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Marketing & Communications Guidelines
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The following guidelines are designed to help everyone involved across the Union consider relevant details when considering communicating Union campaigns, events and student focused activity to the membership.
As a member-led representative organisation, communication is at the very core of all we do. From letting people know about the latest Zone meeting and what policies have been passed, to delivery of the Union’s Strategic Plan, we engage in communication all day, every day to deliver on our stated purpose to ‘Make Students’ Lives Better.’
The real key though is two-way communication. If we wish to present the Union as one which is a representative body, it’s crucial that our communication provides open channels for our members to give their feedback, their views and opinions on every aspect of the Union’s operations.
Outlined below are some key aspects to consider in planning your communication. These are guidelines provided for every member of the Union team (front line staff, Co-Ordinators, commercial staff and so on). We can only be successful if we apply a co-ordinated, planned approach to our communication with clear goals.
Our aim is to engender engagement amongst the membership so our articulated messages are received, consumed and acted upon. Through this, we want to see a growth across membership of clubs, teams, participation in campaigns, candidates in elections and footfall in our commercial outlets.
What do we have in place to support our communications?
We have a number of guidelines to assist us – these include:

· Social Media Guidelines
· Branding Guidelines
· Social Media Weekly Planning

Through effective planning for communications, we can deliver on our stated objectives and:
· Be pro-active for the benefit of our members
· Establish the ability to exploit opportunities and deal better with reactive work
· Help deliver the Strategic Plan
· Deliver on yearly Officer priorities (key messages)
· Review activity and establish our Impact/demonstrate our role
If we have meetings and pass policy that relates to and affects students, tell them! Counter the accusations that the Union is cliquey. We are uniquely positioned, as no other organisation provides the representative structure we do for our members. Through our communication efforts we want to inform, inspire and engage. If we are seeking a call to action, we must provide resonance and relevance.


Current views on communication
In December 2013, the Union undertook a major survey aimed at data gathering to shape the Union’s new Strategic Plan. Within this, the following was noted in relation to communications:
60% of students feel that they are kept well informed about services, events and opportunities, but only 38% feel that the advertising and communications from the Union are relevant to them. (Alterline Survey Jan 2014) 
We were also able to establish how students currently get their information on Union services and events.
74% of student would prefer to receive emails when hearing about Union services, whilst 51% would like to receive information through Facebook. (Alterline Survey Jan 2014) 
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Where to start?
Be basic in thinking about communication. Drawing a fully detailed communication plan for each and every activity would be time consuming and leave less time for real engagement. That said, communication is a key enabler as identified in the Strategic Plan, and will allow everyone to achieve their desired goals. In all communication, consider the following:

· Purpose/Message – Strategy begins with understanding what you hope to achieve – this can be at the highest level of the Union’s Strategic Plan down to the desired outcome of a single tweet. Why did you do it and what do you want to bring about because of it. Whether selling tickets, engaging social change or letting people know what you’re up to, ensure it’s clear, deliberate and accessible.
· Budget Implications
· Audience – segmentation is an increasingly important part – if we consider our more difficult to engage groups, this can provide in-roads to these markets. Targeting needs to become and increasing part of our communications work and build upon the networks that we currently use.
· Channel – we offer a number of opportunities and the list is endless, speak to colleagues in marketing about what would work best for your aims. Attached is a brief guide of main opportunities to consider when thinking about your channels.
· Engage – open out your communication to pursue a pull (engage) rather than push (one way non-engaging) approach.
· Who can I get to help me? – communicate with staff and bring others into your work, let them know what you’re going to be doing, take offers of help/collaboration. Is it something you can bring the Media Societies into? Also within a team environment, it’s about thinking about who can help with communication – key areas of work should be collaborative and never felt to feel like it’s being dumped on someone. Bring colleagues along on the journey. 
· Review and feedback – if you’ve asked for students to engage (sign a petition, provide information) it is important to feedback on your outcome even if it’s not favourable. We’ve instigated review documents for Officers to complete following each activity – as well as providing a great reference tool for work, it will allow for honest assessment of what worked well and how any good activity can be taken forward for future communications.

