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2009 Academic Year Report 
 
1. Programmatic Achievements 
a. Student engagement 

 Guest-taught classes, interviewed and surveyed students, and worked closely with ASOSU and other student groups on the 
development of a new IMC. 

 Developed and extensively promoted a Mentors of OSU campaign acknowledging and recognizing individuals who mentor 
and support students; stressing the importance of one-to-one relationships in advising, research and professional growth 
using banners, posters, a Web site and Terra stories. 

 Conducted media training for graduate students in Fisheries and Wildlife, including a student who was interviewed by the 
Discovery Channel about her research. 

 Highlighted student success through publications (Life@OSU, Terra), the Web (OSU homepage, president’s report), 
advertising and events (Celebrating Undergraduate Excellence and Student Leadership). 

 Built capacity for engaging prospective students through recruitment materials in print and on the Web, contributing to a 
3.2 percent increase in the 2008 incoming freshman class. 

 Highlighted scholar athlete achievements through posters displayed at Reser Stadium and Gill Coliseum. 

 Developed an energetic video to inspire new OSU students through the START program. 

 Presented student success stories in Portland through a new Powered by Orange Web site and OSU homepage stories. 

 Expanded student engagement through social media (Facebook, Twitter, YouTube, iTunes University, Web sharing tools). 

 Arranged for 15 students to share success stories with the president’s guests at athletic events and at theater and 
symphony pre-function activities. 

 Expanded OSU-Cascades visibility to prospective students through pay-per-click advertising, billboards, direct mail, campus 
vehicle wraps, social media and positive news media stories. 

 Created marketing strategies for the OSU-Cascades campus, which recorded a 2.6 percent fall 2008 enrollment increase, 
and for 2009, 18 percent for spring term and 25 percent for summer. 

b. Research impact 

 Achieved national news media coverage (New York Times, CNN, U.S. News and World Report, Time, National Geographic, 
MSNBC.com, Livescience.com, etc.) for OSU research stories on Earth systems, health, energy and technology. 

 Developed a strong relationship with the National Science Foundation through a Communicating Science workshop at OSU 
and regular contributions to the NSF’s Science360 daily research news site. 

 Loaned equipment (video and still cameras) and worked with faculty to increase chances of getting OSU stories in national 
media. 

 Trained more than 60 faculty and graduate students in communicating their research to media. 

 Presented in-depth research stories in Terra and the president’s report on topics aligned with the strategic plan. 

 Helped to organize the Communicating Science workshop, enabling more than, 100 faculty, staff, graduate students and 
research assistants to attend media workshops. 

 Selected 51 OSU homepage stories relevant to strategic research goals. Integrated stories with marketing and 
communications initiatives. These stories were read about 97,200 times, and story teasers and accompanying photos were 
seen by more than 11,000,000 unique visitors to the OSU homepage during FY 08-09. 

 Presented OSU research on sustainability, renewable energy, sexual health, Willamette River restoration and marine 
biology through TV and print advertising campaigns in the Portland media market. 

 Created a Web site structure and helped to develop a content plan for an industrial relations Web site being produced by 
the Research Office under the leadership of John MacDonald, consultant. 

 Produced Web sites and publications for the Center for Green Materials Chemistry, Oregon BEST, the Open Source Lab, the 
Research Office, the College of Engineering and the Sustainable Energy and Infrastructure initiative. 

 Highlighted research accomplishments at a College of Business event — Oregon’s Most Admired Companies — in Portland. 

 Placed more than 100 faculty in speaking roles and created audiences for their research. 
c. Outreach and engagement 

 Achieved visibility for President Ray and OSU faculty through Oregon Public Broadcasting’s Think Out Loud daily talk show, 
which featured discussions on higher education, sustainable energy and green manufacturing. 

