
Strategic Goals
• Building and protecting the university brand

• Attracting and engaging students, faculty and staff

• Developing strategic support and resources

Office of Strategic 
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BUILDING AND PROTECTING THE UNIVERSITY BRAND

NATIONAL 
BRAND CAMPAIGN

FOR IOWA 
DIGITAL CAMPAIGN

SHARE OF SEARCH via Google Trends)

SOCIAL MEDIA MENTIONS

TOTAL UIOWA.EDU PAGEVIEWS SOCIAL MEDIA TOTAL FOLLOWERS

SOCIAL MEDIA SENTIMENT

1:35
AVERAGE (VISIT) SESSION DURATION

-37%

1,955,585
SESSIONS ORIGINATING IN IOWA

377,963
SESSIONS ORIGINATING OUTSIDE IOWA

84,592
SESSIONS ORIGINATING OUTSIDE THE U.S.

-21%

28%

In carrying out OSC’s mission, our highest priority is to build overall awareness and favorability for the University of Iowa inside and beyond the state of Iowa in order to help attract the 
students, talent and resources we need to be a top 50 destination university. This section highlights some of the primary ways we build awareness and measure the impact over time.

FOLLOWERS BY CHANNEL

+88%

+49%

1%

Brand strength composite rating: 5.37 (scale of 1-10)
(Bi-annual national survey of 1,025 students and parents, 
April 2020)

Mean Iowa favorability rating: 8.5 (scale of 1-10)
(Annual survey of 1,000 registered Iowa voters, January 
2020)

2,443,587

3,137,556

Q3FY20 Q3FY21

587,253
597,190

618,328 621,252

Q4FY20 Q1FY21 Q2FY21 Q3FY21

Facebook 187,998

Twitter 119,135

Instagram 87,649

LinkedIn 199,987

TikTok 13,083

YouTube 13,400

6,157 (-19%)

558 (-32%)

7,223 (-22%)

Positive Negative Neutral

Impressions 11,005,762

Completed video views 809,377

UIowa.edu site visits 32,655

Impressions 2,500,000

Unique pageviews 59,886

Average time on page 7:22

UIowa Ullinois Iowa St. UMinn UWisc

17,707
13,938

Q3FY20 Q3FY21

https://trends.google.com/trends/explore?date=2021-01-01%202021-03-31&geo=US&q=%2Fm%2F01j_9c,%2Fm%2F0220q6,%2Fm%2F03v6t,%2Fm%2F025v3k,%2Fm%2F01yx1b


BUILDING AND PROTECTING THE UNIVERSITY BRAND

NEWS AND FEATURES

One of the primary ways OSC works to build the university brand is through content and stories that highlight our areas of strength and distinction across academics, research and scholarship, and heath care. In Q3, the ramifications 
of COVID-19 on the way people use social media continued to negatively impact numbers when comparing them to time periods before the pandemic. However, features like the diabetes story below that were promoted via the 'For 
Iowa' campaign saw impressive engagement, and we've had continued success during COVID-19 utilizing video for effective campus communications.

SOCIAL MEDIA YOUTUBE MERIT PAGES

TOP STORIES

Iowa injects 
hope for people 
with diabetes

Writing across 
the disciplines: 
Among elite 
company

TOP POSTS TOP VIDEOS TOP ACHIEVEMENTS

A half-century’s 
worth of heart 
discoveries

TOP MEDIA PLACEMENTS

Vaccine Update: 
Understanding the 
Johnson & 
Johnson Vaccine

Journey to Unity

Future of Work: with 
University of Iowa 
Associate VP & 
Chief Human 
Resources Officer