With this in mind, it is important not to think of communication and our available channels as simply a tick box exercise. Sadly the ‘put it on Facebook’ approach is not the most useful way to try and engage interest and two-way communication for many of our messages. 

We endeavour though our regular meetings, stand-ups with staff and Co-Ordinator/Sabb liaison to plan and deliver communication, whether through face-to-face in the office or via planned campaign activity. Our annual diary planning to establish events, activities and plans for the years ensures there is balance and focus and that we can all support colleagues where necessary. This proactive not only assists with time for planning, it sets us up better as an organisation to deal with reactive opportunities which we can take forward for our membership.
We must strive to live our communication objectives, not consign to a document. 


Branding, branding, branding
We do a lot in the Union. This is good for us and good for our members. From a marketing and communication perspective though this brings challenges. From balancing a number of activities taking place at once, to articulating a message, it’s vital that we can brand all Union activity so that students are aware it is exactly that. If we’re honest, if we ask most students, ‘What is the Union’, a large number will say the bar (not that this is wrong) but our role is to ensure that they also know about all the other good work we do, with them in mind. From Course reps to clubs & socs, Union Shop to Green & Blue Space, we need to tie work together. We can do this in the following ways:
· Engage with and follow the Union’s Branding Guidelines
· The easiest way to do this, is to use the Union logos
· Ensure all public facing literature (downloadable forms, publications) feature the correct logos
· Involve others in your work – whether University, fellow Officers/staff, ensure people know what is going on and how they can help/collaborate with you
· Work together on hashtags
Be critical in any action and asking what does it add to our organisational goals and complement our brand? Promoting for others where it doesn’t add to your overall objectives (I’m looking at you TV companies) should be avoided. For unsolicited requests for information, please direct to the Marketing team. People are entirely correct to want to market and communicate with over 12,000 students, which is why we offer our Media Pack, so we can co-ordinate and include paid marketing opportunities to complement our work. 
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Website
Following on from considerations for branding, it’s timely to showcase the role of the Union website. In recent years we have invested in the development and design of our website backed up by our relationship with Membership Solutions Limited (MSL). We now possess the ability to drive significantly more traffic to our site by hosting the platform to sell our club memberships and Freshers passes here. In turn, our viewing analysis shows the areas of engagement and information that our members are looking for. It also provides a ready-made communication channel in a number of ways.

Blogs – an area for growth to showcase work and develop video content
Email – from our monthly all student facility (which allows for analysis and design) to breaking down messaging by club, society and a host of demographic material made possible by our membership work with MSL.

It’s also timely to mention the weekly student bulletin with the University offers as we make use of, as email remains (as the Big Plan research shows) a major way in which students want us to communicate with them.

Beyond that, the website and traffic is only as good as the content we provide for it. We are all content creators either directly through additions to the site or by our actions. I’ve always liked this example from the social media team at Barcelona FC which resonates for our own democratic organisation.
"It is not about how many fans we have, it is what to do with them. We are looking for value from fans. But it all starts with the sports performance, what happens on the field.
The 11 guys are our brand marketers, they drive the attention to our club. When we do something special, win a title, win a special game, that opens a window of opportunity."
Pasi Lankinen, FC Barcelona Business Intelligence Manager[footnoteRef:1] [1:  http://www.bbc.co.uk/news/business-18065300] 


The website allows us to pull together the varied content we do, re-inforce our overall brand and promote both our ‘You Said, We Did’ work (which has communication and engagement as its core) and our ‘What we Do’ series of promotions. Added together we provide further opportunities to present a consistent outline of what the Union is and does. 
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Social Media
Taking into account the engagement opportunities provided by our website, we must also acknowledge the great role that social media can play, particularly day to day in our communication work. It’s equally important to not see it as the be all and end all. It’s an important tool in our overall portfolio and to use only social media risks dis-engaging a large number of our membership who wish to engage with us in other ways.

