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COMMUNICATIONS MARKETING

Drives engagement Creates demand

Builds trust
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Emotions are twice as important as
product attributes...

...In process by which people make
buying decisions.

- Journal of Advertising Research



A promise
Itis the feeling you get when you use the product

The experience it provides you

Loyalty beyond reason
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“There’s this mindset of,

) ,"“kill the old, let it go - only
{ Aocus on the new, that's |
how wéinnovate. But
that’s not how | was really
raised, and#hat’s not what
I think is the only way” ‘

Tate Castillo -
BBA Finance, International Business,

Entrepreneurship TUH Manoa, 2018)
Current MBA/JD student -
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At the University of Hawal) at M3noa, we help you develop a senss of

K U E A fexhinking and teinventing oue workl Whete willyour leaming take yous?
noenn,

n. right, privilege, concern, or responsibility. MANOA.HAWAII.EDU

Objectives

*Build brand awareness amongst our competitors

*Engage with our audience

*Encourage application/registration with seasonal campaigns
*Keep the appeal of the university evident

*Focus on top enrolling key feeder markets

*Drive recruitment and enrollment

UNIVERSITY
of HAWAI'T'
MANOA




MANOA.HAWAII.LEDU
f © W E #TakeMeToManoa

Tactics

* Advertise in editorial environments to associate our brand with the
unique academic and collegiate opportunities, and location in order
to stand out against our competitors

* Develop integrated campaigns that reach our audience at several
different touchpoints to build recall via multichannel approach

* Coordinate and advertising placements with recruitment events,
scholarship opportunities, unigue sponsorship/ad opportunities
within higher education sector

* Dominate the medium with high impact ad sizes and placement and
use premium imagery to associate UH Manoa as best choice and
opportunity for resident and non-resident

* Communicate a drive to web message and social media engagement

* Utilize unique URLs for quick and easy recall, associated with brand
recognition
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Expand your horizoris, - - ¢
. As a leading land, sea, and space grant university, there's no better place to pursiie

your passion than right here in Hawal'. Where leaming goes beyond thie classroom, we

e univérsity, the University of Hawa'
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. HI-SEAS (Hawail Space Exploration Analog and Simulation) s

an analog habiftat for human spacefight to Mars and located in

the island of Hawai, Photo Crodi: Hi-Seas.
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Beyond the classroom.
As a leading land, sea, and space grant university, there's no better place to pursue

your passion than right here in Hawal'l. Where fearning goes beyond the classroom, we
invite you to expand your forizons at our world-class university, the University of Hawaii

It all starts here.
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As a loading land, sea, and space grant university, there's no better place to pursue
your passion than right here in Hawai'i. Where learing goes beyond the classroom, we
invite you to expand your horizons at our world-class university, the University of Hawal'i

at Ménoa.
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Media placements
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Brand Style Guide

Our Belief Statement

Tone & Voice

he tone and Lthentic, innot

Color Palette

Kety Groo




Content Management System

Xfeoo

) UNIVERSITY of HAWAI'T at MANOA
Ke Kulanui o Hawai'i ma Manoa

Facuty  Studentlfe  Giving  Contact

Take Me to Manoa

rry, UH Minoa proicly defivers 3 unigue muticulzural global experien place of learming,

Apply Now!

Experience the Education of a Lifetime at UH Manoa!

Programs of Study How to Apply. Paying for College
Find a course that s riaht for vou Start our UH Manoa adventure 2 nancial aid and scholarshios




Templates

College Of Engineering
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Department within College Internship

|

Degartment Specialties

Information Card

& UG st

Welina Manoa!



Photography
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SCHOOL OF
ARCHITECTURE

UNIVERSITY OF HAWAI‘l AT MANOA

UNIVERSITY of HAWAI'l at MANOA

&) COLLEGE OF ENGINEERING

UNIVERSITY of HAWAI'l at MANOA

‘c"
THOMPSON SCHOOL

UNIVERSITY OF HAWAI'l AT MANOA

OUTREACH COLLEGE

® — SCHOOL OF OCEAN AND EARTH
SCIENCE AND TECHNOLOGY

COLLEGE of ARTS, LANGUAGES & LETTERS

HAWATI'INUIAKEA

SCHOOL OF HAWAIIAN KNOWLEDGE

% JOHN A. BURNS
SCHOOL OF MEDICINE

UNIVERSITY OF HAWAI'L AT MANOA

SH¢DLER

COLLEGE OF BUSINESS

« International Excellence «

COLLEGE OF TROPICAL AGRICULTURE
AND HUMAN RESOURCES
UNIVERSITY OF HAWAI'l AT MANOA

(X)) College of Education

w UNIVERSITY OF HAWAI‘l AT MANOA

UNIVERSITY of HAWAIT a# MANOA
WILLIAM S. RICHARDSON

SCHOOL OF LAW

UNIVERSITY of HAWAI'l at MANOA

NANCY ATMOSPERA-WALCH
SCHOOL of NURSING

»,
&J" COLLEGE OF SOCIAL SCIENCES
<4

University of Hawai‘i at Manoa™






The Importance of
Communications

UH Office of Communications
UHNews.org
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UH COMMUNICATIONS OFFICE

THE IMPORTANCE OF COMMUNICATIONS
22



Conservatives take aim at tenure for unwersﬁy prufessors A

College May Not Be
Worth It Anymore ~ Florida higher education under fire

as ‘woke’ by DeSantis, appointees

Americans’ increasing distrust

and not just on climate change
2 = Yet another report says fewer

Americans value 4-year degree

BRIEFING - SCIENCE

People Are Becoming Increasingly Skeptical of
‘ Science, Report Finds

THE IMPORTANCE OF COMMUNICATIONS




If we don't tell our
stories, no one else will



UH COMMUNICATIONS OFFICE

FILL THE VOID

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

UH Office of
Communications

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE
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. UHNews.org
Telllng Our Own e 2 Million views last year!