 Organized a national marine science news media fellowship program with 26 faculty members. Other participating 
organizations included coastal communities, environmental groups, the legislature, banks, businesses and the Oregon Wave 
Energy Trust. Reporters represented nine media organizations including the Associated Press, National Geographic, 
National Public Broadcasting, Scientific American and the National Science Foundation. The fellowship resulted in media 
stories and continuing interest from reporters. 



 Organized six standing-room-only Corvallis Science Pub evenings with the Corvallis Downtown Association and the Oregon 
Museum of Science and Industry, giving the public the chance to hear from eight OSU faculty in a casual setting. 

 Planned and conducted events for the Kearney Hall opening, a visit from Nissan showcasing an electric car, a student 
recognition dinner, a week celebrating research accomplishments and a College of Veterinary Medicine staff appreciation 
lunch. 

 Created a poweredbyorange.com Web site with an interactive Google map, blog posts and examples of OSU’s impact, creating 
ways for students and alumni to network. 

 Engaged legislators in Salem and hosted the Joint Ways and Means Committee at the OSU-Cascades campus to discuss 
impacts of state budget proposals. 

 Hosted visits by the Canadian ambassador delegation, OMSI and various media to introduce key external audiences to OSU.  
d. Community and diversity 

 Highlighted campus diversity initiatives through Life@OSU, including the diversity essay contest, research in bilingual 
education, high-achieving students of color. 

 Assisted with the annual minority student summer journalism camp. 

 Publicized the INTO OSU international student program. 

 Featured students from diverse cultural backgrounds and academic disciplines in videos, Terra, the president’s report, the 
OSU homepage, banners and posters. 

 Volunteered for Habitat for Humanity and the OSU Alumni Association’s day of service. 

 Developed comprehensive orientation program for new UA employees designed to inform, include, engage and welcome. 

 Created a quarterly UA electronic diversity newsletter. 

 Served on administrative committees for the Office of Community and Diversity, Women’s Center and INTO OSU. 

 Provided marketing support for CASA Educational Si Si Puede for Hispanic students. 

 Served as speaker at four women’s conferences addressing issues of leadership. 
e. International-level activities 

 Featured INTO OSU in Life@OSU, provided the INTO Steering Committee with communications leadership and produced 
INTO marketing materials including photos and student testimonials. 

 Reported on OSU alumni and research in Africa, Europe, Asia and Central America through news releases, Terra, the 
president’s report and the OSU homepage. 

 Created international marketing materials for Admissions, contributing to a 6.5 percent increase in international student 
enrollment. 

 Featured international students in the OSU homepage, the START video and Powered by Orange campaign. 
f. Other initiatives 

 Created OSU’s first Integrated Marketing Communications Plan with Lipman Hearne, setting the stage for continued 
development and implementation of a coordinated campus-wide marketing program. 

 Coordinated 85 events for the President, departments and colleges across campus.  

 Expanded OSU’s social media presence on Facebook, YouTube, Twitter and iTunes University, engaging with OSU alumni, 
students, the news media and other groups. 

 Developed alert.oregonstate.edu to rapidly disseminate emergency information as part of the OSU Crisis Communications 
Plan. 

 Created an Internal Communications Plan and hired a communications coordinator to produce OSUToday and Life@OSU. 

 Completed 240 marketing projects for campus units, a 35 percent increase from the previous year, in addition to ongoing 
consulting and support. 

 Grew licensing revenue program to $932,078 and changed UA budget model to support all marketing activities through this 
budget account. 

2. Unit Assessment 
a. What worked 

 Brought the entire campus community into an IMC process that involved more than 2,000 faculty, staff, students, alumni 
and friends. 

 Continued growth in national and regional news media coverage, showing OSU’s superior coverage relative to in-state 
peers. 

 Expanded social media participation including more than 7,000 Facebook fans, 1,138 Twitter followers, 175 YouTube 
subscribers and 13,000 YouTube channel views. 

 Promoted Terra online with alumni, news media, higher education, state legislators, the congressional delegation, 
Facebook, recording 50,454 pageviews for the year. 

