
Meeting of the Full Board 

September 29, 2022 

8:30 a.m. 

Presentation 

BOT-9 University Communications Update 

Background Information 

University Communications has enjoyed a busy and productive fall. Richard Campbell, Vice 

Chancellor for Strategic Communications, will provide updates on our recently launched content 

marketing strategy, college and school level marketing plans, news, events, and communications 

impacts.  

Attachment:
 9.1   University Communications Update Presentation (see below)



University Communications Update
September 2022 



UC Priorities
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• Drive Student Enrollment and Retention
• Support “Light the Way Campaign” - Culture of Philanthropy
• Elevate Brand Awareness and Value
• Promote Shared Place and Fate - Nurture Community



OWNED 
MEDIA

PAID 
MEDIA

EARNED 
MEDIA
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UC Approach

Marketing & 
Advertising
Broadcast, Cable, OTT
Print, Outdoor, Airports
Environmental
Paid Search/PPC
Display Ads
Retargeting
Social Media Ads
Paid Content

UNCG 
CHANNELS
Websites
UNCG News
Magazines
Social Media
UNCG App

COVERAGE & SHARES
News Outlets/Media
Mentions
Social Media Posts, Shares, Likes
Word-of-Mouth

Drive traffic and earned 
media through PR, SEO & 
Stories

SEO & PPC to gain exposure to 
digital properties

Paid content promotion to accelerate 
sharing & engagement

UC employs a comprehensive 
marketing strategy to leverage 
Owned, Earned, and Paid 
Media 
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Marking Funnel

CURIOSITY

ENLIGHTENMENT

COMMITME
NT

STEP 1: Pique customer CURIOSITY 
about how we can make their own story 
better. It’s not about us!

What problem do we help them 
solve?

STEP 2: Enlighten customers on 
HOW we solve their problem and 
help them improve their lives.

How do we help them 
survive and thrive?

STEP 3: Ask for COMMITMENT once 
curious customers understand how we 
make their lives better, not before.

What are the steps they take to 
purchase?

Effective marketing starts when we help
customers recognize they have a problem.

Marketing Made Simple  - businessmadesimple.com
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UC Journey Maps

Curiosity Enlightenment Commitment Retention Advocacy

UNCG CUSTOMER JOURNEY

UNCG SALES  JOURNEY

PR

Radio
TV
Print Ads

Media

Student Stories

Social Media

Display Ads

Social Ads

SEO

Videos

PPC*

Paid 
Content

Specialized Websites

Social Media

UNCG Mobile App

UNCG Stories/News

Videos

Infographics

FAQs / Guides

Social Media

Alumni 
Success 

Stories

Websites

UNCG Mobile 
App

Magazines

Social Media

UNCG Stories/News

Specialized Websites

E-Newsletters

Billboards & 
Environmental Ads

*New area of UC focus



Current UC Marketing Efforts
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• Annual Budget: $250,000
- Airports
- Gate City Blvd. Billboard
- On & Off Campus 

Environmental
- Print (Newspaper & 

Magazine)
- Digital Marketing (Display, 

PPC)
- TV (Cable & OTT)
- Social Media
- University Priority 

Promotions

• Focus: Brand Marketing

UC Advertising Buckets 



TRANSITION TO STRATEGIC STORYTELLING
Stories vs. News: Stories inspire. News informs.

• Evoke emotional connections that drive action
• Stories should take between ~6-8 hours to complete 
• Each UC writer to produce ~8 stories a month

Categories: 
Donor Impact Student Experience
Research, Innovation, Thought Leadership Academic Excellence
Pride & Place Alumni Success

Story Types:
Student Spotlights – Faculty Focus – UNCG Alumni Profiles
Research & Impact – Community Engagement – Campus Life 
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Tools & Resources
With so many great stories to tell, we all need to 
be storytellers. 
• Simple Monthly Communications Plan
✔ Faculty Focus Q&A
✔ Student Spotlight Q&A
✔ Alumni Profile Q&A
✔ Featured Event
✔ Monthly Impact Story

• Downloadable Tools 
✔ Audience Content Map
✔ Event Forecast Calendar
✔ Story Planner
✔ Q&A Templates
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go.uncg.edu/comms-tools
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Social Media Content

ENTERTAIN ENLIGHTEN

INSPIRE CONVERT

CONTENT 
MARKETING

Funny, viral/sharable 
content —UNCG “feels 
like me”

Reason-based content — 
answers ”how” 

Story-driven content — 
highlights a journey 
from “challenge to 
success”

Drives engagement — 
makes the case to “take 
next step”



Paths to Prosperity
NC Press Association Paid Social Wrap-up

• Facebook (July - Sept.)
169,873 Impressions
1,697 Clicks

• LinkedIn* (ended)
84,169 Impressions
805 Clicks

North Carolina Broadcasting Association Radio & TV

• June 2022 (released in August)
2,598 spots - $132,456 ad value

• July 2022
2,772 spots - $149,042 ad value

• August 2022 (released in October)

*LinkedIn ended in early July with a report issued in August



Paths to Prosperity
Website Analytics

July 1 – September 23

● 444 Users
● 430 Unique Users
● 509 Sessions
● 3:01 Avg. Time on Page



Summer Sprint 2022
FINAL PUSH FOR FALL ‘22 APPLICANTS

Focus: 
Transfer (GSO, CLT, RAL)
Online (CLT, RAL)

Time: June 15- August 1

Platforms:
● YouTube
● LinkedIn
● Facebook & Instagram
● Display Ads

http://www.youtube.com/watch?v=J1n4zzKS6dQ


Location/Message Impressions  Conversion (Click Through)

Charlotte/Online 156,965 487 (.31%)

Raleigh/Online 123,752 375 (.30%)

Greensboro/Transfer 134,699 467 (.35%)

Location/Message Impressions  Conversion (Click Through)

Charlotte/Online 138,100 389 (.28%)

Raleigh/Online 136,139 454 (.33%)

Greensboro/Transfer 139,841 381 (.27%)

Facebook + Instagram

LinkedIn

Location/Message Impressions Completion Rate

Charlotte/Online 118,236 62%

Raleigh/Online 114,434 59%

Greensboro/Transfer 110,100 59%

YouTube

Summer Sprint

Social Media
Impressions
CLT = 413,301
RAL= 374,325
GSO= 384,640

Display Ads
Impressions
CLT, RAL, GSO = 34,230 



Summer Sprint
Website Analytics

Online Landing Page: 
● 439 Pageviews
● 408 Unique Pageviews
● 3:07 Avg. Time on Page

Transfer Landing Page:
● 310 Pageviews
● 286 Unique Pageviews
● 3:59 Avg. Time on Page



Media Coverage Highlights



Media Coverage Highlights
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Media Coverage Highlights



Top UNCG News Stories – July-September



Social Media Highlights, July -September
• 2% audience growth – reaching 

224,076 fans/followers 
• 4.6 million impressions
• 645,235 video views across 

channels – 88% increase from 
previous quarter 

• 327% increase on Instagram – 
recently changed how it treats 
video content  



#UNCGWay Performance

• #UNCGWay used 738 times on 
Twitter and Instagram – goal 
for the year is 3,250 uses

• 3 million impressions & 46,729 
engagements

• 89% positive sentiment rate



Top posts, by engagements
Our top posts from July  through Sept. were related to … 



UNCG Website Users July - Sept. 2022
Compared to same time period previous year. 

  

17% Increase in Pageviews
18% Increase in Users



Event Activations July - Sept. 2022

Faculty Staff Kickoff
Grasshoppers Night
NC Folk Festival
Chamber of Commerce




