
Strategic Communications and Academic Engagement 

		  (How and when academic areas should engage with Strategic Communications) 
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	 Dr. Sandra Bibb, dean & professor  |  College of Health Professions
	 Topic:	 Co-developed a model of sustainable branding / promoting CHP
 
	 Dr. Khawaja Saeed, associate dean & professor  |  W. Frank Barton School of Business
	 Topic:	 Growing MBA enrollment through collaboration
 
	 Dr. Rodney Miller, dean & professor  |  College of Fine Arts
	 Topic:	 Naming Shocker Studios (working title)  

	 Dr. Mark Porcaro, executive director  |  Online Learning
	 Topics:	 Nexus of instruction, program development and marketing 
		  Importance of collaboration between marketing and academics 
		  Data driven decisions and knowledge sharing
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Overview
The College of Health Professions enjoys 
certain marketing advantages among the 
other academic units at Wichita State 
University. Generally, demand for trained 
health care professionals generates 
recruits for many of its programs of 
study. While the college’s departments 
and programs are recognized in the 
professions they serve, the college itself 
lacks a cohesive identity that competes 
well with other health care-oriented 
schools. This adversely affects funding 
and prioritization opportunities for the 
college. Leaders in the college recognize 
that a stronger identity for the College 
of Health Professions would benefit all 
departments in the short and long term.

Methodology
College leadership and strategists from 
Strategic Communications worked 
collaboratively over six months to 
develop this plan. Their work included 
careful assessment of current marketing 
practices, considering critical audiences 
for college programs. Conducting a SWOT 
analysis of the college and identifying 
primary objectives. This plan is a result of 
that work.

Market position
Located in the state’s health care capital, 
WSU’s College of Health Professions is the 
leading provider of health care education 
in Kansas. With a wide array of program 
options and a network of providers, the 
college is a primary supplier of a ready 
workforce in a variety of health care 
disciplines and the only comprehensive 
college of health professions in the state.

Primary audiences
This plan is designed to establish the 
CHP’s market position among several 
critical audiences, according to the 
following priority:
1. Kansas health care industry
2. CHP alumni and donors
3. Wichita State University leadership
4. Prospective CHP students
5. Current CHP students

Objectives
This plan is designed to meet the 
following key objectives:
•	Establish CHP as the leading provider of 	
	 health care education in Kansas among 	
	 primary audiences.
•	Expand recognition among key 		
	 audiences of the breadth of programs 	
	 offered by CHP.
•	Help grow clinical placement 		
	 opportunities and partnerships.
•	Foster higher Wichita State University 	
	 priority of CHP programs.
•	Better differentiate CHP from KU Med 	
	 Center.
•	Help attract high quality students.

Message focus
The college needs to closely associate 
its message with Wichita State’s 
emerging brand position of innovation 
and applied learning. Because economic 
development and job growth are at the 
center of current community, regional and 
state priorities, and because students 
identify “outcomes” as one of their 
primary reasons for selecting a college or 
university, zeroing in on job opportunities 
and workforce supply is critical to CHP’s 
message.

For the health care industry in particular, 
the message focus should be around how 
CHP works to meet workforce needs in the 
growing and ever changing world of health 
care services. For prospective students, 
the message focus should be around how 
CHP helps students find opportunities 
and develops them to successfully enter 
the health care industry.

Tactical plan
1. Begin to develop compelling stories 
about CHP – its innovative work in health 
care education, its faculty and its alumni 
successes.
2. Position the dean and other top 
administrators as thought leaders around 
health care issues in our community and 
state.
3. Target industry-specific publications, 
journals and websites with cutting-edge 

CHP stories of innovation in research and/
or teaching. Utilize Newswise for general 
distribution to health care industry 
publications.
4. Develop a committed and maintained 
social media strategy to promote 
active content about CHP, its faculty, 
students and research (college level, 
not departmental). Target alumni and 
Wichita-area health care personnel.
5. Develop a regular college magazine 
for alumni and the Kansas health care 
industry. Publish and distribute twice per 
year.
6. Build partnerships with key area health 
care organizations and seek to generate 
shared initiatives to improve community/
state-wide health care and health 
services.
7. Sponsor a Wichita Business Journal 
event and brand it closely to CHP.

