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University Communications 
and Marketing increases 
awareness of and appreciation 
for Michigan State University, 
its people and its impact as a 
leading global public research 
university, builds trust, and 
inspires connection to 
cultivate support and make 
MSU a preferred choice.
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UCAM STRATEGIES/GOAL AREAS/AUDIENCES PS PSF CS A F/S/L MP NIP AP

REPUTATION

1. Strengthen awareness of and appreciation for MSU’s academic 
excellence and research impact
Drive recognition of MSU as a leading global public research university 
making important contributions to MI and the world

TRUST

2. Build trust and confidence in MSU
Communicate/support communications about
• Key information, administrative news, issues
• Build confidence MSU is being well-managed
• President and other MSU leaders are making MSU better

3. Strengthen MSU as a place that values and fosters a safe, 
diverse, equitable and inclusive community for all
Communicate/support communications to
• Build awareness of MSU addressing RVSM
• Build awareness of MSU’s efforts to enhance safety and security
• Strengthen perception MSU is a place where people are respected, safe 

and welcome
• Strengthen recognition that advances in DEI are important to MSU’s 

future

AFFINITY
4. Deepen connection to and support for MSU

Strengthen affinity for the university and connection to and support for its 
purpose, people and programs through a best-in- class brand program

PREFERENCE
5. Attract, enroll and support persistence of undergraduate 

students
Strengthen MSU as a preferred choice for students

OPERATIONAL
EFFECTIVENESS

6. Increase communications and marketing effectiveness within UComms 
and across MSU



STRATEGY 1 STRATEGY 2 STRATEGY 3

Strengthen awareness of MSU’s academic 
excellence and research impact by driving 
recognition of MSU as a leading research university making 
important contributions to Michigan and the world

Build trust and confidence in MSU by 
communicating/supporting communications about:
• Key information, administrative news and issues
• Build confidence MSU is being well managed
• President and other MSU leaders making university 

better

Strengthen MSU as a place that values and 
fosters a safe, diverse, equitable and inclusive 
community for all by communicating/supporting 
communications to:

• Build awareness of MSU addressing RVSM
• Build awareness of MSU efforts to enhance safety and 

security on campus
• Strengthen perception MSU is a place where people 

are respected, safe and welcome
• Strengthen recognition that advances in DEI are 

important to MSU’s future

CORE TACTICS CORE TACTICS CORE TACTICS

• Paid media: regular content promotion via paid social, 
native (policymakers, peers)

• Earned media: placements in key national, state and 
higher education outlets 

• Research and Innovation News newsletter
• Media training for faculty

• Responsiveness to media inquiries, complete and 
accurate information

• Timely statements on issues
• Effective internal communications products
• Engaging presidential community letters with relevant 

topics, both good and challenging
• Engaging presidential social accounts
• Monitoring audience perceptions via research (tracking 

studies, social listening)

• Joint staff with IDI and OCR 
• Promote progress on RVSM, DEI strategic plans
• Strategic, high-quality content highlighting diverse 

communities and individuals
• Training and tools to increase visibility of diverse faculty 

in media

INITIATIVES INITIATIVES INITIATIVES

• Extend brand campaign with new creative

• MI impact content series and mini-campaign – fall 24 
(connected with Bus Tour)

• Excellence differentiator mini-campaign (climate 
solutions) - spring 25

• Improved “For Media” page/news release listing

• Expand use of editorial calendar 

• Reputation research with National Informed Public 
(limited) – partner with AAU

• Sustain communications driving visibility and 
engagement for new president, including 
investiture, Bus Tour and other signature initiatives

• Effective cross-unit partnership focused on civil 
discourse and campus safety

• Effectively communicate MSU2030 strategic plan refresh 
and enhance promotion of progress on all plans

• Enhance issues responsiveness (prepare for emerging 
issues)

• Provide media training and advance visibility for MSU 
leaders

• Enhance effectiveness of communication about 
MSU’s commitment to student and community 
safety

• Effective cross-unit partnership focused on civil 
discourse and campus safety

• Support communications for Title IX changes
• Update content strategy supporting MSU as an 

inclusive place
• DEI topic curation within MSUToday
• Support adoption of new digital accessibility standards



STRATEGY 4 STRATEGY 5 STRATEGY 6

Deepen connection to and support for MSU, 
driving affinity with a best-in-class brand program

Attract, enroll and support persistence of 
undergraduate students

Increase communications and marketing 
effectiveness within UCM and across MSU

CORE TACTICS CORE TACTICS INITIATIVES

• High engagement institutional social media – young 
alums, current students are key audiences

• Student-generated content - Content Creator Program

• High-impact strategic content – features, award-winning 
visual and video content and multicomponent projects 
(e.g., fall welcome, commencement, feature packages)

• Partnership with Admissions, joint planning and 
implementation

• Recruitment focused advertising and personalization by 
darts

• Performance marketing using specialized targeting, 
personalization and landing pages – driving leads, 
applications, deposits, enrollment

