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Annual Report



The University of Wyoming develops 
creative, outside thinkers who 
thrive by building grit, integrity, 
independence and optimism because we 
believe education should be 
accessible, valuable, meaningful and 
should prepare students to tackle 
the problems of today and the 
unknown of tomorrow. 
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Out-of-State Marketing



Campaign Focus
High	School	Seniors	

Outreach to Seniors
• ForecastPlus Predictive Model
• Senior Search for 25,000 records

• Predictive Model for Search
• Outreach emails
• Direct Mail
• Digital retargeting

• Paid Interactive Marketing
• Targeted purchased list of senior names (also 

built look alike list)
• Channels: Facebook, Instagram, Display, YouTube,

Snapchat
• Strategy

• Application push for prospective Colorado
students

• Application push for other states
• Top-of-funnel campaign for outdoor

enthusiasts
• Snapchat application awareness
• Parent Campaign
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Outreach to Sophomores/Juniors
• Sophomore/Junior Search for 100,000 records

• Predictive Model for Search
• Outreach emails
• Direct Mail
• Digital retargeting

• Digital Retargeting
• Channels: Facebook, Instagram, & Display
• Strategy

• Custom Audience Display
• Location-Based – Geofencing Event Push

Campaign Focus
High	School	Juniors	
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RNL Demand Builder
• Partnered with Admissions to create an end-to-end out of state marketing campaign
• Used predictive modeling for the first time
• Identified “Hot” leads by focusing efforts on students who are most likely to enroll 
• Focused name-buy and delivery of branded print materials and email
• Plans focused on seniors and juniors/sophomores
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Building Senior Demand



Target Markets

Primary Market 

Wyoming

Secondary Markets

CA, CO, IL, MN, NE, TX, Rapid City

Market Three
ID, KS, MD, MO, OH, OR, PA, VA, WA, WI

Market Four

AZ, FL, GA, IN, MI, MT, NC, NV, NY, OK, TN, UT 
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RNL Demand Builder
Outreach	&	Fulfillment Email
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RNL Demand Builder
Letter Mailer
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RNL Demand Builder
Digital	Campaign	Display Ads
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RNL Demand Builder
Digital	Campaign	Social Ads
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RNL Demand Builder
Digital	Campaign	Landing Pages

5/6/20 14Prepared by: J. Petty, M. Eberle, and K. Sprague



Outreach & Fulfillment Email
RNL Demand Builder



Senior Search Email Analytics
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Senior Responders by Geography
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Building Junior Demand



Junior Executive Summary
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Junior Executive Summary
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Junior Response By Market

Secondary Markets

CA, CO, IL, MN, NE, TX, Rapid City

Market Three

ID, KS, MD, MO, OH, OR, PA, VA, WA, WI

Market Four

AZ, FL, GA, IN, MI, MT, NC, NV, NY, OK, TN, UT 

5/6/20 23Prepared by: J. Petty, M. Eberle, and K. Sprague



Junior Email Performance Summary
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In-State Marketing



In-State Strategy

• Included traditional, digital, public relations and experiential marketing 
• Ads were focused on funnel stage 
• Influencer marketing – Brand Ambassadors and Content Interns
• Direct Mail 
• Wyoming Day
• Public Relations Events
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In-State Ad Creative
• Digital Ads delivered via: 

• Google Search
• Facebook
• Instagram
• Snapchat 
• YouTube
• Display Ads
• Over 5 million statewide ad impressions 



The World Needs More Cowboys - And So Does Wyoming
• Public alumni and high school visit events in 11 counties and 

the Wind River reservation – monthly events started in 
September. Have attracted 60-150 people and strong media 
coverage in each community.

• In each community, Acting President Theobald, faculty 
members and current UW students have held assemblies at 
local high schools – will hit 17 by the end of the school year.

• One alumnus is featured at each community event and in 
statewide print and video advertising. Videos produced by UW 
videographers, print ads by UW designers and photographers.

