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Public Relations 
 

Detailed Assessment Report 
2015-2016 

 
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 
The Office of Public Relations seeks to promote a positive image of the institution through 
media relations, publications, social media, and other appropriate outlets. The staff promotes 
events that are intended to draw a large audience to campus by publicizing activities through 
area media in the form of press releases. Web media as well as print media are used for various 
events. In addition to promoting and publicizing events, PR aims to spotlight the people, places, 
and programs that can improve the University's image through publications like UWA Today, 
on social media, through news pitches for suggested features, and through a limited amount of 
local area advertising to show demonstrated success. PR will work closely with the newly-
established marketing and communications committee to ensure brand awareness and brand 
management through initiatives like the collegiate licensing program. 

 
1. Objective: Promote a positive image of UWA 

Promote a positive image of UWA as part of the solution to the issues dealt with by the 
Black Belt region. 

 
a. Measure: Generate positive publicity for University 

The Office of Public Relations works to generate positive publicity for the University 
using various forms of media and through networking with media outlets. 

 
1. Achievement Target: 

The PR staff helps coordinate media appearances, pitches news stories, utilizes social 
media for generating buzz, and assists with publications that spotlight positive 
accomplishments and milestones of the University. This effort includes local 
advertising based on provided budget, but also other options like press releases, media 
correspondence, and other options that are appropriate for promoting individual events 
or programs. This work is done in collaboration with individual departments on 
campus to ensure accuracy, open communication, and an effective strategy. 

 
2. Findings (2015-2016) - Target: Met 

The PR staff has worked to promote the University and share the positive impact that 
the University has on the region. This has been done through news releases of student, 
faculty, and staff publicity, publications and print pieces portraying the University as a 
leader in various fields, and an array of media connections to place UWA people and 
programs in the spotlight. The University is seeing the results of media relations 
efforts in that the office staff is being called upon to identify topic experts for 
interviews and opinions for print and broadcast pieces. The PR staff also works to 
respond in a timely and effective manner when the University is presented or 
portrayed in a way that does not accurately reflect the positive impact it has on the 
region. Staff does this through interviews, responses, positive promotion, and other 
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interactions to offer clarification, explanation, or other needs. Staff strives to be 
proactive, not reactive, utilizing positive promotion as a means of preventing the need 
for crisis communications. 
 

2. Objective: Provide students with up-to-date campus news 
Improve 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 and information 

Students are informed of campus news through various platforms like social media, 
email, website, and an on-campus electronic message center, depending on the nature of 
the information. These platforms are chosen based on several factors, including expressed 
interest by students as well as past instances of determining effective response and 
engagement. 

 
1. Achievement Target: 

Office will utilize social media outlets, primarily Facebook and Instagram, to promote 
campus events and publicize achievements to students. Staff plans to post 2-5 posts per 
week on Facebook on UWA's official page. On Instagram, staff plans to post 3-7 
photos per week to promote day-to-day activities on campus, aligning with news items 
when appropriate. For important announcements and changes in day-to-day activities, 
office utilizes campus email groups and the electronic message center to reach 
students. The University website is used to share news stories and events. 

 
2. Findings (2015-2016) - Target: Met 

PR used Facebook, Instagram, and Twitter to promote campus news to students. This 
content has included photo coverage of events, communication of event details, and 
also notifications to the campus community regarding emergencies, early closure, and 
other important occurrences. Staff have learned that a large part of the UWA audience 
relies more heavily on social outlets than official channels like campus email, so in 
many cases when there is an emergency or if pertinent information needs to reach a 
broad audience quickly, social media helps deliver that message in addition to 
traditional channels of campus communications. In some instances, when internet 
service has been unavailable on campus, social media is the only way to reach the 
audience, particularly the online population who relies on email to correspond. 
Building a following will continue to be important for this reason so people can turn to 
alternate channels like social media when other means of communication are 
unavailable. Social media also provides a faster and more cost effective means of 
advertising and promoting. In some cases, the length of time that the staff has to 
promote an event is not long enough to get it to area publications or outlets that have 
one-week or multiple-day turnarounds for their news cycles. Social media allows the 
office to share content instantaneously and free of charge. 

