
 

 

 

 

 

                                
Recommendations	  
 

 

 

 

 

 

 

 

 

 

 

 



Goals  

The goals that State+Sons has gathered by using the focus group, survey and the 

client interview are the following three. State+Sons believes these three goals best 

represent the mission chosen by UM. 

• Reputation Goal: To brand University Museums as an essential, cultural aspect 

to students’ experiences at Iowa State University.  

• Relationship Goal: To improve ISU administration’s perception of University 

Museums by detailing the educational aspect and university-related history in 

hopes of increasing their investment to the future of University Museums. 

• Task Goal: To disseminate knowledge of University Museum to a diverse 

student audience by performing eye catching, unique and newsworthy public 

relations stunts by the end of the 2013-2014 school year.  

 

Key Public: Iowa State University Students Objective One: 

State+Sons first objective is to have an effect on the overall student awareness of 

UM by increasing student attention by 25% by the end of the 2013-2014 school year.  

Strategy 1: 

The first strategy is to create events/stunts to create publicity on campus and from 

surrounding news sources used by key publics. This would include the Iowa State Daily, 

and user created content (Facebook, Twitter). News sources from surrounding areas (Des 

Moines Register, Des Moines TV stations, Ames Tribune) would be a plus as well for the 

second public, University Administration. (More information on local media on page 10.) 

Tactic One: 

Tactic One would look as follows: Paint and create costumes (pathos) for students 

to become living statues across busy sections of campus on the same day, at the same 

time. Locations would include: Memorial Union, Parks Library, Kildee bus stop, and 

possible central campus locations. Secondary locations would include each of the main 

buildings for all the colleges (Gerdin, Catt, Curtiss, Marston, McKay, Design). UM 

would inform the media through press releases about the event, and also create a media 

kit for an inside look of how the students were transformed into statues. The statues can 



be mimics of Christen Peterson work, or just statues that represent different parts of 

campus such as colleges, or even famous people like George Washington Carver. 

Tactic Two: 

A second tactic State+Sons has is to have a showing of the film “Night in the 

Museum” during Halloween week (pathos). Students could dress up and would be 

allowed to enter the museum “after hours” to watch the movie. (Could be partnered up 

with Cyclone Cinema) UM would disseminate information about this event by using the 

following, which was gathered from the focus group: sandwich boards, flyers and social 

media. 

Strategy Two: 

A second strategy to meet the first objective is to create partnerships with big-

name groups/clubs/organizations on campus such as STARS, Dance Marathon, Freshman 

Council, Government of the Student Body, and VEISHEA.  

Tactic One: 

The first tactic in doing so would be to invite groups (ethos appeal using the 

reputation as a club to draw students) to hold their meetings in the different spaces, and 

showcase how each interested club could utilize the space for their current meeting needs. 

You can solicit such groups by contacting presidents through the Student Activities 

Center database. You can have user-generated content by asking them to share their 

location and photos via their interpersonal and media channels. UM should discover how 

each organization could team-up with UM to create an event that would be beneficial for 

students on campus as well. Creating a relationship would be beneficial for not only 

awareness but also the reputation of UM.  Both the groups and UM would use 

promotional items and channels to promote the new event they created on campus. 

Tactic Two: 

State+Sons second tactic is to create a partnership with the Greek Community on 

campus.  UM can invite the chapters (ethos appeal-going for their reputation as a chapter) 

to hold their meetings in the different spaces, and showcase how each interested club 

could utilize the space for their current needs. They can solicit such groups by contacting 

presidents of the chapters through the Student Activities Center database and asking them 

to share their location and photos via their interpersonal and media channels. Again, UM 



partnering with each Greek chapter to create an event for a cause that would be beneficial 

for students on campus is key for both awareness and reputation. Both the chapter and 

UM could use promotional items and channels to promote the event for the certain cause 

on campus. Chapters could add events or UM related activities to their “point-system.” 

 Tactic Three: 

The third tactic is to create a 30-second educational/promotional video to play 

before showings at Cyclone Cinema. This is a free, visual way to reach out to (primarily) 

on-campus students, which is a dominant subgroup of our key public (logos appeal).  

Besides reaching out to students at Cyclone Cinema with this promotional video, UM 

could run it on their social media, events at UM, and other related events that may be 

happening around campus. 

Key Public: Iowa State University Students Objective Two: 

State+Sons second objective is to have an effect on the acceptance of UM by ISU 

students, with regards to increasing students’ positive attitudes toward the cultural benefit 

of UM (20% increase in 6 months).  