2020 fall semester 
dean's list 
honorees 
announced

2020 fall semester 
University of Iowa 
president's list 
honorees 
announcement

Iowa celebrates 
fall 2020 
graduates

NOTABLE NATIONAL MEDIA COVERAGE

MEDIA INQUIRIES* MANAGED BY OSC

Total Impressions 19,300,000 -11%

Total Engagements 605,766 -78%

5,729 Unique page views

5:52 Avg. time on page

5,148 Unique page views

15:23 Avg. time on page

2,941 Unique page views

07:08 Avg. time on page

Unique Page Views 303,752 +14.3%

Avg. Time on Page 2:50 +16%

Organic Views 148,042 -.4%

Watch time (hours) 10,478 -6%

Student Achievements 40 +18%

Total Pageviews 95,000 -41%

80,100 Impressions

9,000 Engagements

180,000 Impressions

17,400 Engagements

2,651 Views

71% Average % viewed

2,427 Views

31.8% Average % viewed

1,008 Views

84% Average % viewed

72,825 Page Views
211,669 Total User Actions

11,321 Page Views

36,346 Total User Actions

1,520 Page Views

2,251 Total User Actions

VICE –” Scientists Discover Massive 
'Pipeline' in the Cosmic Web 
Connecting the Universe”, Richard 
Lewis

Tech Explorist–” Streams of cold gas 
provisioned early, massive galaxies”, 
Richard Lewis

151
215

165 195

Q4FY20 Q1FY21 Q2FY21 Q3FY21

*Does not include responses to proactive 
pitches, or stories from UIHC and Athletics.

https://stories.uiowa.edu/iowa-injects-hope-for-people-with-diabetes
https://stories.uiowa.edu/writing-across-disciplines-iowa-among-elite-company
https://stories.uiowa.edu/muscatine-heart-study-decades-of-discovery
https://www.youtube.com/watch?v=dgjeDYhO8YY
https://www.youtube.com/watch?v=PopPHulxJnA
https://www.youtube.com/watch?v=4Ghb5ZsBesA
https://www.vice.com/en/article/pkd4nn/scientists-discover-massive-pipeline-in-the-cosmic-web-connecting-the-universe
https://www.techexplorist.com/streams-cold-gas-provisioned-early-massive-galaxies/37983/


ATTRACTING PROSPECTIVE STUDENTS, FACULTY AND STAFF

UNDERGRADUATE RECRUITMENT

OSC partners with Enrollment Management on marketing to prospective undergraduates. In addition, we collaborate regularly with colleges on graduate, professional and online recruitment marketing 
initiatives, and support the recruitment of administrators, faculty and staff. For Q3, recruitment-related actions on the homepage had a predictable decline given it is later in the application cycle, but 
web inquiries saw a big increase from the previous year, and domestic applications and admits for Fall ‘21 were strong despite the challenges of this year's recruiting cycle.

PROGRAM MARKETING FACULTY AND STAFF RECRUITMENT

Viewbooks and collateral
Distance 
and Online 
Education 
winter 
campaign

UIOWA.EDU RECRUITMENT CALLS-TO-ACTION

ADMISSIONS DIGITAL CAMPAIGNS

550,000 Impressions

174 Inquiries

6 Admits
Admissions Visit Viewbook 57,000

Admissions Closer Brochure 15,000

Admissions Diversity Mailer 5,000

Admissions Yield Campaign 
Postcard Series

25,800

(Clicks on Apply, Visit Campus, Request Information) -28%

Impressions 4,300,000

Page views 29,961

Time Spent on Page 2:32

Clicks on Apply 13,305 -31%

Clicks on Visit Campus 8,368 -34%

Clicks on Request Info 4,414 +14%

Presidential 
search 
website

Leadership 
profile

Search 
prospectus

Presidential search

36,445

26,087

Q2FY21 Q3FY21

Clicks on Jobs@UIowa 10,558 1.3%

Web inquiries (MAUI) 2,519 +73%

Res/Non-res applications* 20,746 -4.52%

Res/Non-res admits* 18,476 -2.71%

*Fall 2021 data as of 4/2/21 via MAUI High Level Current Cycle report

ENROLLMENT DATA

https://go.uiowa.edu/online/
https://viewbook.admissions.uiowa.edu/
https://issuu.com/uiowa-osc/docs/adm-jr_visit_2021_final.v2.single
https://issuu.com/uiowa-osc/docs/adm-closer-2021_for_issuu
https://presidentialsearch.uiowa.edu/sites/presidentialsearch.uiowa.edu/files/2021-01/Iowa-PresSearch-LeadershipProfile.pdf
https://presidentialsearch.uiowa.edu/sites/presidentialsearch.uiowa.edu/files/2021-01/Iowa-PresSearch-LeadershipProfile.pdf
https://presidentialsearch.uiowa.edu/sites/presidentialsearch.uiowa.edu/files/2021-01/Iowa-PresSearch-SearchBook.pdf


