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We are an award-winning, nationally recognized higher education research, planning, 

and marketing communications company. Our mission is to help college and university 

leaders achieve their most important marketing, recruiting, and fundraising goals through 

the creation of customized integrated marketing solutions.

Research, Planning, and Consulting Services

· Image and competitive positioning studies 

· Tuition pricing elasticity studies

· Alumni and donor studies

· Marketing communication audits

· Recruiting audits

· Campus visit audits 

· Integrated marketing plans

· Brand clarification and communication plans

· Recruiting plans 

· Strategy development and strategic plans 

· Board presentations 

· Project-specific consulting 

Creative Services

· Recruiting and fundraising publications

· Web site development

· Virtual tours

· Direct marketing strategies (search, annual fund)

· Targeted e-mail marketing systems

· Advertising 

· Creative concepting 

· Content management systems

· Dynamic news and events calendars

· Message boards/chats 

About Stamats

Å  Offices:San Francisco and Cedar Rapids
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Address some old things in new ways and some new things 

you have likely never thought about.
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What is on your threat board?

What keeps you up at night?

What are some opportunities on your horizon?

What is preventing you from achieving them?
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What does it mean to be audacious?
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Å The idea of strategy

Å Leading

Å Deciding

Å Executing

Å Communicating

Look at Audacity Through Five Lenses
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The Idea of Strategy
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What is the purpose of strategy?
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To differentiate yourself from your competitors

in ways that target audiences value!
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Mission                Vision 

Strategic Plan

Where you come from                     What you want to look like 

(where you want to go)

How you get there
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Why Strategic Plans (often) Fail

1. The planning process was too complicated, took too long, and focused too squarely 
on processes and not on people

2. The need for planning was not widely felt on campus

3. The president did not aggressively, actively, and vocally support the planning 
process

4. Plan was too ñpie in the skyò

5. Plan not based on a realistic situation analysis; not linked to mission and vision

6. Planning process too far removed from grassroots (not inclusive)

7. Strategic plan competed with other plans for resources (not recognized as the alpha)

8. No link between plan and budget

9. Faculty and staff could not answer, ñWhatôs in it for me?ò

10. There were too many goals

11. Goals were unrealistic or not measurable

12. The day-to-day activities got in the way of implementing the plan

13. There is a dislike for making tough choices

14. Failure to hold people accountable

15. The plan did not capture the imagination of the campus 

16. Others?
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Planning is the organization of hope.

-Stephen Blum

© 2010 Stamats, Inc. - 12



Leading
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What is the job of the leader?
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The Job of the Leader

Å The leader must:

ï Be true

ï Have a compelling vision 

ï Get the right people on the bus

Å Be wary of the false but still attractive theory of                                         
the ñleader as heroò  

ï You can always tell an egotist by the gleam                                       
of his ñIò
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95% of employees are unaware of even the most 

basic elements of their own organizationôs goals. 

ïBain and Company 

75% of employees do not think their organizationôs 

mission statement reflects the way that they act. 

ïBalanced Scorecard
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The Importance of Truth

Å As a leader, do you value truth?

Å Are you willing to stand up for it?

Å Do you demand it from others?

Å Will you base your decisions on it?

Å Are you willing to deal with the 

elephants in the room? 
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Is your organizationôs vision sufficiently valuable to attract 

both great leaders and exceptional followers?
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Get the Right People on the Bus

Å Presidents donôt run institutions, senior teams do!

Å Team must rally around the vision for the 

institution

Å The problem with gravity
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Complex problems will increasingly

require cross-functional solutions
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Do you have a senior team or 

just a bunch of people sitting around a 

big table?
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The Senior Team Quiz

Members of our senior teamé

1. Work from a shared set of goals?

ÇYes ÇNo

2. Consistently support the decisions made by the senior team?

ÇYes ÇNo

3. Require their middle managers to support the goals of the other 

members of the senior team?

ÇYes ÇNo

4. Are committed to one anotherôs success?

ÇYes ÇNo
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The Harsh Reality of Decision Making

Å Job of the leader

ï Create an environment in which team members can openly debate

Å Job of the team members

ïDebate, challenge, cajoleéand then decide

ï Privately and then publicly commit to the decision

ï If they cannot commit to the decision they must leave
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Teams that are well-led do not need to 

be well-managed
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Protect the Team 

Å From their mistakes

Å From renegade team members

Å From naysayers
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Find Your Blue Ocean 
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Å Itôs not about being number one in your market

Å It is about being the only one in your market

Å Compete in existing 

market space

Å Beat the competition

Å Exploit existing demand

Red Ocean Strategy

Å Create uncontested 

market space

Å Make the competition 

irrelevant

Å Create and capture new 

demand

Blue Ocean Strategy