This plan can only be accomplished with 
staff time dedicated to marketing and 
content development. We recommend 
starting with a half-time marketing 
associate, hired and supervised 
within Strategic Communications and 
embedded in CHP, ramped up to ¾-time 
by year two and full-time by year three. 
This associate’s only focus is on CHP and 
implementing and measuring results 
from this plan, but will have direct access 
to systems and colleagues in Strategic 
Communications.

Time frame
Because brand development takes time 
to create results, we recommend this 
plan be implemented and funded over 
an initial three-year period, with careful 
assessment following three years of 
implementation. A decision can then be 
made about how to proceed with CHP 
brand development work in subsequent 
years.

College of Health Professions (CHP) - Brand Marketing Plan (Overview)
(Developed collaboratively with Strategic Communications and the CHP Leadership through a series of 
meetings beginning in December of 2014 with this plan being produced in May 2015)

Dr. Sandra Bibb, dean & professor  |  College of Health Professions
	 Topic:	 Co-developed a model of sustainable branding / promoting CHP.
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Dr. Khawaja Saeed, associate dean & professor  |  W. Frank Barton School of Business
	 Topic:	 Growing MBA enrollment through collaboration



5

Dr. Rodney Miller, dean & professor  |  College of Fine Arts
	 Topic:	 Naming Shocker Studios (working title)  

1 1.11.17 kickoff meeting included teams from Strategic Communications, Fine Arts and the Elliott School 
of Communication. Names discussed at meeting included:

ARTSLAB
ARTSPACE
CREATIVE TECH STUDIOS
COLLABORATION STATION
CREATIVITY CAVE 
CREATIVE LEAGUE
COLORSOUND STUDIO
CREATESTREET
IMAGINATION STUDIO

WUSHOCK STUDIOS
SHOCKER STUDIOS
HOTHOUSE STUDIOS
VIRTUOSITY STUDIO
SIGHTSOUND STUDIOS @ WSU
SIGHTSOUND STUDIOS
SIGHT-AND-SOUND STUDIOS (S3)
SHOCKER SIGHT-AND-SOUND 
STATION (S4)

SHOCKWAVE STUDIO
MEDIA ARTSPACE
MEDIA ARTSLAB
MEDIA FORGE @ WSU
MEDIA ARTS STUDIO SPACE    
    (MASS)
MEDIA ARTS @ SHOCKER 
    STUDIOS (MASS)
SPARK STUDIOS

STUDIO SHOCKER
INSPIRATION STATION
SPECTRUM STUDIOS
YB STUDIOS
IMPACT: Institute (Institution) 
for (of) Music, Performance, & 
Arts Creative Technologies

COLLABORATION STATION
CREATESTREET
IMAGINATIONSTATION
THE CREATIVE LEAGUE

WSU CREATIVE LEAGUE
WSU MEDIA ARTS 
CRADLE
WSU STUDIOS

WSU ARTSLAB
WSU ARTSPACE
WSU MEDIA ARTSPACE
WSU HILLSIDE ARTS LAB

WSU HILLSIDE STUDIO

21.11-18.17 submit name ideas after kickoff meeting group agreed to allow time for further brainstorming:

2.3.17 meeting to determine names elevating to WSU legal and Athletics:

3 1.19.17 filter names through State of Kansas website to check for availability:
	 http://www.kssos.org/business/business_entity.html

4 ARTSLAB
MEDIA ARTSLAB
ARTSPACE		
MEDIA ARTSPACE
COLORSOUND STUDIO	

MEDIA ARTS STUDIO
CREATIVITY CAVE		
MEDIA ARTS STUDIO SPACE    
   (MASS)
CREATIVE LEAGUE		

MEDIA FORGE
CREATESTREET		
SIGHTSOUND STUDIOS
COLLABORATION STATION	
SPARK STUDIOS

IMAGINATION STUDIO	
VIRTUOSITY STUDIO
IMAGINATIONSTATION	
WUSHOCK STUDIOS

1.23-2.3.17 survey sent to Elliott school and Fine Arts classes:

5

SHOCK 
STUDIOS 

MEDIA ARTS 
STUDIOS 

SPACE

SHOCKER
STUDIOS 

WUSHOCK
STUDIOS 

6 2.20.17 social media survey:

