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Dr. Carrie Phillips

Part creative. Part analyst.
Fully curious.

Carrying on about higher
ed, marketing & leadership

Love college football
Puppy momma to Eleanor
Belle

Creator on the Enrollify
Network
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Questions and Conversation



How often do you use Al?

@ The Slido app must be installed on every computer you’re presenting from



https://www.slido.com/powerpoint-polling?utm_source=powerpoint&utm_medium=placeholder-slide
https://www.slido.com/support/ppi/how-to-change-the-design
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ign content in university

ly mailing information for
 each year

i donors and friends and pitch
) local media outlets

stories to the media that serve
university brand image

““le Rock identified partner to

e AQINA N3 eleleln

Strategic

Test results of the information architecture with throughout campus helping tell the UA Little

~us to craft materials that
university brand

issions to continually enhance
tegy aimed at messaging
jhout each phase of the

el

h Admissions to elevate
litment materials across both
| platforms

edia to regularly generate
campus to engage prospective

keting plan to highlight key
ams each year that can benefit
enroliment

op an advertising strategy that
n the spring months

Develop varied marketing messages and
creative to support key enrollment and
engagement of university audiences

Provide brand kits to help ensure our brand is
properly used across the university and
campus community copy

Update university marks to include new design Revisit alumni messaging to ensure
elements, best practices, and new messages consistency of key brand messages

Work with Advancement to create a content
plan for messaging prospects, suspects, and

Review social media analytics monthly for

relevant learnings current donors

Engage a firm to provide direction and

key stakeholders Rock story

Collaborate with the Graduate School to
elevate university recruitment materials across
both print and digital platforms

Develop a monthly content calendar that
Engage deans and campus stakeholders each identifies reputation building and relatable
month to access brand-level university stories content for various university audiences

Develop a model to invite media to come to Work to elevate our lunch and learns and other
trainings into a more robust traning module

campus on a regular basis

Explore ways to make the promotional buying
process easier for the university community

Upgrade program pages to include
testimonials from students of the program

Incorporate calls to action throughout website

Create an official web governance policy that
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Year 3

Work with Advancement to develop
advertising campaigns that support
university messaging to community
ambassadors

Explore a Spanish website translation of key
web pages

Explore incorporating ongoing bilingual
recruitment materials

Develop a Communications & Marketing
advisory board to help in communicating the

UA Little Rock message to university
stakeholders

its impact

Work with university bookstore to elevate
and expand licensed products

In collaboration with Facilities, create a
master signage plan for campus with
multiple signage options

Explore a research-based newsletter to
regularly feature insights on applied
research at UA Little Rock

Align alumni highlights in print, social media
and the campus marquee or increased
visibility

Implement maturity model changes and
continue evaluating this plan

Work closely with Graduate Admissions to
ensure email and messaging campaigns
align with brand tone and brand message

university

Year 4 Year 5

Develop an annual reputation report that
outlines media success and opportunities Explore a community-based €
for growth year to highlight research inte

Develop a monthly reputation report on
content and sentiment that can be shared
with campus partners

Work with Advancement to develop an
alumni ambassador program to engage
existing boards in sharing good news of
campus and helping in recruitment-related
messages

Develop benchmarks to compare our
analytics to best practices in order to
continually optimize advertising campaigns
and the university website

Develop a student internship program
focused on creating social media content
that highlights campus activities and good
news of campus

