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Student survey

— Objective: 1dentify student
preferences in academic and general
communications

Entertainment organizations and
venues

— Objective: 1dentify innovative
practices potentially applicable at
CSCC




On-campus survey: 491 students
— Cafeteria (55%)

— Computer Commons (16%)

— 3 satellite locations (29%)

— Two teams collaborated to develop
and deploy

R&D assisted with data entry and
analysis




Interviewed 3 Columbus arts
organizations

Participant observations of 3 venues

Coded and inventoried notes with
matrix tool

Obtained additional perspective from
SME’s: Marketing and Graphic
Communications

Analyzed by group discussion

Pulled out noteworthy themes and
additional observations




Student surveys

Entertainment organizations and
venues




Strong first preference for U.S.
(postal) mail

Weaker first preference for CSCC
Web site

Strong second preference for
email

Preferences held true across
ethnicity, gender, age group, and
type of information.
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Internal communications

Email

Brand building vs. targeted marketing

Information drops
Nuggets
Web site

Other Internet-based communications
Media strategies




Handle most communications
similarly to CSCC: phone, email,
memos

PDA’s (Palm devices) mentioned

by one venue

— Considered “indispensable” by
respondent

— Encourages synchronization with
organization-wide calendar system

— Eliminates double-entry




Delivers same message to wide
audience

“Opt-in” system

Capture email address on first
contact




Brand building: emphasizes
qualities of the venue (e.g.
Wexner Center)

Targeted marketing: targets
programs at specific populations
(e.g. Nationwide Arena)

Balanced approach does both
(e.g. CATCO)
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Targeted marketing




Locations used by entertainment
organizations:

— Coffeehouses
— Community Centers
— Libraries

— Arts venues




Fitness centers

Bluejackets games

High school athletics

Community parks/recreation
programs




Value to customer
Low cost to provider

Examples

— Promotional phone card
— Themed gift baskets

— Cross-promotions with other venues

Current CSCC practice: small
giveaways




Clear paths for major services
and/or audiences

Highlights upcoming/high profile
event

Link to “opt-in” email list

Captures contact info directly into
database

Streaming media of special
events




Portal: everything for everyone

Product/service: what the org
does

Customer: guide customer to
where they want to go

Org chart: grouped by functional
units, line of reporting

Geographic: multiple territories
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communnty education
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mafors/programs of study
student services

guarter schedules




Alumnus/alumna

(Student Services:More: Alumni
Office)

Community member who wants
to attend athletic event

(Student Services:Cougar Sports)




Community member who wants
to attend a CSCC concert

(About Columbus
State:More:Arts Calendar)

Strategic partner: potential or
current

(no current link to information)

Donor
(no current link to information)




CSCC “Cougarpaw” mini-portal
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PointCast screen saver




Paid media: organization pays for
advertising

Earned media: organization adds

value to community by providing
media content

— Athletics

— Performances

— Guest speaker broadcasts

— Newspaper/magazine articles




Provide for parallel
communication

— Low-tech: postal mail
— High-tech: Email and Web

Pilot PDA’s for internal
communication

Improve use of email

— Opt-1n lists

— Capture emails from web site




Utilize more targeted marketing
of specific programs

Provide valuable promotional
nuggets




Appoint committee to:

— Redesign web site from portal and
org structure to customer-oriented

— Research other network information
tools such as “Cougarpaw’ or
PointCast

Identify more opportunities to
provide and utilize earned media