• Wyoming Newspaper Advertising Campaign -- $125,000

• Community events and video production travel costs -- $50,000



Destination Cowboy

• First-Ever Partnership with Education 
Abroad & FYS

• In-State campaign to drive excitement 
about the University of Wyoming with 
high school underclassmen & increase 
awareness of power of studying abroad

• 17,000 visitors to Destination Cowboy site
• Prize package awarded to one team 

of 2 students + one high school 
administrator
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Wyoming Day

• Inaugural Event for Wyoming 
High School Students
• Opening Welcome by Coach 

Bohl
• Guest Speaker from Dave 

Ramsey organization 
• Interactive resource fair 



Direct Mail
• Over 316,000 pieces of direct 

mail sent to prospective 
students
• Combination of transactional, 

aspirational brand, and 
informational content

31



Direct Mail/Print Examples
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Direct Mail/Print Examples
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Institutional Support
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Creative Services Workload

• 70 videos shot and produced

• Magazines: UWYO, Foresight (CEAS), FOCUS (COB) 
and College of Education

• Marketing/Communication Specialists 
from five colleges coordinate with us to 
create 100s of pieces: Flyers, event materials, 
brochures, booklet, ads, displays, Strategic Plans, Dean’s 
Report, recruitment pieces, newsletters, rack cards, logos, 
swag

• Design for other campus units: 
President’s Office; Global Engagement; Outreach and 
Engagement; Diversity, Equity, and Inclusion; Research 
& Economic Development; UW Libraries; American 
Heritage Center; Haub School; Institutional Analysis; 
Admissions; UW-Casper; Alumni; Advising; Transfer; IT; 
Dean of Students

• 100s of images taken for headshots 
or placed on UW Photo Database; 
50 Athletic events photographed

PRINT  •  PHOTO  •  VIDEO  •  WEB  •  SOCIAL MEDIA
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Additional Marketing for…

• Light Pole Banners: 
39 on UW campus; 30 on Snowy Range Bridge
• Wrap design on second UW Transit bus
• State rodeo event sponsorships
• The World Needs More Cowboys – And So Does Wyoming
• Digital Billboards:

Rock Springs, Cheyenne, Casper and Gillette
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For more information about 
this and other events visit, 

uwyo.edu/cowboys

Thursday, Mar. 19, 5:00-7:00 p.m.
Washakie Museum 

Come hear from University of Wyoming Acting President Neil Theobald, 
current UW students and alumni about educational and other 
opportunities at our state’s university – including the Cowboy 

Commitment, UW’s new financial aid program for Wyoming students.

•  Learn about what it means to be a UW 
Cowboy from alumni in your community, 
and connect with current UW students 

from Washakie County.

•  Find out about UW’s exciting 
opportunities in STEM and how UW 
is working to boost Washakie 
County’s economy.

•  Hear from UW’s Dept. of 
Athletics about the new season for 
UW’s Division 1 sports teams.
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Focus on Social

• In January of 2020, a new Assoc. Director of Digital and Content 
Strategy was hired
• Role serves to create and direct strategy for social media and digital 

marketing 
• Social is our largest communications medium 
• New content apprenticeship program started to employ students and 

capture student storytelling/influencer marketing
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Looking Forward
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Social Media

• Social media is the largest 
communications platform we have & 
has the least amount of resources 
• Social listening and predictive 

analytics 
• Executive presence and strategic 

communications
• Video strategy

61



Brand Experience

• Campus Events
• Campus Tour Experience
• Road Show
• Virtual Tour
• “Customer” Service Experience

• Value Propositions 
• Backing up the brand attributes

• Orientation 
• Commencement
• Partnership with Student Affairs
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Connected Campus 

• Moving to Salesforce Marketing 
Cloud
• First-ever communications 

roadmap built 
• Ability to use same system to 

communicate with prospective 
and current students
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Example of Communications Workflow



Key Department Needs
• Website Governance 
• Content and Storytelling
• Professional Development (Highest Priority: Video Producers)
• Department Expansion in Key Areas 

• Website Staff (Technical, Design and SEO-focused roles)
• Audience Segmented Marketing Specialists – Prospective 

Freshmen, Distance/Transfer/UW-C, Current Students and Parents 
• Design Support 
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Awards & Accolades

Addy Awards
Best in Show 2019
Multiple Gold and 

Silver awards in 
2019 and 2020

HubSpot Case 
Study

Campus Sonar 
Citation

Educational 
Advertising 

Awards
Multiple Gold, Silver 
and Merit awards in 

2019 and 2020
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