Explore food licensing opportunities with
the community
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DIGITAL MARKETING MEDIA BUYING PLAN TEMPLATE EXAMPLE
Enter data in non-shaded / white cells, only.
CONVERSION
TOTAL IMPRESSIONS NEEDED e OVER (UNDER) TOTAL COST PER COST PER COST PER
in Campaign to Reach Goal | 10 AL MPRESSIONS GOAL RESPONSE RATE ettty IMPRESSION RESPONSE CONVERSION
500 370 (130) 34619% 6.09% S 126 | $ 370 | $ 60.71
RESPONSE & CONVERSION
MEDIA TYPE ESTIMATED NO. OF COST PER FOR THIS ESTIMATED EST. % OF RESPONDERS NO. OF NO. OF TOTAL COST PER COST PER COSTPER
IMPRESSIONS IMPRESSION MEDIA RESPONSE RATE THAT WILL CONVERT RESPONSES CONVERSIONS cost IMPRESSION 'RESPONSE CONVERSION
SOCIAL MEDIA 0 0 -
Platform A 65 S 1.50 30.00% 10.00% 195 2.0 9750 $ 150 $§ 500 $§ 50.00
Platform B 50 S .00 § 45,00 50.00% 17.00% 25.0 43 9500 $ 190 § 380 $ 2235
Platform C 11500 $ 230 § 383 $ 76.67
160.00 $ 200 $ 3.08
-~ $ =
- $ -

10 Research

R R V. i IR A Vo S Vo o IR VS P T S Voo IR VS Y T S T L R T T S T IV Y T S T
'

Paid search 0.0 0.0 -
Webinars 0.0 0.0

EVENTS -
Event A 0.0 0.0 -
Event B 0.0 0.0 -
Event C 0.0 0.0 -
DIRECT MAIL -
Type A 0.0 0.0 -
Type B 0.0 0.0 -
TRADITIONAL MEDIA -
Print ads 0.0 0.0 -
In-store 0.0 0.0 -
Radio 0.0 0.0 -
Television 0.0 0.0 =
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Ideation



Academics

Business Analytics

Program Pages

This STEM degree prepares Request Information
you to work in the high growth 1
Request more information about the Business

flEld Of bUSineSS/ data Analytics program at UA Little Rock.
analYtiCS. Name (Required)

[J Online Options Available First Last
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Prioritize your stakeholders

CHAMPION Director of Product

Design

Principal Product
Designer

MEDIUM PRIORITY:
DON'T TAKE ADVOCATES FOR GRANTED

-~ ANalt 2l afi ] ()] Vi A

Stakeholder Mapping

HIGHEST PRIORITY:
HOW CAN WE ENABLE OUR BIGGEST FANS?
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LOWEST PRIORITY:
CONVERSION WILL REQUIRE
LARGEST EFFORT WITH
SMALLEST RETURN

HIGH PRIORITY:
HOW CAN WE MITIGATE RISKS
AND MANAGE OBJECTIONS?

DETRACTOR




SIMPLE CONTENT CALENDAR TEMPLATE EXAMPLE

PLATFORM MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY SUNDAY
How-To Video How-To Video How-To Video TOPIC TOPIC TOPIC TOPIC
YOUTUBE
Test post 1 Test post 2 Milestone A Post 1 Post 2 No weekend post No weekend post

TOPIC TOPIC
C O I I te I I t C O I e I I d O r P o feature Weekend audience Poll results
poll
Career Goals Career Goals Career Goals TOPIC TOPIC TOPIC TOPIC
LINKEDIN
Audience poll Audience poll Poll results post Top 5 article Photo feature No weekend post
Campaign Beta Campaign Beta Campaign Beta TOPIC TOPIC TOPIC

INSTAGRAM

lntarmal reaasdins - A Crarmrmaian Rads Crarmrmaian Rads Weaaslkband A1tdian~
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ate Level 1

Level 1
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Rave Short (160 characters) Rave Long (10,000 charcters)

Critical Alert: An active shooter has been reported on campus. For your immediate safety,
please follow these instructions:

Seek Shelter: Find the nearest secure location. Lock and barricade doors, turn off lights and
remain silent:

Stay Quiet: Silence your phone and any other sources of noise. Do not respond to unfamiliar
voices unless you are certain it is emergency personnel.

Avoid Windows: Stay away from windows and doors. Find a place to hide where you are not
visible.

Do Not Run: If you are in a safe location, stay there. Running may expose you to danger.
Communicate: If safe to do so, call 501-916-3400 and provide any information you have about
the shooter’s location. Let friends and family to inform them you are safe.

