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FY 2009 Work Plan Initiative Proposal
Executive Project Summary (not to exceed 1 page)
Project Name:  Recruitment and Image Advertising Initiative, Phase IV

Contact Person(s):  Doug Hamilton, executive director of public relations
Department(s)/Division(s):   University Advancement
Strategic Direction(s):   The system’s Strategic Directions 1 and 2 are intended to increase access and opportunity and to promote high-quality learning programs and services.  University Advancement’s work plan supports these directions in MSUM’s Strategic Plan Direction I, priority 3, and in Direction 2, priorities 7 and 8.  The system’s Strategic Direction 3 aims to provide programs and services integral to state and regional economic needs.  University advancement’s work plan and initiative supports this system direction by promoting MSUM’s high quality learning and cultural environment.  MnSCU Strategic Direction 4, “innovate to meet current and future educational needs efficiently,” is supported by University Advancement’s alignment with MSUM’s Strategic Plan Directions 4 and 5—the recruitment effort aims to increase student diversity and establish an identify and promote an image that is distinct, understood, and supported by internal and external communities.
Summary of Project Description In the previous planning cycle, advancement was granted a second work plan initiative to increase base funding for advertising by $150,000 to create an annual base allocation of $277,400.  The total, along with carry-forward funds, made it possible to continue a multi-year initiative to improve recruitment and promote the University’s image. The plan was developed by Advertising Marketing.

Initiatives for recruitment, image and diversity underscore the need for MSU Moorhead to continue to raise its profile.  Advertising effectiveness will be measured by the number of recruitment responses from prospective students and by an increase in awareness of the University.

This initiative proposes to increase the University general fund allocation for FY2009 (year three of the plan) by $85,600.  Initiative funding added to the base, along with Access & Opportunity budget funding and carry-forward will allow recruitment and image advertising budget of $475,000.  The funds would allow the continuation of the plan, which has a recommended budget of $475,000 by FY 2009.
Summary of Research and References The Advertising Marketing plan rolled-out Dec. 4, 2006.  It included a recruitment-specific Web site, changes to the visual identity system, targeted DVDs, and advertising purchases that were coordinated with the Admissions communications plan.  At the time of this submission, Admissions reported an increase in applications from 2007.
Summary of Project Budget:
      Dollar Amount

         Funding Source

Total Project Cost:
$475,000

Matching Amount:
$277,400
base budget



  $50,000
carry-forward



  $62,000
Access & Opportunity

Net Funding Request:   
  $85,600
work plan initiative funds

Estimate of ongoing expenditures: 
$475,000
Funding Request:       ___ One-time     X  Base budget    ___ Seed money      X  Internal reallocation