 
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: 
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1/5/2017   PR works closely with the Events committee, as well as directly with IT, UWA 
PD, and Emergency Preparedness to continuously improve emergency communications and 
structure. Events committee and Emergency Preparedness committee each meet bi-weekly to 
assess needs and develop strategies. PR staff participates in any available training, including 
NIMS classes from FEMA.  
 

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: 
 

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: 
1/5/2017  PR has continued to focus on communication with representatives from area media, 
which continues to experience a higher than ever turnover rate; working with administrators 
and other departments to establish additional media relations; working with faculty experts in 
academic fields to target discipline-specific publications to offer faculty expertise pieces.  
 

D. Produce award-winning publications 
Enter publications in CASE competitions 
Established in Cycle:   2010-2011 
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: 
1/5/2017  PR staff assists the Institutional Advancement team in producing materials and 
publications for alumni outreach, development and fundraising initiatives, and major event 
promotion. Publications include UWA Today magazine, a planned giving newsletter, printed 
and electronic communications to alumni base, scholarship brochures, and seasonal giving 
appeals.  
 
PR also assists areas across campus in developing publications and designs to enhance the 
branding efforts. These include materials for advertising major events in magazines, 
newspaper, and web applications; merchandise/apparel; recruiting materials as needed; 
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campus signage; newsletter assistance; and several other types of outbound materials that 
reflect a cohesive brand and professional communication strategies.  
 

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: 
1/5/2017  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. With the late fall loss of a staff member, the 
staff has been reduced to one full time employee, and a graduating student has been hired to 
assist part time. The full time staff position vacancy needs to be filled, but a third staff 
member is still a tremendous need.  

 
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) 
Implementation Notes: 
1/5/2017   Item is "on-hold" until additional staff is in place to allow time for media visits and 
meetings. 
 

III. Analysis Questions and Analysis Answers 
 

A. What specific strengths did your assessments show? (Strengths) 
The PR staff strives to utilize its resources effectively. The office looks at the staffs’ 
strengths and weaknesses similarly, allowing strength in quality to overcome the shortage on 
quantity and manpower. For a 1.5-person staff, the office is able to accomplish a wide array 
of goals to reach into various outlets and target different audiences. While the staff is not 
able to accomplish these as well as they would like ideally, the office is able to produce 
quality pieces of strong communication to the broad constituent bases. These include, but are 
not limited to: news release to announce to area media and website PSAs for markets that 
allow ad design when budget is available social media promotion (at least three outlets) print 
propaganda (could be posters, postcards/mailings, brochures, flyers) event coverage and 
photography follow-up news release if necessary videography/video releases to area 
television outlets direct reach to media reps for inviting and offering access. 
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B. What specific weaknesses or challenges did your assessments show? (Weaknesses) 
The PR staff's major weakness is its lack of manpower to cover enough events with adequate 
publicity, which would include most of the following in most cases: news release to 
announce to area media and website PSAs for markets that allow ad design when budget is 
available social media promotion (at least three outlets) print propaganda (could be posters, 
postcards/mailings, brochures, flyers) event coverage and photography follow-up news 
release if necessary videography/video releases to area television outlets direct reach to 
media reps for inviting and offering access These are only the major elements of promotion 
for events, programs, and initiatives. Currently, most of these are covered to some extent by 
one full time staff member and one-part time assistant, but we are not able to adequately 
meet all these goals, as the staff can either meet a few of them thoroughly, or the staff can 
simply touch on all of the areas. This determination is made by weighing the workload at the 
time of need and assessing which strategy will be more effective for the given project. 

 
C. What plans were implemented? 

All major plans were implemented.  
 

D. What plans were not implemented?   
There are two main plans that have not been implemented. The first is the establishment of 
an electronic signature service that will greatly enhance electronic communications for 
University employees and departments. The software has been acquired, and it is being 
tailored to the UWA email exchange's Active Directory. Office staff is working with IT to 
complete this project, and the office is on hold for a resolution from the software provider. 
The second is the launch of an email newsletter. The office previously thought the staff 
would be able to use a system currently in place through Datatel, but upon further review, IT 
has determined that the service will not meet UWA’s need. Office staff is now seeking a new 
system for designing content that is universally viewable, works with the UWA email 
exchange, and can be distributed to campus email groups and also to subscribers. 