 Expanded the president’s report online, recording 13,028 visits and 27,504 pageviews for the year, and supplemented the 
Web site with a four-page insert reaching all OSU alumni in the Oregon Stater. 

 Received national recognition in higher education marketing for the Powered by Orange campaign, generating participation 
and feedback from alumni and others. 



 Gained respect for the leadership development and problem-solving guidance that OSU faculty provide for students 
through the Mentors of OSU campaign. 

b. What needs improvement 

 IMC implementation will take a strategic, coordinated approach through leadership and staff. 

 Internal communication strategy needs to better meet the needs of campus. New plan to be implemented in fall 2009. 

 OSUToday needs to grow beyond its 3,350 e-mail list. 

 Student recruitment and donor relationships could be supported with greater access to story reprints from the president’s 
report, Terra and other campus publications. 

 More video content needs to be made available to broadcast media and YouTube. 

 Campus events exceed the capacity of current UA staff. 

 Web Communications demands exceed staff and resources. 

 UA budget insufficient to implement a strong IMC plan. 
c. Barriers 

 Finding the balance between rapid adoption of Web and social media technologies and taking care to coordinate with other 
campus units.  

 Staying up to date in Web design and implementation for the OSU homepage, UA departments, Terra, the president’s 
report and the IMC as well as other OSU units. 

 Limited resources for advertising in Portland and other critical markets. 

 Resources and staffing for robust IMC implementation are missing. 
3. Summary of Major Faculty and Student Awards 
a. Faculty recognition and awards 

 Used Life@OSU, OSUToday and the president’s report to highlight awards and recognitions received by faculty and 
students. 

 Received five silver and three bronze awards for marketing and communications in the juried CASE Region VIII 
Communication Awards competition. 

4. Results and Outcomes 
Integrated Marketing Communications Plan Activity Report 

 IMC Communications Structures  
o Created URL for sharing information about Executive Marketing Cabinet; Dean’s IMC Council; IMC Implementation 

Team; IMC Network; Student Powered by Orange Council. 
o Formed IMC Network (campus communicators) and IMC Implementation Committee, both managed by University 

Marketing. 
o Convened Executive Marketing Cabinet and IMC Deans’ Council as well. 
o Created structure for Student Powered by Orange Council. 

 Ten students engaged over the summer in planning Student Powered by Orange. More students are expected to 
join in the fall with full implementation of the program during the coming fiscal year. 

 Brand Book 
o Conducted 4 training sessions with IMC Network on marketing strategies, laying the groundwork for the Brand Book. 
o Developed preliminary brand guidelines and design templates to support and implement the IMC. 

 Powered by Orange Campaign 
o Initiated Powered by Orange (PBO) campaign to increase visibility in the Portland market and create community with 

OSU alumni. Distributed 35,000 PBO decals, 1,500 PBO buttons and 5,000 Benny on the Move cutouts. The PBO Web 
site has 800 fans on Facebook and 320 Twitter followers to date. The interactive Google map features Beavers at 62 
locations in Portland and across the country. 

 National Tactics 
o Supported INTO OSU through marketing, photo sessions, art direction and brochures.  

OSU in the Media 

 NCS Top 10 stories for 2008-09: 
o 7-11-08: Loss of wolves causes major ecosystem disruption at Olympic National Park 
o 8-15-08: OSU recognized as one of America’s top 25 ‘green colleges’ and universities 
o 8-26-08: Researchers find oldest gecko fossil ever discovered 
o 10-20-08: Study sheds new light on dolphin coordination during predation 
o 12-12-08: New report: Some climate impacts happening faster than anticipated 
o 2-5-09: Sea level rise could be worse than anticipated 
o 5-5-09: OSU study reveals conflict between doctors, midwives over homebirth 
o 6-19-09: Athletes, spectators faced unprecedented air pollution at 2008 Olympic Games 

(* This list does not include significant exposure for OSU generated by stories such as Jane Lubchenco/NOAA or Craig 
Robinson and the Obama election.) 



