1. Describe the past year’s accomplishments and the current status of this Action Project.
Western made significant progress on the objectives outlined for Year Three.  Western placed extensive advertising in the five-county service area in a variety of mediums, including, radio, television, and high school and community college newspapers. Western also worked with other areas, especially academic programs and residential life, in incorporating the key messages of quality in all publications. The Public Relations and Marketing Office (PRMO) created brochures, websites, and other tools for all academic departments to assist in recruiting. A new Community Impact Report was created to communicate Western’s efforts in community partnership and service.

This year the PRMO completed quantitative research with the following groups: prospective students, current students, employees, and business members. Using a very similar survey tool, the university was able to measure the change in perceptions and recognition of Western’s brand identity. The results showed that all audiences increased in the level of agreement with the statement “the school is well respected.” Prospective students in particular increased agreement from 74% to 81% that the academic programs are of high quality. Current students mirrored this increase as well. A high percentage of each population was able to determine the brand slogan out of a list of six: business members, 64%; visiting students, 78%; employees, 80%; and current students, 87%. In addition admission numbers from inquiry to application have increased this year. This campaign has assisted Admissions recruitment efforts to produce those results.

Between the advertising activities and measurement, the office met the goals outlined in Year Three. While significant progress has been made the survey results also indicated areas of growth, especially in employee and business member audiences.

2. Describe how the institution involved people in work on this Action Project.

This project has continued to gain momentum through collaboration and communication. Through the work of the strategic planning committee, updates were made on the progress of the project. In addition the involvement of faculty with the academic brochures, websites and alumni posters increased the dialogue about communicating quality on campus. The office also collaborated with more than 200 alumni during the project and at least 50 student leaders. 

However, discussions on campus and the research have indicated the wider employee communication on quality is warranted. 
3. Describe your next steps for this Action Project.
After presenting the results of the first three years of the Communicating Quality initiative, the strategic planning implementation funding was added to the office’s permanent budget. The PRMO will continue to work with campus to publicize quality initiatives to internal and external audiences. Over the next year, the office plans to conduct focus groups and create a plan to improve communication on campus, especially in regard to quality initiatives. In addition, the office will be expanding its advertising to include a business member/community component in addition to the teen campaign. A committee will continue to oversee the communication plan, revising the plan and implementing it each year.
4. Describe any effective practices that resulted on your work.
In this action project, many of our processes are still being refined. The project may reveal benchmarks and processes used that can be shared with the broader higher education community. The communication process used at the beginning of this process (see report 1) involved a multi-layered communication strategy that involved a lot of face-to-face communication. This process has been used in part in other settings as an effective way to communicate important messages. In addition the research strategy has been effective. Using internal resources, Western was able to research with the use of faculty and students in business, providing an applied learning opportunity and reducing the cost of the research for the project.
5. What challenges, if any, are you still facing in regards to this Action Project?

One challenge will be to communicate these messages effectively to employees and business members. The survey results showed employees and business members’ perceptions dropped in several key areas.  Another challenge with any communication project will be to keep stakeholders on message for the long term. Perceptions of quality change slowly and require repeated messages in multiple venues.
