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Public Relations 

 

Detailed Assessment Report 

2014-2015 

 

Mission / Purpose 

The Department of Public Relations strives to provide complete, timely and accurate University 

information to external and internal stakeholders in support of the Office of Institutional 

Advancement and the University of West Alabama. 

 

I. Goals and Outcomes/Objectives, with Any Related Measures, Targets,  

    Findings, and Action Plans 

 

A. Goal: Promote a positive image of the institution and area 
Address the major educational, social, cultural, and economic issues of region and in doing so 

promote a positive image of the institution and the area. 

 

1. Objective: Foster relationships to keep stakeholders informed 
Foster relationships with various stakeholders, (alumni, students, supporters, and 

government officials) and media outlets, keeping them informed of the latest campus news. 

 

a. Measure: Utilize Social Media 
Utilize social media outlets (Facebook, Twitter, etc.) for disseminating information to 

broad audience of alumni, students, supporters, and government officials who may not be 

in local media coverage areas.  

 

1. Achievement Target: 
Utilize social media publishing power to distribute news and information to a broader 

audience of alumni, students, supporters and government officials that publications 

may not reach. 

 

2. Findings (2014-2015) - Target: Met 
Social media insights show significant increases in followers, engaged users, and 

organic reach for content from athletics to academics, community events, student 

achievement, faculty honors, and more. 

 

2. Objective: Increase media releases 
Increase the number of stories and photos about UWA released to the news media and 

shared through social media. 

 

a. Measure: Expand media release coverage 

Expand distribution of media releases to specialized media outlets (regional magazines 

and topic-specific publications) and social media platforms. Expanding distribution will 

allow office to reach audiences with information about UWA programs or news relative 

to their interests and location. 

 

1. Achievement Target: 
Expand distribution of media releases to specialized media outlets (regional magazines 

and topic-specific publications) and social media platforms. 

 

2. Findings (2014-2015) - Target: Met 
Public Relations has seen an extended base of coverage in media outlets outside 
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UWA's immediate service area. Increases in social media insights suggest that a higher 

number of consumers from a larger geographic area are receiving UWA content. 

 

3. Objective: Promote a positive image of UWA 
Promote a more positive image of UWA as part of the solution to the issues dealt with by the 

Black Belt region. 

 

a. Measure: Improve Brand Management 

The Office of Public Relations will work with various offices and departments to ensure 

integrity of the University's marks and images. Public Relations will work directly with 

Licensing agency to enhance protection and promotion of marks and images. To enhance 

brand awareness and promotion, Public Relations staff will also work with consultant to 

improve brand awareness efforts and cross-campus communications structure. 

 

1. Achievement Target: 
Public Relations will work directly with Licensing agency to enhance protection and 

promotion of marks and images. Staff will also work with marketing consultant to 

improve University's branding efforts. 

 

2. Findings (2014-2015) - Target: Met 
UWA brand management has come to the forefront with the establishment of the 

marketing and communications committee. A strengthened focus on the marks and 

images has led to changes in the licensing program that will continue to improve the 

brand. 

 

4. Objective: Provide students with up-to-date campus news 
Impact students’ campus experience by providing information and up-to-date campus news 

necessary for them to make informed decisions. 

 

a. Measure: Students will be informed of campus news 
Students on campus will be informed of campus news through emails, campus 

newspaper, and news broadcast stories. 

 

1. Achievement Target: 
100% of students on campus will be informed of campus news 

 

2. Findings (2014-2015) - Target: Partially Met 
Public Relations utilizes multiple platforms for informing students of campus news. 

These include social media, email, UWA Alerts (in conjunction with IT), paid 

advertising in area media, and other available outlets. Public Relations works with 

Student Activities and IT to gather feedback from students, who still suggest in 

different situations that they are not as informed as they would like to be. However, 

with feedback, office can know which channels they rely on for information. 

 

5. Objective: Assist Development Office by promoting fundraising initiatives 
Promote fundraising initiatives to assist the Development Office. 

 

a. Measure: Promote and publicize fundraising initiatives 
Promote and publicize fundraising initiatives of the Development Office through printed 

materials and news releases 

 

1. Achievement Target: 
Create brochures, newsletters and other printed information to promote giving. 

Publicize fundraising efforts and major gifts through news releases and feature stories 

in UWA Today magazine. 
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2. Findings (2014-2015) - Target: Met 
Public Relations assists the development office with publicizing fundraising efforts 

and the major gifts received through newsletters like "The UWA Legacy" and through 

UWA Today magazine. When appropriate, and with consent, Public Relations also 

publicizes individuals' gifts to the University. 

