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Campaign	context	
University	of	Wisconsin	Colleges	and	University	of	Wisconsin	Extension	are	unique	
within	the	UW	System.	More	than	any	other	institution,	we	connect	every	corner	of	the	
state	with	the	UW.	
	
We’re	two	distinct	institutions	with	a	single	chancellor	and	shared	administrative	units.	
We	also	share	a	truly	statewide	perspective,	a	commitment	to	longstanding	local	
partnerships,	and	a	drive	to	innovate	that’s	changing	higher	education	in	Wisconsin	and	
beyond.	
	
As	we	approach	the	start	of	the	biennial	state	budget	process,	UW	Colleges	and	UW-
Extension	(UWCX)	aim	to	launch	a	campaign	that	boosts	our	visibility,	builds	our	
reputation,	and	prepares	Wisconsin	citizens	to	advocate	for	UWCX	programs.	Goals	
include:	
	

• Showing	how	UWCX	makes	a	tangible	difference	in	the	lives	of	Wisconsin’s	
people	and	communities	

• Emphasizing	our	unique	statewide	reach	and	commitment	
• Linking	UWCX	(and	its	individual	divisions,	campuses,	programs,	etc.)	to	the	UW	

System	
• Identifying	and	engaging	potential	supporters	and	advocates	
• Informing	influencers	about	our	impact	and	value	

	
Agency	partner	
UWCX	seeks	a	Madison-area	agency	to	consult	on	strategy	and	develop	creative	
directions	for	the	campaign.	The	ideal	partner	will:	
	

• Understand	our	goals	and	think	strategically	
• Demonstrate	strong	visual	design	sense	and	copywriting	acumen	
• Identify	markets	and	media	where	we	can	make	an	impact	
• Work	seamlessly	with	our	in-house	UWCX	communications	team	
• Help	develop	existing	ideas	and	offer	alternative	directions	
• Deliver	both	solid	planning	and	great	creative	
• Assist	in	tracking	and	assessing	results	

	
Phase	one	of	this	work	will	involve	developing	a	campaign	concept,	plan,	and	platform.	
Phase	two	will	include	ongoing	development	of	collateral	and	other	specific	projects.	
We	aim	to	launch	the	campaign	by	midsummer	2016	and	carry	it	through	spring	2017.	
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Message	and	conceptual	directions	
The	campaign	will	build	on	directions	established	by	UWCX	Chancellor	Cathy	Sandeen	
and	her	team	after	a	discovery	process	that	included	conversations	with	political	and	
community	leaders,	communications	and	marketing	pros,	shared	governance	groups,	
and	other	internal	and	external	sources.	
	
Thematic	priorities	
In-house	research	has	identified	five	overall	themes	with	best	potential	to	guide	how	we	
tell	our	story,	convey	our	value,	and	advocate	for	external	support:	
	

• Enhancing	Wisconsin’s	overall	quality	of	life	
• Developing	innovative	response	to	educational	needs	
• Fostering	leadership	development	and	civic	engagement	
• Helping	individuals	and	families	attain	economic	independence	
• Boosting	the	Wisconsin	economy	and	supporting	key	industries	

	
The	Wisconsin	Idea		
Research	to	date	also	shows	strong	support	for	“The	Wisconsin	Idea”	(broadly	speaking,	
this	longstanding	mission	of	connecting	UW	education,	research,	and	service	with	
communities	throughout	the	state).	
	
We	think	this	campaign	offers	a	chance	to	present	a	new	angle	on	concept	that’s	
grounded	in	Wisconsin	history,	a	take	on	The	Wisconsin	Idea	that	emphasizes	the	
unique	local	impact	of	UWCX,	personalizes	our	work,	and	supports	that	notion	of	shared	
investment.	
	
We	want	to	make	this	campaign	not	just	about	The	Wisconsin	Idea,	but	about	the	power	
of	Wisconsin	ideas,	about	the	ways	UWCX	helps	individuals,	families,	and	communities	
bring	their	ideas	to	life.	In	short,	we	want	to	show	how	we	make	Wisconsin	ideas	real.	
	
