
(Avoiding the) Top 10 Marketing 

Mistakes that Colleges and 

Universities Make

Presented by

Dr. Robert (Bob) A. Sevier
Senior Vice President, Strategy

bob.sevier@stamats.com

2010 - CASE - Muncie



Creative Services

ÅCreative concepting

ÅWeb strategies 

ÅRecruiting and advancement

publications

About Stamats

Stamats is recognized and respected as the nationôs higher education integrated 

marketing thought leader. Our comprehensive array of innovative services has set 

the standard for pairing insightful, research-based strategic counsel with compelling 

creative solutions. We promise our clients the highest level of professional service 

and attention to detail in the industry because, in the end, we know our success is 

measured entirely by theirs.

Research, Planning, and Consulting Services

ÅImage, perception, and brand studies

ÅRecruiting, marketing, brand, and academic 

program marketability audits

ÅTuition pricing elasticity and brand value studies
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http://api.ning.com/files/wAuKUBWpJbv5aZaDPzDutfJD5txlzYSkLSKfXhu8h73d5a5xtKdbDnoV*gle52d3LX3CPpfwsxIPJn8bFzchm1u5Vl8AlSq0/135069926.jpeg


Stamats On Your Campus

Stamats has a wide array of presentations & workshopsðlike                          

this oneðthat we conduct on campus for departments, senior 

leadership teams, and boards

A partial list of sessions includes: 

Å  Major Trends That Will Impact Your Ability to Recruit Students,

Raise Dollars, and Market Your Institution

Å  Wise Moves in Tough Times

Å  Developing an Integrated Marketing Plan

Å  Increasing the Marketability of Your Academic Programs

Please contact me for a complete list or to discuss a session for you in 

greater detail. Thank you. Bob

bob.sevier@stamats.com  
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The vast majority of marketing mistakes are made at the 

strategic level and not the tactical level. 

Colleges and universities are usually pretty good at ñhow.ò

It is the ñwhatò and ñwhyò that remain elusive.
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It is amazing how many marketing problems are 

really turf problems in disguise.
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* And denial is not a refuge
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Marketing is Not the Same as Promotion

Å When most c/u administrators hear ñmarketingò they think ñpromotionò

Å Before you can proceed with any legitimate discussion of marketing, you 
need to settle terms

ï Promotion

ï Integrated marketing communication

ï Integrated marketing 
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Promotion

Å Downward and largely one-sided

Å Often hides a bigger problem: 

ï Sender-centric and not audience-centric 

Å The easiest, but least effective way to communicate

You cannot promote yourself out of a strategic funk
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Integrated Marketing Communication (IMC)

Å A comprehensive, coordinated, institution-wide effort to communicate 

mission-critical values and messages in ways that target audiences 

notice, understand, and respond to

Å IMC stresses:

ï Active listening and remembering 

ïData-driven segmentation

ï Message integration

ï Message evaluation

Å Active listening and remembering 
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Integrated Marketing (IM) 

Å Marketing is the performance of business activities that direct the 

flow of goods and services from producer to consumer or user 

(1960) 

vs.

Å Marketing is an organizational function and a set of processes for 

creating, communicating, and delivering value to customers and for 

managing customer relationships in ways that benefit the 

organization and its stakeholders (2004) 



© 2010 Stamats, Inc. - 11

IntegratedMarketing
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Old Marketing Model

Å Internally focused:

ïWho we are

ï What we want you to know about us

ï What we like

ïWhat we believe

ïWhat we want you to do for us

New Marketing Model

Å Externally focused:

ïWho you are (students, donors, et al.)

ï What you know

ïWhat you want us to know about you

ïWhat you like

ïWhat you believe

ïWhat you want us to do for you
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Integrate Around the Five As

Advancement 

Admissions

Academics Alumni

Athletics
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Understand the Three ñPillarsò of IMC

Brand                           Direct 

Marketing                    Marketing             

Internal Communication
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What Is a Brand?

Å Contrary to popular opinion, a brand is not just a look 

Å Rather, a brand is a valued trustmark, a warrant, and a promise

Å A brand is a promise expressed as a benefit that your target audiences 

value and is based on meaningful research
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Direct Marketing

Å Designed to generate a response 

Å Primary direct marketers:

ï Admissions ïwant to visit, apply, attend?

ï Advancement ïwant to give?