In looking at our growing number of platforms (Facebook, Twitter, Instagram, Snapchat) and corresponding growth in likes, these platforms give us great insight into what our membership want to find out about from us. It’s also the classic format to re-inforce the importance of pull rather than push for engagement. Recent examples outlined below show the engagement when we involve people (through photos) and engage on issues with direct relevance to our members. In addition to our central accounts run by the Marketing Team, Officers have their own accounts for Facebook and Twitter so it’s important everyone is familiar with our separate social media guidelines.
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Responsive and innovative
Moving forward, we must recognise that communications and particularly the channels used will vary as students in particular adopt new technologies and it’s important we adapt and move with them. Two recent examples are the development of our Snapchat account and it’s uptake and plans to further our engagement with MSL to provide a member focused App. If we plan right, we can be able to adapt and take advantage of situations and tie in with what’s hot, not something that happened last week.

Delivery
Establishing a timeline for your overall plans and objectives is important and within the communication element of this, it’s important to take time to plan for communications and designing any associated materials. There’s no point spending lots of time behind the scenes in the office or working with the University if you don’t tell anyone – so often we hear, ‘I didn’t know about that’ or ‘I would have gone if I had known about it’ – sing from the rooftops about success and tie all activity (through branding guidelines back to what we as a Union do). Articulate what the student union is and crucially, what it does for them.

Fail to prepare. Prepare to fail.

Consider your mix of communication channels. This isn’t a tick box exercise to flood every channel.

Networks
In addition to the list of potential communication channels, don’t neglect people and networks. Stirling’s campus environment lends itself to networks: people know people.
Whether it’s contacts in faculties, admin areas, alumni or helpful staff, think about who can help you target the right messages. This applies equally to specific groups. Use Officers, club contacts, course reps and within the world of web, email and social media, don’t under-estimate the power of communication directly face-to-face with people to inform and gain feedback. The key as always is to think about how best to engage the right people for your message.

As a helpful exercise, think of examples across your time at the University – what have you come aware of and engaged in – how did you come to know about it?

Articulate what the Union is
Every member of staff is responsible for marketing and communications so we need to let them know what is going on across the organisation. The Marketing team are the plate spinners there to ensure the diverse work is promoted, highlighted and prioritised. We want to ensure members find the Union approachable, will listen and where appropriate act with the best interests of the student body. Together, we can ‘Make Students’ Lives Better’.


​










Varied and effective
Every interaction we have engages in some element of communication. Some messages are short, snappy and for the moment and immediate (daily specials in Studio) to medium term campaigns (per semester like Elections) to longer term (NSS, RATE and delivery of key Union priorities). Communications will vary on this basis so it’s important to speak to the Marketing team to ensure co-ordination, planning, delivery and consistency. 
What do we mean by Key Message?
Key messages are the most important things we want to say about ourselves. They say the things we want people to remember about us. They are clear, bite-sized chunks of information that support our brand image and ensure everyone is on the same page. They boost our overall communication effort by providing clarity, focus and precision.
How we consider our communication work……
Daily
Social Media
Face-to-face
Weekly
University weekly bulletin
Website content/Blogs
Monthly
Zone meetings
Union e-newsletter
6 monthly
Review
Assess Diary Planning
Annually
Review of the year/recommendations 
Nick Manton
May 2016
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Stiing Student Union
Sports Ball 2016 Luke Gorman and 3 others.

Incredible night to celebrate Stirling's sporting successes from the past
year! Thanks to the Growne Plaza Glasgow and our lovely sponsors, Fubar
Stirling and o all of you guys for making the night so memorable. #buzzing
#bleedgreen

Thanks to Hannah McNicol for the photos!
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From 1stMay, the bus stops in Stirling Gity Gentre are moving around.
Buses will no longer leave for University from Murray Place, they will leave
from Goosecroft Road opposite the train station
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If you have any feedback on these changes, please email
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Figure 12.

Which of the following are your preferred methods for hearing about Union services and events? Please
tick all that apply
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