 

II. Other Plans for Improvement 
 

A. Design/Implement Crisis Communication Plan 
Office will continue to work with the Campus Police and other departments to design and 

implement a crisis communication plan. 

Established in Cycle:   2010-2011 

Implementation Status:   In-Progress 

Priority:   High 

Responsible Person/Group:   Department of Public Relations 

Implementation Notes: 
11/6/2015  Public Relations works closely with the Events committee, as well as directly with 

IT, UWA PD, and Emergency Preparedness to continuously improve emergency 

communications and structure.  

 

B. Employ a more comprehensive clipping service 
Employ a more comprehensive clipping service for tracking online, TV, and newspaper hits 

Established in Cycle:   2010-2011 

Implementation Status:   In-Progress 

Priority:   High 

Implementation Description:   Meet with service providers to secure the best deal 

Responsible Person/Group:   Meaghan Gordon 

Additional Resources Requested:   Increase budgeted amount for service = $4,000 

Budget Amount Requested:   $4,000.00 (recurring) 

Implementation Notes: 
11/6/2015  Need additional funding to continue annual service 

 

C. Make and maintain professional relationships with members of area media 
Continue to meet area newspaper writers and editors and continue to build relationships with 

Meridian, Tuscaloosa and Birmingham TV. Also utilize university-sponsored "Community 

Calendars" 

Established in Cycle:   2010-2011 

Implementation Status:   In-Progress 

Priority:   High 

Implementation Description:   Face-to-face meetings with media contacts, utilize 

community calendars, have a comprehensive schedule of morning show appearances 

Responsible Person/Group:   Meaghan Gordon 

Additional Resources Requested:   Expensive account increase to take contacts to lunch = 

$750.00 

Budget Amount Requested:   $750.00 (recurring) 

Implementation Notes: 
11/6/2015  Public Relations has continued to increase communication with representatives 

from area media, which is experiencing a higher than ever turnover rate; working with 

administrators and other departments to establish additional media relations 

 

D. Produce award-winning publications 
Enter publications in CASE competitions 

Established in Cycle:   2010-2011 
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Implementation Status:   In-Progress 

Priority:   High 

Implementation Description:   Enter publications in competitions 

Responsible Person/Group:   Betsy Compton 

Budget Amount Requested:   $0.00 (no request) 

Implementation Notes: 
11/6/2015  Plans include submitting publications to CASE for awards competition, as well as 

attending CASE conference to attend publications workshops 

 

E. Add staff member to enhance media relations and publicize economic development 
An additional staff member is needed to assist with a growing number of writing and 

technical assignments. This will allow the director to focus on cultivating additional 

relationships in media outlets throughout the State and in east Mississippi. 

Established in Cycle:   2012-2013 

Implementation Status:   Planned 

Priority:   High 

Implementation Description:   Seek qualified writer with experience using multiple CMS  

Responsible Person/Group:   Director 

Additional Resources Requested:   Salary and benefits: 42000 Supplies: 2000 

Budget Amount Requested:   $44,000.00 (recurring) 

Implementation Notes: 
11/6/2015  The PR staff's growing area of responsibility is increasing the need for additional 

staffing. Social media and web content are two areas that are lacking, and a dedicated web 

content staff member could help solve this issue.  

 

Connected Document 

 ProfSuppStaffPlan-PR 

 

F. Provide budget for media relations visits or meetings 
Provide budget for travel to meetings with media contacts. This budget would also be used to 

cover any expenses such as meals for meetings. 

Established in Cycle:   2012-2013 

Implementation Status:   Planned 

Priority:   High 

Implementation Description:   Director or assigned staff member will meet with media 

contacts throughout the year to offer news tips, to coordinate publicity for campus events, and 

to maintain working relationships with key members of service area media. 