Å Historic DM channels:

ï Telephone

ï Postal mail

Å Emergent DM channels:

ï E-mail

ï Text messaging

ï IM

ï Blogging (and all its permutations)

ï RSS feeds 

ï Social networks (social media) 
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Internal Communication 

Å Most organizations overlook the strategic importance of                     

internal communication 

ïDonôt take the time

ïDonôt commit the resources

ï Assume communication is only downward

Å Keeping internal audiences informed about

ï The day-to-day

ï Progress toward achieving your vision

Å An important step: Write a mission statement for each vehicle/channel 

so people understand what kind of information will be found where (and 

when) 
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Remember the Four Most Important Words

Å The four words you must continually ask yourself are:

ï Important

ï Believable

ï Distinctive

ï Engaging

Å Do your target audiences believe that you and your messages are 

important to them? 

Å Do your target audiences find you and your messages believable? 

(Are you really a nationally ranked liberal arts college?)

Å Do your target audiences believe that you, or at least your 

messages, are distinctive?

Å Do your messages engage their emotions?

The idea of relevance 
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Integrated Marketing Communication

Donôt Leave the ñIò Out of IMC

Å It is all about sharing resources (the three Ts of time, talent, and treasure) to 

achieve a common goal

ï One vision, one plan, coordinated resources

Å It is all about synergy
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Å Integration: Working collectively toward a common, shared 

purpose

Academic Affairs

Recruiting/Financial Aid

Brand 

Marketing

Advancement

Finance

Facilities

& IT

Student 

Development

HR
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Centralized vs. Decentralized?

Å A question we are often asked is this: Should our marketing functions 

be centralized or decentralized?

Å In most cases, the answer is both

Å Coordinated under one plan, with the larger institutions in mind:

ï The brand function (awareness) is centralized

ï The direct marketing function (generating response) is 

decentralized in functional units

ÁRecruiting

ÁFundraising

ÁSpecial events
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We are friendly, caring and supportive.

We have great faculty.

And a library.

We are just like the 3,600 other 

colleges and universities in the U.S.
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Differentiate At All Costs

Å If everyone is going in one direction, there is great value                       

in going another

Å Differentiation need not always be bold, but does always need to be 

meaningful

The purpose of strategy is to differentiate yourself from your 

competitors in ways that target audiences value 
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Keep Your Strategy in Mind

· Emerging definition of strategy: 

ï Differentiating yourself from your competitors in ways that target 

audiences find meaningful

· Focus on the ñwhatò and ñwhyò; donôt leap to ñhowò

· Fewer and more important goals

· Fund aggressively; link plan to budget

· Everyone must share in the rewards

· Put the emphasis on execution
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Focus

Å Focus:

ï Your programs (or the way you teach)

ï Your message

ï Your target geography

ï On the kinds of students (and donors) that are the best match for 

you
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ï Accuracy: Honest and provable ï95 percent who you are and five 

percent who you want to be

ï Clarity: Is your message understandable/memorable?

ï Consistency: Is everyone singing off the same song sheet?

ï Continuity: Over time

A Strong Image Requires It All

Image Formula

(Accuracy + Clarity + Consistency) x Continuity
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Å Who are your three most 

important audiences?

ï

ï

ï

Å What are the three words or 

phrases you want to own?

ï

ï

ï

Å Where are your three most 

important target geographies?

ï

ï

ï

Å What three programs do you 

want to push most? 

ï

ï

ï

The Power of Three4
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Plan the Work and Work the Plan

Å A basic integrated marketing communication plan outline:

ï Target audiences

ï Target geography

ï Vivid descriptors (the words or phrases you want to own; also 

called ñbenefit segmentsò)

ïMarketing goals

ï Action plans

ÁBy channel

ÁBy audience

ï Budget

ï Calendar

ï Evaluation mechanism

Å Just do it!



© 2010 Stamats, Inc. - 30

Commit the Necessary Resources

Å Commit the time, talent, and treasure

Å Do you have the time for this undertaking?

ï If you undertake this, what can you quit doing?

Å Do you have the talent for this undertaking?

ïMarketing can get quite technical

ïDo you have the power and authority?

Å Do you have the treasure?

ï Commitment is spelled with a $

ï Never agree to write a plan without a preliminary agreement on 
how much money is available

ÁCoordinated dollars

ÁNew dollars

Å Donôt start something you cannot sustain
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Spend Time in Their Heads

Å Your marketplace is not a place, but a person

Å Question: What do you really, really, know about your most important 

target audiences?