Follow Instructions: Stay alert for official communications from campus authorities and follow
all instructions.

If You Encounter the Shooter:

Run: If there is an accessible escape path, attempt to evacuate the premises. Leave your

Critical Alert: Active shooter reported belongings behind, and keep your hands visible.
. . H|de If evacuation |s not possnble fi nd a place to hide out of the shooter s vnew Lock and
on campus. Seek shelter immediately.

enter.
Resume Activities Elsewhere: While avoiding the affected area, you may resume normal
activities in other parts of the campus.
Seek Support: This has been an incredibly traumatic experience for our community.
Counseling and support services are available for all students, faculty, and staff. Please
contact campus mental health services or visit the designated support centers for assistance.
Pleas context them at XXXXX for support.
Report Any Concerns: If you see anything suspicious or have information related to the
incident, report it to campus security or local law enforcement immediately. Your cooperation
Critical Alert: The active shooter situation has is essential for ensuring campus safety.
been resolved. Please avoid the XXX building  Follow-Up Communications: Campus authorities will provide ongoing updates and additional

area while authorities assess the situation. information as necessary. Please remain vigilant and adhere to any new requests that may be i

provided.

Critical Alert: The active shooter t_hreat Critical Alert: The emergency situation has been resolved. It is now safe to resume normal
on campus has been resolved. |F ol activities. Authorities have confirmed there is no longer any threat to safety. We will provide
now safe to reseume normal activities. an update on today's events at XXXX time.

Critical Alert: The region including the

| Iniversitv nf Arkangas at | ittle Rnck camniis

Social Media

Critical Alert: An active shooter has been reported on campus. For your in
please follow these instructions:

Seek Shelter: Find the nearest secure location. Lock and barricade doors
remain silent:

Stay Quiet: Silence your phone and any other sources of noise. Do not re
voices unless you are certain it is emergency personnel.

Avoid Windows: Stay away from windows and doors. Find a place to hide
visible.

Do Not Run: If you are in a safe location, stay there. Running may expose
Communicate: If safe to do so, call 501-916-3400 and provide any inform:
the shooter’s location. Let friends and family to inform them you are safe.
Follow Instructions: Stay alert for official communications from campus au
all instructions.

If You Encounter the Shooter:

Run: If there is an accessible escape path, attempt to evacuate the premi
belongings behind, and keep your hands visible.

Hide: If evacuation is not possible, find a place to hide out of the shooter’s
barricade the door, if possible. Fight: As a last resort, and only if your life i
danger, attempt to incapacitate the shooter. Act with physical aggression
the shooter.

Critical Alert: The active shooter threat on campus has been resolved. Cr
this area as an active scene. For your safety, please avoid this area until 1
follow these instructions to ensure your safety and well-being:

Avoid the Area: Do not enter the vicinity of the XXX building. This area is «
crime scene, and emergency personnel are conducting necessary operat
Stay Informed: Continue to monitor official communications from campu:
further instructions and updates on the situation. We will inform you whe
enter.

Resume Activities Elsewhere: While avoiding the affected area, you may |
activities in other parts of the campus.

Seek Support: This has been an incredibly traumatic experience for our c
Counseling and support services are avallable for all studgs -

Pleas context them at XXXXX for support.
Report Any Concerns: If you see anythings

provided.

Critical Alert: The emergency situg
activities. Authorities have confir
an update on today's events at
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CENTENNIAL CAMPAIGN
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Competitor Analysis
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custom GPTs
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Have Fun
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Graphics & Images
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Tips to Get
Started










“I'm new to using a GPT. As my
thought partner, interview me
asking one question at a time
to see how you can help me?”

Geoff Woods, Al Driven Leader
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Questions?



Stay In Touch

LinkedIn
Linkedin.com/in/carriehphillips
Email Address

cphillips@ualr.edu

Website

andcarrieon.com
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