Responsible Person/Group:   Director 

Additional Resources Requested:   budget, additional staff member to maintain daily office 

operations while director is on media visits 

Budget Amount Requested:   $3,500.00 (recurring) 

 

III. Analysis Questions and Analysis Answers 
 

A. What specific strengths did your assessments show? (Strengths) 
The Office of Public Relations has improved its crisis communications effort, with 

heightened focus on collaboration with University Police and Information Technology in 

particular to help enhance the awareness and open communications. This is a top priority for 

PR, and the importance of a strong communication network between the three grows more 

important each day. Timely response is made possible through continued practice and 

training, as well as careful attention to the methods and changing technology that is required 

for handling crisis communications. Although there is significant room for improvement, 

PR's focus has grown stronger, and collaboration has improved. PR's social media efforts 

have increased, generating higher levels of interaction and exposure. As trends change and 
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audiences shift to a faster news cycle, PR's efforts must also shift to both inform and 

entertain a broad audience, from prospective students in high school to community members 

to alumni and potential donors. When good or bad occurs, most users take to social media, 

and the need for monitoring and response is greater than ever. This requires a significant 

change of structure and daily activities, as well as expertise and knowledge of trends and 

techniques. The staff will continue to enhance social media efforts to maintain this 

momentum. The primary publication for the office, "UWA Today" magazine, has been 

completely redesigned and has now been published twice annually on schedule for three 

years. This is counted as a strength because the publication schedule has not been consistent, 

and there was very little exclusive content in the magazine prior to Fall 2012's redesign of 

structure. This timely and attractive publication is designed to have a lengthy shelf life that 

serves the needs of several departments across campus, from fundraising to student 

recruiting. Positive feedback has consistently shown for three years that goals are being met. 

 

B. What specific weaknesses or challenges did your assessments show? (Weaknesses) 
Perhaps the greatest weakness for the Office of Public Relations is in the ability to complete 

the wide array of tasks that fall under the umbrella of the office. As several of these do not 

align in a way that is always manageable on time, some responsibilities are not given the 

attention they need to be more effective. While the office's social media effort is one of its 

improvements, it is still also one of the greatest weaknesses. The demand for a social media 

presence is growing exponentially by the month, but without a staff member dedicated to 

web content, including social media, the University's well-maintained presence suffers. 

Social media campaigns and other promotions consume quite a bit of time to plan, 

implement, and manage, and that draw of time creates a deficit in other areas like event 

coverage and publications. 

 

C. What plans were implemented? 
Public Relations has begun working more closely with the Special Events Committee and 

some other special assignment committees to help ensure communications during pertinent 

times on campus. This has long been a goal for Public Relations, but the collaboration has 

just begun to take shape, showing improvement in timely communications, awareness, and 

consistent and clear messages. Rebranding and brand management has also been a longtime 

goal for PR, and with the creation of the Marketing and Communications committee, this 

effort has seen significant changes in University image. There is significant work ahead, but 

the initiation of this project is a tremendous step in the right direction. PR sits on the 

committee and also oversees the licensing program, which lends itself to better control of the 

UWA image in terms of retail and promotional areas. 

 

D. What plans were not implemented?   
The major plan that has not been implemented is a better system for sharing news and 

information. A newsletter or wire-style news subscription tailored to the University needs 

will be very beneficial, but the office still has not secured the software or expertise the staff 

needs to put the plan into motion. 

 

E. How will assessment results be used for continuous improvement?   
Public Relation's assessment results emphasize especially the weaknesses the office has and 

its shortcomings. There are areas that need significant improvement, and those are realized 

through evaluation of annual efforts. 

 

IV. Annual Report Section Responses 
 

A. Key Achievements 
Produced two issues of "UWA Today" magazine for distribution to approximately 23,000 

readers. Aided in the University's rebranding effort through the marketing and 
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communications team, working closely with University departments and with licensed 

vendors to ensure communication and proper usage. Led publicity effort for presidential 

inauguration in April, also serving on inauguration committee. Managed institutional 

communications with media for high-profile events and incidents, from crime reports to 

national recognition and accolades. Generated student publicity profiles and photos for 

Honors Day recognition. Distributed student publicity for scholarship announcements and 

special achievements, including commencement and dean/president listings. Assisted in 

publicity for Higher Education Partnership Membership Drive. Promoted Homecoming 

activities and events through photography, news releases, web content, and special mailing. 

Offered technical writing assistance and guidance to administrative and academic 

departments across campus for newsletter production, promotional publications, event 

publicity, speeches, addresses, and more. Provided photography services to campus 

departments for event coverage and promotion, departmental functions, and other special 

requests. 