 
E. How will assessment results be used for continuous improvement?   

Each year, staff is able to reflect on accomplishments and unmet goals to determine the best 
practices and the ineffective strategies. Office staff are careful to watch trends and shift the 
focus to the most effective platforms and strategies and adapt traditional methods to current 
trends of communications. 

 
IV. Annual Report Section Responses 
 

A. Key Achievements 
PR staff finalized the University's Graphic Standards guide established through the 
Marketing and Communications team's partnership with 5degrees marketing; publication is 
available on website as .pdf, and the office is pursuing funding for printed guides to be 
issued to campus departments. PR staff finalized art sheets with Learfield Licensing Partners 
to reflect new branding and maintains daily operations of the licensing program's approval 
process. PR staff produced two issues of UWA Today magazine (March and September) for 
mailing and distribution of approximately 23,000 copies per issue. PR provided photography 
service for events and programs across campus, including Homecoming, Honors Day, Spring 
and Fall Commencements, and daily events like conferences, ribbon cuttings, award 
presentations, and more. PR provided communications lead on emergency preparedness 
efforts, including emergency closures, changes in operation, and notifications. PR staff 
developed announcements pieces for new academic programs, outreach programs, student 
recruiting/retention initiatives, alumni events, student achievement, faculty achievement, 
workforce/economic development initiatives, and other news-worthy happenings of the 
University. PR carries out a substantial amount of the daily operations of the Marketing and 
Communications committee, including but not limited to providing campus departments 
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with branding and approved stock photos. Ultimately, there needs to be a secure area of the 
website where these materials are made available to faculty and staff for download and use. 



Planning and Assessment Approval 

Department or Division: Public Relations 
Chair or Director: Ms. Betsy Compton 
Dean or Vice President: Dr. Chris Thomason 

IZC!t!IWE 

Goals 
Goals are broad statements describing what the unit wants to 
accomplish. Goals relate to both the unit's mission and the 
University's mission. The goal(s) is stated as the University goal(s) a 
unit is attempting to meet. 

Outcomes/Objectives 
Outcomes and objectives are statements that describe in some detail 
what the unit plans to accomplish. Outcomes/objectives are 
associated with all applicable goals, strategic plans, standards, and 
institutional priorities. 

Objectives are active-verb descriptions of specific points or tasks the 
unit will accomplish or reach. Outcomes are active-verb descriptions 
of a desired end result related to student learning and the unit's 
mission. 

Measures 
Measures are statements to judge success in achieving the stated 
outcome or objective. Measures contain information on the type of 
evidence and assessment tool that a unit will use to verify if stated 
outcome/objective has been met. 

Achievement Targets 
Achievement targets are the thresholds that the measures must meet 
for the unit to determine that it has been successful in meeting its 
specified outcomes/objectives. Achievement targets are measurable 
statements. 
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Findings 
Findings are indications whether an outcome/objective was met or 
not. Findings are put into the system under each achievement target. 
Findings include an interpretation of results, possible uses of results, 
reflection on problems encountered, indicated 
improvements/changes and strengths or weakness. 

Action Plans 
Action plans are detailed plans created by the unit to meet an 
outcome/objective that was only partially met or not met or to make 
improvement to those outcomes/objectives that were met but still 
need some strengthening. The plan includes a projected completion 
date, implementation description, responsible person(s)/group, 
resources required, and budget amount (if applicable). 

Action plans created in previous cycles have been updated with 
implementation notes. 

Annual Report 
The Annual Report section contains information on key 
achievements, faculty and/or staff achievements, and 
community/public. 

Analysis Report 
The unit has reflected on and created narratives for each of the 
following areas: specific strengths and progress made on 
outcomes/objectives, specific weaknesses or challenges, plans that 
were and were not implemented, and how assessment results will be 
used for continuous improvement. 
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