Potential	strategies,	tactics,	and	projects	
Campaign	development	may	include:	
	
Establishing	the	basics	

• Further	defining	goals	and	assessment	strategies	
• Expanding	on	themes	to	develop	key	messages	and	sample	proof	points	
• Developing	overall	creative	directions,	including	look,	feel,	personality,	and	voice	
• Mapping	strategies,	tactics,	and	schedules	
• Creating	sample	collateral	and	other	applications	

	
Identifying	and	developing	stories	

• Finding	good	stories	that	illustrate	themes	and	messages	



	

	 3	

• Representing	diverse	UWCX	programs,	subject	demographics,	and	geographic	
locations	

• Defining	content	needs	and	storytelling	deliverables	
• Telling	stories	in	words,	pictures,	video,	infographics,	etc.	

	
Building	infrastructure	

• Creating	and	maintaining	advocates	list	(names,	counties,	and	emails	for	people	
who	sign	on	to	get	info	and	maybe	take	action)	

• Identifying	email	campaign	platform	
• Establishing	web	home	(redesigned	UWCX	site	or	stand-along	microsite)	

	
Growing	internal	support	

• Presenting	campaign	goals,	plans,	and	concepts	
• Providing	communications	and	design	resources	
• Incenting	colleagues	to	share	ideas	and	carry	messages	in	their	own	work	
• Encouraging	faculty,	staff,	students,	and	others	to	engage	as	audience	members	

	
Inviting	engagement	

• Collecting	advocacy	contacts,	audience-generated	content,	and	potential	story	
ideas	

• Launching	social	media	campaign	with	calls	to	action,	hashtag	(e.g.,	
#mywisconsinidea),	direct	engagement,	etc.	

• Enlisting	social	media	influencers	
• Creating	“What’s	your	idea?”	postcard	campaign	to	collect	contacts	and	identify	

personal	stories	
	
Designing	and	producing	collateral	

• Supporting	organic	social	media	
o Cover,	profile,	and	other	images	
o Sharable	graphics	

• Developing	print	materials	
o Poscards	for	“What’s	your	idea?”	campaign	
o Infographic/fact	sheet	flyers/cards	
o County-by-county	flyers/cards	(variable/print-on-demand)	

• Creating	presentation/event	materials	
o Powerpoint	themes/graphics	
o Banners,	standups,	and	displays	
o Giveaways	

	
Evaluating	paid	options	

• Defining	targeted	demographics	and	appropriate	media	options	
• Matching	aspirations	with	budgets	
• Finding	opportunities	online	
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o Paid	social	to	expand	reach	and	visibility	
o Digital	display	networks	and	targeted	buys	(e.g.,	media	and	industry	sites)	
o YouTube	banners	and	possibly	pre-roll	
o Digital/social	retargeting	

• Evaluating	targeted	print	
o Wisconsin	business	publications	
o Industry/trade	press	

• Considering	traditional/online	broadcast	
o Leerfield	news	and	ag	radio	networks	
o WPR/WPTV	underwriting	
o Streaming	audio	and	video	services	

• Looking	further	afield	
o Out-of-home	
o Broadcast/cable	TV	

	
Earning	media	coverage	

• Pitching	campaign-related	stories	
• Stepping	up	efforts	to	complement	events,	media	buys,	etc.	
• Adding	key	media	to	email	lists	
• Responding	to	queries	about	the	campaign	itself	
• Placing	op-eds	and	encouraging	letters	to	the	editor	

	
Assessing	results	

• Tracking	overall	engagement	
o Web/social	metrics	
o Advocacy	sign-ups	
o Audience-generated	content	numbers	

• Monitoring	earned	media	hits	
o Results	on	pitches	
o Complementary	stories	
o Estimated	impressions	

• Charting	paid	media	reach	
o Overall	impressions	
o Impressions	by	medium	
o Cost	per	impressing	

• Collecting	anecdotal	feedback	
	
	
	


