rates and last minute avails.  

V.  Technology Goals and Objectives 

 

A. List the most important technological goals and objectives the division will pursue, and how these 

will be measured/assessed. 

a. Continue to research how our students (and prospective students, parents and families) 

use technology, gather information and provide materials that meet the needs of our 

recruiting specialists as they meet with future students and parents. Because of this goal 

we created QC specific recruitment videos and promotional print pieces.  

B. Describe how these objectives build upon goals in divisional and/or institutional strategic plans. 

a. Utilizing the technology our students use help us to better reach future students and 

interact more effectively. 

 

 

 

Budget Request  
 

This request for $100,000 is respectfully submitted for your consideration following review of 



 

expenditures and driven by WIU-QC marketing goals and initiatives with input from the QC 

Marketing Advisory Board.  This group contributed to the identification of the following 

priorities outlined below, and helped establish corresponding goals in an effort to produce 

measurable outcomes for marketing initiatives in the Quad Cities. The final research from the 

TAG Mapping Marketing study will help further fine tune our goals. The list below reflects ad 

campaigns I’d like to pursue in the next FY which are either new to us or have a successful and 

proven track record. 

 

Broadcast campaigns 

$55,000 

Outdoor 

$10,000 

Sponsorships 

$6000 

New venues 

$8000 

Print 

$2000 

Digital/Mobile 

$19,000 

 

 
 

 



 

 

 

 

 

 

   


