
  

           

COMMUNICATIONS AND MARKETING WORKSHOP 
Tuesday, March 20, 2007 

 

 

 
SUBJECT:  WORKSHOP ON UNIVERSITY COMMUNICATIONS AND MARKETING 
 

 
PROPOSED COMMITTEE ACTION 

Not Applicable – Information only 
  

 
BACKGROUND INFORMATION 

The objective of this workshop is to provide to the full Board of Trustees an overview of the 
University’s communications and marketing efforts and plans for the future. The workshop will provide 
a forum for discussion.  
 

 
IMPLEMENTATION PLAN/DATE 

Not Applicable 
 

 
FISCAL IMPLICATIONS 

Not Applicable 
 
 
 

 

 
 
Supporting Documentation:  Communications and Marketing PowerPoint Presentation 
    
          
Presented by: Aileen Izquierdo, Vice President, University Communications and Marketing  
561-297-3020 
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University Communications and Marketing
Mission Statement

The multifaceted mission of the Division of University Communications and Marketing at Florida Atlantic 
University is based on the principles of integrated marketing communications and seeks to achieve the 
following objectives, which support elements of the University’s strategic plan:

•To establish effective, efficient and superior avenues of communication to the University’s many 
stakeholders, including existing and potential students and their parents; existing and potential faculty 
and staff; FAU alumni; local, regional and national lawmakers; the local, regional and national news 
media; Florida taxpayers; and other institutions of higher education around Florida, the United States 
and the world;

•To establish and maintain the University’s unique brand identity, while creating compelling and effective
communications pieces that reach stakeholders; 

•To evaluate the University’s marketing and communications programs on a regular basis in order to judge 
their effectiveness and assess the return on investment of these programs; 

•To carry out statistically driven market research on a periodic basis as a means of anticipating emerging 
educational demands and positioning the University to meet them; and 

•To utilize an integrated planning approach to presenting the University’s messages, as appropriate, 
through media relations, publications, e-communications, advertising, special events, community 
engagement and other avenues of communication. 
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Communications Structure “Then”
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Communications Restructuring Begins 
(2003-05)
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Branding Effort – Two Years Later
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An owl with
an identity
crisis

THEN:
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A new image
takes flightNOW:
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Over‐use of the 
University SealTHEN:
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Appropriate and
deliberate use 
of the Seal

NOW:
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Pick a card…
any cardTHEN:
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A simple 
expression 
of unity

NOW:
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A University
in search of 
an image

THEN:
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A consistent
image emergesNOW:
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A traffic jam on 
the information 
superhighway 

THEN:



Communications and Marketing WorkshopCommunications and Marketing Workshop

An effective 
road map for
web growth

NOW:
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Branding never stops.
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Communications Structure “Now”
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Colleges

Arts & Letters – Stacia Smith
Biomedical Science – NOT FUNDED
Business – Marcos Van Dorn
CAUPA – NOT FUNDED
Education – Sherry Thomas (part-time)
Engineering & Comp. Sci. – Cheryl Halle
Honors College – NOT FUNDED
Nursing – Susan Feinberg (part-time)
Science – Patsy Jones

Communications Officers

Campuses & Divisions

Academic Affairs – Andrew LaPlant
Admissions (Undergrad.) – NOT FUNDED
Admissions (Grad.) – NOT FUNDED
Athletics (Media) – Katrina McCormack         
Athletics (Marketing) – Dexter LaMont
Broward Campuses – TBA
Jupiter Campus – Terry Gearing
Libraries – Terri Berns
Research – Gisele Galoustian
Treasure Coast Campus – Cara Perry
Student Affairs - NOT FUNDED
University Advancement – Les Greenwald
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University Communications and Marketing
Senior Staff

Aileen Izquierdo, Vice President

Jan Bond, Assistant Vice President for Creative Services

Randy Goin, Jr., Associate Vice President for Marketing

Lynn Laurenti, Special Assistant to the Vice President

Kristine McGrath, Assistant Vice President for Media Relations & Press Secretary

Gregg Sekscienski, Director of Internal Communications
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Integrated Communications Online Database



Communications and Marketing WorkshopCommunications and Marketing Workshop

Plan Overview

• Plan up to three years out

• Budget tracking

• Search and sort by any criteria

• “At a Glance” status reports
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Project Worksheet

• Individual tracking numbers

• Audience indicator aids in message 
development

• “ROI” (Return on Investment) 
indicator requires user to measure 
effectiveness
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Communications Expenditures (2003-06)

$2,380,000              $2,563,000               $3,057,000
2003-04                  2004-05                     2005-06                       
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FAU Strategic Plan – Goal 7.1
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FAU Strategic Plan – Goal 7.2
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FAU Strategic Plan – Goal 7.3



Communications and Marketing WorkshopCommunications and Marketing Workshop

FAU Strategic Plan – Goal 7.4
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FAU Strategic Plan – Goal 7.5
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Objective: Increase FAU’s “mind-share” through greater year-round 
presence in both paid and unpaid media vehicles:

• Increased TV, radio, print and online outreach

• Communications targeted to community college students

• FAU television news magazine — to air on local cable and 
public-access stations

• Brand building through strategic sponsorship of community, 
cultural and educational events in our region

• Additional national and international media placements

• Message architecture integrated within each University unit

Next Steps – Investing in Communications
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Communications and Marketing 
Board of Trustees Workshop
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