• International: Marketing in China
• Prospect/family version of MSUToday
• Recruitment: strategy and content support for social 

media in IG and TickTok

• Drive and support adoption of enterprise marketing 
technology tools to increase efficiency, effectiveness 
and collaboration 
▪ Implement and adopt Sitecore XM Cloud and 

Digital Asset Management (DAM) – upgrade from 
Sitecore XP by Jan. 2025

▪ RFP for Salesforce Marketing Cloud 
implementation partner/CDP implementation 
partner

▪ Pilot use of Customer Data Platform (CDP) with 
alumni audience

• Implement content taxonomy, including governance 
and quality assurance

• Document, improve, standardize and adopt common 
processes and workflows

• Develop a communications and marketing maturity 
framework; develop plan to use framework to advance 
functions and key workstreams

• Lead adoption of GenAI in marketing 
communications through education, inspiration and 
systematic application to workflows

• Advance systematic use of data/analytics/insights to 
inform strategy, set goals and report progress

• Complete and launch cross-channel story performance 
reporting tool 

• Strengthen UCM culture
• Continue communications partner engagement – 

University Communicators Network, administrative 
communicators, strategic partners TIATIVES

INITIATIVES INITIATIVES

• Coordinate with Advancement to align MSU brand 
strategy/execution and university comprehensive 
campaign communications

• Continue “Part of” brand campaign, including strategic 
content, partner integration

• Increase subscribers for MSUToday and social 
• Visual refresh – MSUToday web and email
• Develop integrated excellence content strategy

▪ Focus on driving engagement with academic and 
research excellence in social and owned channels

• Pilot customer data platform (CDP)-based 
personalization (alumni)

• Continue integration of “Part of” campaign into 
different stages of the journey to create distinction

• Develop analytics, KPIs and ROI dashboard to 
understand contributions of key marketing efforts 

• Pilot advertising efforts: areas of interest and 
recruitment moments

• Migrate Admissions website to XM Cloud 
• International: Identify marketing partner in India
• Develop and implement joint recruitment plan with 

pilot colleges to support seamless handoff with college 
recruiters, SLE and NSO





#1 
WE’RE CONTINUING 
TO BUILD A STRONG 
BRAND ON A 
FOUNDATION OF 
EXCELLENCE.



MSU BRAND STRATEGY

Excellence
Academic & Research 

Driven Belonging

Making 
a 

Difference 

Will 

Welcoming Community 
& Sense of Belonging

MSU Differentiator

Focus Area

Focus Area
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14 Years and Going Strong – One of Most Enduring in Higher Ed





TURNING THE TIDE FOR HEALTHIER, SAFTER WATER

ADVANCING CLIMATE SOLUTIONSEXCELLENCE 
DIFFERENTIATOR 
CAMPAIGNS:

FRIB Global Opening – spring 
2022

Mobility – fall 2022

Ag Innovation – spring 2023

Climate Solutions (water) – 
spring 2024

MI Impact – fall 2024 (launching 
Nov. 11)

Campaigns have included sponsored 
articles, connected TV, streaming radio, 
and digital and social placements Click here to play video

https://www.youtube.com/watch?v=Q62ge9o9mcE
https://www.youtube.com/watch?v=Q62ge9o9mcE


EARNED PLACEMENTS – 2024

4,624 EARNED PLACEMENTS IN KEY NATIONAL AND STATE MEDIA OUTLETS IN FY24
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Dockworkers hit picket lines in 
historic strike

Honey bees can sniff out lung 
cancer, MSU scientists suggest

Destroying antibiotic 
resistance DNA in wastewater

FIFA, MSU aim for perfect pitch 
at the 2026 World Cup

Which battleground state 
voters could sway the election?

Opinion: Moms and babies were 
struggling in Flint, MI. Cash offers 
a lifeline of hope



EARNED PLACEMENTS DETAIL

KEY INSIGHTS
• Research and expert placements in-state mirror increasing trust scores with Michigan residents (Edelman, 2021-24 data)
• Top experts + topics over the last six months: 2024 presidential election, labor relations, supply chain, economy and inflation 

(particularly food), environment and climate, Middle East conflicts, Russo-Ukraine War, Avian flu, artificial intelligence, 
astronomical events, mental health, PFAS

• MSU is a top producer for The Conversation: 51 articles in 2023 garnered 2.6M views, 38 articles have been published 2024 so 
far

• We receive an average of 75 media requests per month (682 so far in 2024)
• The PR team has trained more than 430+ faculty members over the last 1.5 years on how to work with media and UCM to tell 

their stories and share their expertise and research findings



#2
WE LEVERAGE 
RANKINGS TO BUILD 
RECOGNITION OF 
MSU EXCELLENCE.