1. SHOCKER STUDIOS 	 2. WUSHOCK STUDIOS 	 3. MEDIA ARTS STUDIOS 	 4. SPARK STUDIOS 	 5. SIGHTSOUND STUDIOS

additional comments from survey: 
• WuShock is a mascot and owned by Shocker Athletics
• SMArTS campus
• Shocker Media Arts & Technology Studios
• Shockin Studios!
• Shocker Creation Station
• Shocker Shake Studio
• WU-Space creative lab
• Archetype Engine
•	I would select something more original. These seem 
predictable and almost lazy. I love how groundhouse 
was named something other than “Shocker Coffee”
• Better to lean away from another Shocker-based 
name? Media Studio at WSU? Call this the IDEAS lab 
instead of at Henrion?
• None of the above. How about “The Fields?” Fields are 
fertile ground that produce a rich harvest, something 
nourishing, like the wheat the Shockers are named for.
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Dr. Mark Porcaro, executive director  |  Online Learning
	 Topics:	 Nexus of instruction, program development and marketing 
		  Importance of collaboration between marketing and academics 
		  Data driven decisions and knowledge sharing  

To find out how Wichita State Online 
can help make your graduation—and 

career—dreams come true, visit 

CongratulationsCongratulationsCongratulations
to the Wichita State Online 
RN-to-BSN Class of 2015. 

Hard working. Dedicated. A will to succeed.
You’ve shown you have what it takes to achieve your academic dreams——
and we couldn’t be prouder. From everyone at Wichita State Online,
 we wish you a happy graduation and all the best for what’s to come. wichita.edu/online
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Creative Brief

What is the INSIGHT?

What is the BUSINESS CHALLENGE? 
What problem are we solving?

What is our Assignment?

Who is the TARGET CONSUMER?
What do we know about them that can help us?

What do we want the consumer to DO?
What do we know about them that can help us?

How do consumers FEEL about us today? How do we want them to FEEL?
How can we give them permission to believe?

What re the BRAND GUIDELINES?
How do we speak about the brand?

What is the DIGITAL LANDSCAPE for our creative solution?

What are the KEY DATES or MILESTONES for this project?
When is the final creative due? Are their smaller milestones along the way? When is the launch date?

Any OTHER NOTES that would inform this creative process?
Please share another insights, requirements, or caveats.
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Strategic Communications

Shoemaker, MERCEDES
Office Manager
978-3045
mercedes.shoemaker@ 
   wichita.edu

Stoskopf, JAMIE
Content Developer
978-7409
jamie.stoskopf@wichita.edu

STUDENTS:

Holtman, KYLEE
Student Assistant
978-6225
sc.events@wichita.edu

Johnson, ALYSSA
Student Designer
978-3868
sc.design4@wichita.edu
 
Mullins, EMILY
Student Writer
978-6224
sc.news@wichita.edu

Rausch, EMILY
Student Designer
978-6341
sc.design3@wichita.edu

Heldman, LOU
Vice President for
Strategic Communications
978-7114
lou.heldman@wichita.edu

Hendricks, JEN
Content Developer
978-6667
jen.hendricks@wichita.edu
 
Hurt, ANDY
Copywriter
978-7292
andrew.hurt@wichita.edu
 
Hytche, CARMEN
Director of Special Events
& Community Relations
978-3142
carmen.hytche@wichita.edu
 
Kleinsasser, JOE
Director of News & Media  
   Relations
978-3013
joe.kleinsasser@wichita.edu
 
Pickens, BARBARA
Accounting Specialist
978-7290
barbara.pickens@wichita.edu
 
Mazzullo, LAINIE
Content Developer
978-3409
lainie.mazzullo@wichita.edu
 
Schafer, AMY
Director of Advertising
978-3335
amy.schafer@wichita.edu

Coleman-Martins, SHELLY
Associate VP of Strategic 
Communications and Chief 
Marketing Officer
978-3051
shelly.coleman-martins@wichita.edu
 
Denneler, SANDRA
Creative Director
978-7281
sandra.denneler@wichita.edu
 
Easum, AMY
Director of Strategic Projects
978-7285
amy.easum@wichita.edu
 
Fonkert, JOEY
Graphic Designer
978-7286
johanna.fonker t@wichita.edu
 
Hahn Regan, KRISTI
Web and New Media Designer
978-7287
kristi.hahn@wichita.edu
 
Hall, QUINN
Content Developer
978-3820
quinn.hall@wichita.edu
 
Hart, TIM
Director of Web and New Media
978-6192
tim.hart@wichita.edu