 National Press Comparisons 
o Documented OSU's strong performance in national news media during the first quarter of 2009 on the basis of a third-

party comparison of OSU, University of Arizona and the University of Oregon. Arizona outperformed both Oregon 
schools, but OSU outperformed UO in the number of media stories for that time period. For FY10, a quarterly metrics 
report will compare OSU's national news media stories with those for UO, OHSU and Portland State University. 

January 2009 
University of Arizona 
2,594 
Oregon State University 
2,015 
University of Oregon 
1,222 

February 2009 
University of Arizona 
3,850 
Oregon State University 
2,831 
University of Oregon 
1,387 

March 2009 
University of Arizona 
3,587 
Oregon State University 
2,024 
University of Oregon 
1,937 

 Advertising report – print, broadcast 
o Promoted student success in a series of newspaper ads in The Portland Business Journal to showcase graduating 

students with jobs in Portland. 
o Promoted research programs and initiatives to the Portland market with two eight-week TV advertising series, 

accompanied by nine ads in The Portland Business Journal and a full-page ad in Oregon Business’ research edition. 
o Co-sponsored The Portland Business Journal’s Oregon’s Most Admired Companies event with the College of Business, 

producing ads, a display and handouts. 
o Created ads for the Portland media featuring faculty research from the colleges of Business and Engineering. 
o Developed advertising for the Portland media highlighting OSU initiatives in sustainability and renewable energy 

research. 
OSU Social Media Report 

 Received recognition for PBO social media campaign in prominent marketing industry blogs.  

 Built our social media community to nearly 12,000 active, engaged members. 

 Cataloged 74 different social media efforts from around campus on our OSU Social Media Directory page. 

 Provided training seminars on effective use of social media to communicators around campus. 

 Ranked 8th out of 1,050 colleges and universities for percentage growth of social media presence in a Blue Fuego consulting 
study; ranked 2nd among similarly sized institutions in growth and for the level of engagement/activity of our users. 

Magazine Summary – print and Web 

 Promoted Terra online with alumni, news media, higher education, state legislators, the congressional delegation, 
Facebook, recording 50,454 pageviews for the year. 

 Expanded the president’s report online, recording 13,028 visits and 27,504 pageviews for the year, and supplemented the 
Web site with a four-page insert reaching all OSU alumni in the Oregon Stater. 

Events Report 

 Coordinated 85 events for the President, departments and colleges across campus.  

 Arranged for 15 students to share success stories with the President’s guests at athletic events and at theater and 
symphony pre-function activities. 

Licensing Report Summary 

 Maintained a strong licensing program through the development of a Jr. Benny clothing line aimed at the 
baby/toddler/youth markets, a College Colors Friday campaign and Powered by Orange. Despite the economic downturn, 
the program generated $932,078 in royalty revenue, which represents a decrease of $25,149 or 2% over the previous year.  

 Introduced a new Jr. Benny campaign targeting OSU’s younger fans. 
Strategic Plan Advancement 

 Used the OSU Strategic Plan for division-wide planning and execution, advancing institutional priorities through 
communications, marketing and events. 

 Developed a new Integrated Marketing Communications Plan (IMC) grounded in the Strategic Plan, allowing UA to mobilize 
OSU communicators around areas of focus.  Consultant Lipman Hearne noted that OSU's IMC has the strongest connection 
to a Strategic Plan in higher education. 

 Based the following activities in Strategic Plan priorities: 
o Produced feature stories for oregonstate.edu, the most heavily used page on the OSU site (70,000 page views per day), 

on the basis of relevance to the plan. 
o Coordinated the development of college-by-college “proof points” to support the Plan’s thematic areas. 
o Chose faculty and students for ads in The Oregonian and Portland Business Journal on the basis of Strategic Plan 

relevance. 
o Developed a social media (Facebook, Twitter, LinkedIn, Flickr, YouTube) program, connecting OSU to thousands of Web 

users, through messages aligned with the Strategic Plan. 


