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Summary
(Share what this plan covers and what it is about in this section)
 
[bookmark: _8o0xptumcils]Goals
(List communications goals and/or objectives, such as media coverage, attendance, building awareness)
 
[bookmark: _dg9fba1nok3b]Audiences
(Identify primary and secondary audiences; consider the following and remove any that don’t apply)
Funding agencies and higher ed policy makers
· K-12 students
· Families
· Agriculturalists
· Educators
· Donors
· Alumni
· Prospective students and their families
· Current CSU students
· Faculty
· Industry partners
· Elected officials
· Board of Governors
· Community members
· Media
· Staff
 
[bookmark: _g5xbobt5lr56]Key messages
(Focus on 3 main messages)
 
[bookmark: _femtu51gtsxq]Communications strategy
(Paragraph summary of the overarching communications strategy. How will you achieve the goals? Paid (advertising/social); Earned (external media); Owned (SOURCE, newsletters, websites, social channels, etc.) 
[bookmark: _rwhsrshm9n2s]
[bookmark: _l2ogrdys0xeg]Tactics
(Consider the following, remove any that don’t apply)
· News release
· Media advisory
· Media availability for experts
· SOURCE
· Op-Ed
· Fact sheet/topic briefing
· Talking points
· Q&A/FAQs
· Notifications, such as BOG, campus leadership, deans, Faculty Council, donors, strategic engagement and public policy, advancement staff
· Video: B-roll package; produced piece; short clips for social media channels; livestream
· Photos (media, social media, website)
· Branded collateral materials
· Digital engagement: photos; video; Facebook Live; Snapchat; Instagram (including takeovers); Twitter (including live tweeting), social media listening
· Paid advertising
· Web presence
 
[bookmark: _euw08yfpnkl0]Timeline  
(Use specific days/dates with times broken out for specific communications tasks)
	Collateral or event
	Distribution mode
	Responsible individual
	Deadline or delivery
	Notes

	List the tactic and audience
	Email, web, call, meeting, 
	List the responsible party
	Date for implementation or deadline
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	



[bookmark: _lz78hs3si6d6]Metrics
(Share possible metrics to gauge impact)
 
[bookmark: _hthv7l8v7rhn]Key deliverables
(List key or additional communications assets: press release, emails, talking points. If it is too long, hyperlink to actual documents)
 
[bookmark: _Key_contacts]Key contacts
(Share contact information for the key people engaged in this project, and their role(s) in the effort)
	Name
	Email
	Phone
	Role/connection

	
	
	
	

	
	
	
	




CSU Spur specific offerings and how to connect to them:

TO PROMOTE AN EVENT/PROGRAM
· List your event on the CSU Spur website (email Jenny.Frank@colostate.edu)
· Provide a good-quality photo and some content for consideration on social media (email Kevin.Samuelson@colostate.edu) 
· Use Canva to create an on-brand event flyer (email Jen.Smith@colostate.edu)	Comment by Smith,Jen: Should we include something about the mandatory training first before they can use Canva? Realistically, I probably won't be able to set up a training until October.
· Distribute flyers via email to key partners and ask them to share the message with others. 
· Post flyers on bulletin boards in the local community, including:
· Swansea Recreation Center
· Johnson Recreation Center
· 5090 Broadway Recreation Center 
· Focus Points Family Resource Center
· Valdez Perry Library
· Viña Apartments
· Ask for your event to be placed in the CSU Spur newsletter (email Jenny.Frank@colostate.edu) 
· Ask for your event to be promoted in the bimonthly local community email update (email Sarah.Miley@colostate.edu) 
· Create a digital sign in Canva and ask for it to be played at CSU Spur; email Tami.McDonald@colostate.edu to post your sign on the Spur digital screens. 
· The CSU campus also has locations for digital signs to play if it’s appropriate to your audience. 
· Consider your CSU campus resources and discuss options with your college communications team. 
· Post to your social media accounts; consider boosting posts for a small fee.
· Create an event on Facebook where you can invite people or consider making event specific posts; don’t forget to tag @CSUSpur in your social media posts.
· Consider mailing a postcard to the local community, or your target audience. Please connect with Sarah.Miley@colostate.edu before sending to local community members. 
· Consider sharing your event with the local newspaper, the GES Gazette,  https://gesgazette.com/	Comment by Miley,Sarah: Not sure if you want oversight on this Tiana, but I just remembered it's a good option for us!
· Create a Facebook event on your program profile, if you have one. 	Comment by Smith,Jen: People could also create a Facebook Event on their main page (if they have one)
· Create an Eventbrite registration page (email jenny.frank@colostate.edu) with the following:
· Date, time, location
· Event description and contact information (default is CSU Spur inbox)
· Header graphic, size 2160x1080
· Can request to use the Spur logo if there is no preferred graphic
· Cap on attendees, if any
· Additional information to be collected from attendees (name and email are collected by default)
· Registration close date (default is event start time)
· Cost, if any

TO GET COVERAGE FOR YOUR EVENT/PROGRAM
· Please submit requests for coverage by clicking on the “Submit a Spur story suggestion” on the Staff Resources page: https://csuspur.org/staff-resources/
· If the CSU Spur team is available to stop by to cover on social media, they will do so. The team will assess if other resources (photo, video, written content, media outreach) are able to be allocated based on availability and newsworthiness.
· Ensure that your CSU college communications team is aware of your event/program; please ask them to make sure your CSU MarComm writer is aware, as well. 
· Please note, media coverage is never guaranteed, and events are particularly difficult to secure coverage for. Please work with your college/MarComm and/or the CSU System communications team to determine if there is a newsworthy angle.
· If yes, you might consider doing a media advisory or press release and working with your communications team to have them pitch media on your behalf. 
· You’ll also want to ensure you’ve received media training if you’re expecting to speak on camera or be interviewed. 
· If your work doesn’t have a current news hook, you can still consider other ways to showcase the event. 

WAYS TO COVER YOUR OWN EVENT/PROGRAM
· Whether or not you have outside assistance with coverage, you can take photos and post on your professional and personal social media; tag @CSUSpur and we’ll do our best to engage with you. 
· If a photographer from CSU isn’t available, you can hire an outside photographer. 
· Ask participants at your event/program to post about it on their own social media, this is a great way to gain awareness for your work. 
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