ENGAGING CURRENT STUDENTS, PARENTS, FACULTY AND STAFF

UNDERGRADUATE STUDENTS

Timely communication to internal audiences with relevant and engaging content is essential to supporting and retaining students, faculty and staff.  In Q3, academic accomplishments remained a popular topic with parents and families, while campus news 
and information received the most interest from students, faculty and staff.  The low engagement of the student emails relative to their higher open rates suggests summarizing key information within the email (rather than linking off to another page) is
more effective with student audiences.

FACULTY AND STAFF PARENTS AND FAMILIES GRADUATE STUDENTS

TOP CONTENT

Spring 2021 
commencement 
update

TOP CONTENT TOP CONTENT TOP CONTENT

Cambus route 
changes for 
spring semester

Apply for HEERF 
II funding on 
March 15

John Keller to 
step down as 
dean of the 
Graduate College

A message to 
campus from 
President Harreld

Before you hit 
send, update your 
email signature

Fall 2020 
graduation, 
dean’s and 
president’s lists

UI announces 
2021–22 
academic 
calendar

63 UI colleges 
and programs in 
latest ‘US News’ 
rankings

Cambus route 
changes for 
spring semester

Spring 2021 
commencement 
update

Apply for HEERF 
II funding on 
March 15

Avg. email open rate 41%

Avg. Click through rate 2%

Avg. email open rate 39%

Avg. Click through rate 7%

Avg. email open rate 37%

Avg. Click through rate 8%

Avg. email open rate 53%

Avg. Click through rate 3%

118 Clicks via email

1,994 Clicks via email 6,165 Clicks via email 89 Clicks via email618 Clicks via email

1,857 Clicks via email 564 Clicks via email 88 Clicks via email163 Clicks via email

1,524 Clicks via email 459 Clicks via email 53 Clicks via email

https://link.uiowa.edu/l/5b9dde69-93bd-47df-8ff6-973d78dd6b27?m=ef32ce2c-4d64-47db-80ca-59145790e62f&c=d.vpsc&i=202104
https://link.uiowa.edu/l/36930ab0-9eaa-48a9-ad46-b2a8421f73d7?m=268c2f35-4301-4a29-a3f6-38afbd259f24&c=d.vpsc&i=202104
https://link.uiowa.edu/l/c554f38d-99b5-4e35-9507-04d653b9eadb?m=ef32ce2c-4d64-47db-80ca-59145790e62f&c=d.vpsc&i=202104
https://link.uiowa.edu/l/82422658-d39c-4d46-89e3-40ec0cadd1c0?m=d097c858-d52e-4100-82a3-298744fa693c&c=d.vpsc&i=202103
https://link.uiowa.edu/l/48b3805f-088b-4886-a77c-df54d0be1760?m=f6301ca3-0281-459b-9ef9-4dfa2694cc59&c=d.vpsc&i=202103
https://link.uiowa.edu/l/f3adcf94-24fd-4a02-be10-2accfeaf4e5a?m=8db2b67c-c8ee-479f-8796-a51b4ff5343e&c=d.vpsc&i=202103
https://now.uiowa.edu/2021/01/ui-students-named-deans-list-fall-2020-semester
https://now.uiowa.edu/2021/03/ui-announces-2021-22-academic-calendar
https://now.uiowa.edu/2021/03/us-news-world-report-releases-latest-graduate-professional-program-rankings
https://link.uiowa.edu/l/36930ab0-9eaa-48a9-ad46-b2a8421f73d7?m=268c2f35-4301-4a29-a3f6-38afbd259f24&c=d.vpsc&i=202104
https://link.uiowa.edu/l/5b9dde69-93bd-47df-8ff6-973d78dd6b27?m=ef32ce2c-4d64-47db-80ca-59145790e62f&c=d.vpsc&i=202104
https://link.uiowa.edu/l/c554f38d-99b5-4e35-9507-04d653b9eadb?m=ef32ce2c-4d64-47db-80ca-59145790e62f&c=d.vpsc&i=202104