A person and person sitting at a table

Description automatically generated

MSUTODAY STORIES

OWNED MEDIA/
PRESS RELEASE

➢ April – Grad Rankings

➢ September – Undergrad 
Rankings

➢ Stand alone features on long-
running Number 1 Programs

Education 

Supply Chain 
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A screenshot of a website

Description automatically generated

https://msutoday.msu.edu/news/2024/no1-for-30-years
https://msutoday.msu.edu/news/2023/spartans-drive-global-supply-chain


EARNED MEDIA:  MLIVE, CBS NEWS, LANSING STATE JOURNAL (EXAMPLES) 
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A screenshot of a cellphone

Description automatically generated

A screenshot of a news article

Description automatically generated

A screenshot of a news article

Description automatically generated

A screenshot of a news article

Description automatically generated

https://www.mlive.com/news/ann-arbor/2024/09/these-9-michigan-universities-are-top-300-in-the-country-us-news-ranking-says.html?outputType=amp
https://www.lansingstatejournal.com/story/news/local/campus/2024/09/25/michigan-state-university-college-rankings-us-news/75378013007/
https://www.cbsnews.com/amp/detroit/news/michigan-universities-us-news-college-rankings-list/
https://www.cbsnews.com/amp/detroit/news/michigan-universities-us-news-college-rankings-list/


MSU.EDU WEBSITE PRESENCE
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PAID MEDIA

INVEST IN REACHING 
ALUMNI, MICHIGAN 
PUBLIC AND PEERS

Media: Social and Digital Ads 
• 4.2M Impressions
• 41K Clicks to content 



SOCIAL MEDIA

LINKEDIN, X, FACEBOOK 
AND INSTAGRAM

Pride Posts 



MSUTODAY EMAIL 
PROMOTION

Listed as primary message 
when rankings come out. 



INSIDEMSU EMAIL 

AND COMMUNITY 
LETTER PROMOTION



#3
OUR SOCIAL 
CHANNELS HAVE 
ENORMOUS REACH 
AND CREATE 
CONNECTION.



MSU SOCIAL

Follower = Total followers across accounts on 6/30/2024
Reach and Engagements = Totals 7/1/2023 – 6/30/2024

1.6M 49.1M 3M 

ALUMNI              STUDENTS        PROSPECTS

FOLLOWERS REACH ENGAGEMENTS

We’re Ranked #4 in Higher Ed for Engagement!



#4
WE COMMUNICATE 
OUR VALUES AND 
BUILD TRUST THROUGH 
EXECUTIVE, INTERNAL 
AND DEI/RVSM  
COMMUNICATIONS.
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PRESIDENTIAL COMMUNICATIONS

•

•

•

•

•

▪

▪

▪

https://president.msu.edu/


KEY WEBSITES

ISSUES & STATEMENTS

MSU PRESIDENT

president.msu.edu

MSU BOARD OF TRUSTEES

trustees.msu.edu

MSU 2030

strategicplan.msu.edu/
strategic-plan 

SPARTANS TOGETHER

spartanstogether.msu.edu
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FREEDOM OF SPEECH

msu.edu/freespeech/

https://msu.edu/issues-statements
https://president.msu.edu/
https://trustees.msu.edu/
https://spartanstogether.msu.edu/
https://msu.edu/freespeech/


PRESIDENTIAL COMMUNICATIONS

SOCIAL MEDIA PRESENCE

@msu_pres
30

msupresmsupres @KevinGuskiewicz
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INTERNAL COMMUNICATIONS

With stories like . . .



A COMMITMENT TO A SAFER 
CAMPUS COMMUNITY

• Supporting the Office for Civil Rights and 
Title IX, RVSM Workgroup, and RVSM 
Presidential Advisors

• Growing awareness of MSU’s RVSM & Title 
IX  resources, policies and processes

• Increasing reporting and help-seeking 
rates

• Building credibility of MSU leaders in this 
space 

• Telling the positive stories that illustrate 
MSU’s improvements in this area

RELATIONSHIP 
VIOLENCE, SEXUAL 
MISCONDUCT AND TITLE 
IX



FOSTERING BELONGING

UComms created the MSUToday 
Diversity and belonging collection to 
centralize narratives

We amplified through photos, 
graphics, podcasts, video and more, to 
expand recognition

Through campaigns, we addressed 
gaps and identified opportunities, 
centering community voices and 
elevating strategic initiatives.
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#5
SUPPORTING AN 
ENVIRONMENT FOR 
CIVIL DISCOURSE AND 
PRINCIPLES OF FREE 
SPEECH.
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• INSTITUTIONAL RESTRAINT 

https://provost.msu.edu/academic-resources/civil-discourse-faqhttps://msu.edu/freespeech/ https://msu.edu/students/support-resources

• DIVESTMENT MESSAGING • CAMPUS EVENTS



Emily Gerkin Guerrant Heather C. Swain

517-355-3853 a

Thank 
You!

mailto:emilyg@msu.edu
mailto:swainh@msu.edu
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