Stories e Averaged 122 stories a
month

27



UH COMMUNICATIONS OFFICE

How We Work

|
College/School NO College/School
Communicator Communicator
|
Unit Communicator NO Unit Communicator

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

2023 Recap

1,474 UH News 355 News Releases 106 Video News 50+ Social Media
Stories Posted Systemwide Releases Videos

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

Content Development

e Work with researchers/faculty
e Review and approve
e Accommodating stakeholders

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

Storytelling

e For the masses, not your peers
e Don't bury the lead

e Avoid scientific jargon

e Be willing to work with us

THE IMPORTANCE OF COMMUNICATIONS
32



UH COMMUNICATIONS OFFICE

Creating a Narrative

e Avoid one-off stories
e Capture a journey
e L ook for opportunities to update
o Remind audience about research

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

Not everything is a news release

Star student

Former student doing great things
In the community

Let’s discuss possible story ideas

THE IMPORTANCE OF COMMUNICATIONS
34



UH COMMUNICATIONS OFFICE

Headlines are key

35

The most important thing - give readers a reason to click on story
Not for your internal audience, but for your external audience
Headlines should not be false or misleading

Headlines should elicit interest so readers click on the story

Be relatable to readers

Please be flexible when considering possible headlines

THE IMPORTANCE OF COMMUNICATIONS






UH COMMUNICATIONS OFFICE

Media Pitches

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE
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THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

Emails

e Events
e Opportunities
e Student emails

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

Communication Support
e Crisis

e |nternal

e Media Inquiries

e Media Training

THE IMPORTANCE OF COMMUNICATIONS
40



We must be
ambassadors of UH,
higher education,
research and science



UH COMMUNICATIONS OFFICE

Media Training

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

e Prepare at least three talking points, or more depending on
media outlet and platform
e Practice talking points
e The pivot - prepare for and practice
o Does not matter what the media asks
Prepare answer to end line of questioning
Do not ignore red flags

THE IMPORTANCE OF COMMUNICATIONS
43



UH COMMUNICATIONS OFFICE

e Know your audience - educate yourself on the
reporter/media outlet
o Make a list of possible questions the media may ask and
prepare answers
e Prepare answer length for media outlet: shorter for TV,
longer for print, even longer for long form print like
magazine or radio interview/podcast
o For TV you have 12 seconds!

THE IMPORTANCE OF COMMUNICATIONS
44
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UH COMMUNICATIONS OFFICE

Do not answer a question a second time/refer them to your
first answer

Okay to say you do not know and will get back to them
Never speculate

Never repeat negative words or phrases

Do not accept the premise of a sensational question

THE IMPORTANCE OF COMMUNICATIONS



UH COMMUNICATIONS OFFICE

What NOT to Do

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

e Lie, guess or speculate

e Get upset orangry

e Use acronyms or jargon

e Talk about protected information

e Talk about information outside your area of expertise or organization
e Repeat negative words from questions

e Play favorites with reporters

e Say“nocomment”

e Introduce new issues or subjects

THE IMPORTANCE OF COMMUNICATIONS
47



UH COMMUNICATIONS OFFICE

What to Do

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

e Take your time

e Think before you answer

e Sayifyoudon't know

e Stick to the facts

e Sayifyou can't answer - explain why

e Talk only about your area of expertise

e Assume everything is “on the record” and is being recorded
e Maintain eye contact with the reporter

e Be firm, fair and honest

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

Looking Your Best

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

Your Body Language Speaks Volumes

51

Lean slightly forward (makes you look engaged... and slim!)
Make eye contact with the interviewer (not the camera)
Move your head (avoid quick, jerking movements)

Move your hands (elbows bent, fingers slightly touching)
Move your body (keep an athletic stance, feet staggered)
Speak with more energy than normal

Keep a smile on your face (remember TV cools you down)
Be natural, conversational, relaxed

Aware of surroundings

THE IMPORTANCE OF COMMUNICATIONS



UH COMMUNICATIONS OFFICE

For the Zoom Interview

52

Make sure to raise the height of the camera
Add some lights on your face to make you look your best
Do not put a window behind you (the lighting can make you

look dark)
Keep the background simple and not distracting (books shelf or

wall hanging can work)

THE IMPORTANCE OF COMMUNICATIONS



UH COMMUNICATIONS OFFICE

THE IMPORTANCE OF COMMUNICATIONS
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http://www.youtube.com/watch?v=FMex-9FyljU

UH COMMUNICATIONS OFFICE

Appearance

e Appropriate attire (be sure your style compliments and extends
your message)
o Solids are better than prints; avoid small/busy prints
m |ronyour clothes
No white or black
No flashy, dangling jewelry
Company logo wear is OK
No sunglasses

O O O O

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

Appearance

e General guidelines for colors:

55

Blue: the most universal color of authority, competence,
and steadiness

Red: attention-getting, powerful, confident

Green: calming, refreshing, successful

Gray: neutrality, sophistication, power, quiet success
Yellow: cheery, but head-to-toe could be jarring
Pastels: safe, approachable, "nice"

Brown: sturdy, steady, earthbound

THE IMPORTANCE OF COMMUNICATIONS



UH COMMUNICATIONS OFFICE

Appearance

e Brush your hair

e Check makeup before the interview

e Keep hair out of your face; for women, no touching, swinging or
playing with your hair

THE IMPORTANCE OF COMMUNICATIONS
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UH COMMUNICATIONS OFFICE

That’s It!
Any Questions?

THE IMPORTANCE OF COMMUNICATIONS
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