Strategy One: 

The first strategy to meet this objective is to use special events on campus to help 

increase students’ cultural awareness and acceptance of UM. By increasing the cultural 

awareness and acceptance of Iowa State University students, those students will then be 

more likely to attend UM and take advantage of their resources. 

Tactic One: 

The first tactic for this strategy is to host an event/scavenger hunt that 

encompasses all five entities of UM during Orientation (preferred) or Experience Iowa 

State. The scavenger hunt would educate and inform students about the cultural aspects 

of all UM’s entities. Students would receive clues about different aspects of the museums, 

and then would have to go around campus to find the answers to these clues. The winning 

teams of the event would receive some sort of sponsored prize for their participation and 

excellence in completing the challenge. By performing this tactic, students will quickly 

become more familiar with UM in a fun, entertaining manner. 

 

 



Tactic Two: 

The second tactic is to hold a social media campaign (Facebook, Twitter & 

Instagram) to reach out to the at-large student population.  People could tweet pictures of 

art from around campus with #artoncampus and could do the same for Facebook. UM 

could also use their promotional video on their social media to reach out to students. With 

the overwhelmingly majority of ISU students connected through social media, this is an 

efficient, free tactic for University Museum outreach. 

Strategy Two: 

The second strategy that State+Sons has put together is to have UM partner with 

University departments (design, agriculture, art, etc.) to help promote student utilization 

of UM. Since these departments would have more students interested in art, history and 

culture, UM can reach out to this subgroup. The subgroup can then encourage their 

friends to attend UM.  

Tactic One: 

The first tactic to complete this strategy is to draft an email explaining the 

educational aspect (pertaining to each department) of UM and encourage the departments 

to distribute said email to its students.  The email would give facts about UM, ‘hot spots’ 

for the students in the department to visit, and provide the educational appeal to the 

respective department. Departments are always looking for ways to educate their students 

in their fields, so UM could capitalize on this by collaborating with the academic 

departments. 

Tactic Two: 

The second tactic is to send a class to a representative in a UM facility, so 

targeted classes can hear about UM while being there. This will help increase awareness 

and attendance in UM.  This would follow a similar process as tactic one, but provide a 

more personal connection than just an email and emphasize the educational advantage of 

attending UM.  

Tactic Three: 

The final tactic is to draft ‘fact blurbs’ to run on the departments’ websites in 

order to inform students about UM. UM can also expand this by allowing departments to 

request the information, which is already being displayed on other departments’ websites, 



to put on their own website. In today’s technological world, utilizing all forms of 

technology is imperative to informing your key publics.  Utilizing department websites is 

just another mode of communication to reach out to your key public. 

Key Public: Iowa State University Students Objective Three:  

State+Sons third objective is to have an effect on action of students’ attendance, 

specifically the overall attendance by ISU students and increasing the attendance by 20% 

by the end of the 2014-2015 school year.  

Strategy One: 

The first strategy to meet this objective is to have increased hours (not all the 

time). By increasing the hours of UM will allow busy students at Iowa State time to enter 

the doors. 

Tactic One: 

The first tactic for this strategy is to have extended hours during special events 

(Albright Jingle Jog) or celebration weeks (Winterfest, Greek Week, Homecoming Week 

and VEISHEA) on campus. Communicating these extended hours using social media, 

sandwich boards, ect, while also forming relationships with the central committees in 

charge of planning these weeks are key to this strategy working. 

Tactic Two: 

The second tactic for this strategy is to have extended hours just for professors. 

You can communicate this through department heads of all the departments on campus. 

Extended hours such as these would allow UM staff to focus on the needs of professors 

and what they need to encourage students, or force with extra credit, to the museums on 

campus. Forming relationships with interested professors would allow you to influence 

future endeavors where you can make it part of the curriculum year after year. This in a 

round about way will have students entering the doors. You could also have specific 

hours where students only from such a class would be able to access the museums, or 

have extended hours for the students to have more time to spend after the normal busy 9 

to 5 time slot. 

Strategy Two: 

The second strategy that State+Sons has put together is to have UM form a 

relationship with the Office of Admissions at Iowa State University. A relationship with 



this office and being able to communicate the amazing things UM has to offer could 

mean the ability to interact with students before they even are enrolled at Iowa State; not 

only in Iowa, but possible across the nation. 