PROVIDING STRATEGIC RESOURCES AND SUPPORT

WEB STRATEGY

In the process of building the university brand and attracting and engaging students faculty and staff, we share the platforms, resources and insights we use to do that with our campus partners to help them advance 
their program’s mission.  A significant recent effort is OSC’s investment with ITS in campus web infrastructure which is enabling more cohesive, on-brand, easier-to-use websites for all the university’s colleges and 
administrative units.

LIVESTREAMED EVENTS VISUAL MEDIA BRAND MANAGEMENT

TOP DOWNLOADS

80 Sites provisioned on the SiteNow platform

6 SiteNow user training sessions

1 Siteimprove training sessions

3 Monthly Web Community meetings

12 Weekly Sprint Demos

Dance Marathon – February 26th-27th

Partner unit Division of Student Life

Watch time (hours) 5,211

25,446 Brand manual site unique pageviews

5,287 Site downloads

327 Brand inquiries

46 Photoshoots

6034 Photoshelter downloads

University Lecture: Lacks Family – February 16th

Partner unit Division of Student Life

Watch time (hours) 474

University Lecture: Michael Steele – February 3rd

Partner unit Division of Student Life

Watch time (hours) 309Graduate 
College

American 
Studies

FEATURED WEBSITE UPDATES

TOP DOWNLOAD

953 PowerPoint templates

HIGHLIGHTS/NEW RESOURCES

Stylized Microsoft Word Template

Began promoting brand resources in faculty/staff 
Iowa Now emails

Updated web guidelines

https://grad.uiowa.edu/
https://americanstudies.uiowa.edu/
https://brand.uiowa.edu/template-library
https://brand.uiowa.edu/applying-brand/web


To reinforce Iowa’s reputation as the writing university, OSC 
collaborated with the Graduate College, Iowa Review and the UI 
Press as presenting sponsor of the Association of Writers and Writing 
Programs (AWP) 2021 conference and bookfair. This year's 
conference had more than 6,000 attendees; hosted well-attended 
readings by Iowa authors and info sessions with Iowa programs; 
and featured a live-streamed keynote by U.S. Poet Laureate and Iowa 
Writer’s Workshop graduate Joy Harjo that was enjoyed live by more 
than 2,500 conference attendees. Promotion garnered 45,000 
impressions in social media via The Writing University Twitter and 
Facebook accounts.

PROVIDING STRATEGIC RESOURCES AND SUPPORT

UPDATED SOCIAL MEDIA RESPONSE CHART

OSC partnerships also include providing general guidance on key communication channels like social media, as well as strategic partnerships with colleges 
and units. 

COLLEGE OF LAW MARKETING STRATEGY AWP CONFERENCE SPONSORSHIP

OSC worked with the College of Law team to take stock of their marketing goals, efforts 
and capabilities, and develop a marketing plan in support of the college's goals. The 
outcome was a strategy and accompanying scope of work led by the college which will 
be executed and measured according to their key objectives.

https://www.awpwriter.org/awp_conference/
https://twitter.com/writinguiowa?lang=en
https://www.facebook.com/writinguniversity/


OSC.UIOWA.EDU/REPORTS
Jeneane Beck
Assistant vice president for external relations
319-384-0005 
jeneane-beck@uiowa.edu

Ben Hill
Senior director for marketing communication
319-384-3400
benjamin-hill-1@uiowa.edu

For additional information, please contact:

http://osc.uiowa.edu/reports
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