Tactic One: 

The first tactic for this strategy is to educate the office and the tour guides, known 

as STARS, what all UM does on campus. Better understanding UM for the tour guides 

will lead to them mentioning UM during tours, connecting all the art on campus to the 

buildings, and possible students will know about UM. STARS have meetings every other 

week and are always looking for guest speakers. These students love learning about Iowa 

State and UM coming to talk to give a presentation is exactly what they are looking for 

during their meetings. 

Tactic Two: 

The Office of Admissions also maintains a large yearly budget on marketing and 

advertising for the University. Showcasing how unique the university is with UM on 

campus, and how it plays apart of the “adventure” on campus, could possibly land UM on 

billboards, online, or in a commercial to bring students to ISU. This budget also includes 

maintaining the website known as cyclonelife.net. This website is set up as a blog where 

current students talk about their lives at ISU and what it has to offer. UM could reach out 

to one of those students and see if they could write a piece about UM for one of their 

weekly blogs. The bloggers are always looking for ideas. UM could also be a guest 

blogger for a week and write a blog about what UM is and what to does for ISU students 

and the Cyclone experience. Most of these blogs are then plastered on the different 

graduating classes’ Facebook pages. This would put UM name in front of almost the 

entire student population. UM could in the blog then encourage students to attend the 

museums and enter a drawing to win some kind of prize. The prize could easily be a gift 

card to the bookstore, to the cafes on campus, or to a restaurant here in Ames. 

 

 

 

 

 



Key Public: Iowa State University Administration 

State+Sons sees ISU Administration has a secondary public that deserves its own 

objective. The objective State+Sons has designed the following: To have an effect on 

ISU administration’s perception of UM by detailing the educational aspect and 

university-related history in hopes of increasing their investment to the future of 

University Museum by the fall of 2015. 

Strategy One: 

The first strategy to accomplish such objective is to facilitate different special 

events inviting administrators into UM’s buildings. With UM’s budget being so scarce, 

UM needs to establish themselves as a necessary asset to the University in order to 

encourage more funding from the administration. 

Tactic One: 

The first tactic is to create an art auction of one or many of ISU’s beloved artist(s), 

and invite important donors, administrators, and opinion leaders to have a special social 

gathering. This would be a way to increase the administration's perception of UM, while 

also raising money on their own behalf to support their advertising efforts (ethos appeal-

showing UM’s credibility). UM is constantly struggling because of a lack of funds and 

student (and administration) participation. This tactic would address both of these 

problems by raising funds from notable art and by having University Administration 

present to see the value of UM. 

Tactic Two: 

A second tactic idea is to create a formal, ‘black tie’, event with the University 

President and a special guest(s) on campus. This tactic would be a direct way to involve 

the University Administration in order to increase their perception of UM.  The black tie 

event would take the form of a fundraising gala event where there will be a formal dinner, 

presentations on the art, and highlights that detail the importance of UM. The result of 

this event would be to increase the perception and attitude of ISU Administration towards 

UM’s credibility. 

Strategy Two: 

The second strategy is to create a sponsorship with the ISU Foundation. The ISU 

Foundation is the premier fundraising entity on campus that raises money for all different 



aspects of Iowa State University. Utilizing their services would allow UM to raise money 

in order to increase their public relations efforts and overall mission of UM. 

Tactic One: 

This strategy should include the tactic of facilitating a meeting between 

University opinion leaders and ISU Foundation administrators to ensure UM is an 

important entity with funding opportunities. These donors could fund a certain collection 

to bring to campus or fund specific public relations campaigns in order to increase 

utilization of UM . In order for this tactic to be successful, UM would have to insure that 

ISU opinion leaders and administrators have a positive outlook on UM. Since funding is 

one of the main priorities of UM, this tactic will help UM build its funding base. 

Tactic Two: 

The second tactic is to start and to continue talks about how UM could help with 

the Order of the Knoll, the most important ISU Foundation event in regards of donors. 

This tactic would be similar to the black tie event discussed earlier, but would focus more 

on donations from outside donors. The Order of the Knoll recognizes the most prestigious 

donors to Iowa State University, so by showing them the cultural and educational aspect 

of the UM, they would be more inclined to donate to UM. When presenting to the Order 

of the Knoll, UM should be advocating for the museums as a historical and cultural entity 

on campus, displaying the art of prominent Iowa State alum. By doing this, the donors 

would be able to see the credibility of UM and be more inclined to invest in UM. 

	  

 

 

 

 

 

 

 

 

 

  


