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Committee Report and Recommendations 
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Committee members 

Co-chairs Joan Braddock and Bill Schnabel, and members Suzanne Bishop, Beth Hammock, Amy Hartley, 

Michelle Renfrew and Lynne Snifka, with support from Sylvan Robb 

Introduction 

Our committee convened in November 2014 to provide a Special Program Review related to public 

information and marketing and communications (PIM&C) activities at the University of Alaska Fairbanks.  

The goal of the review was to recommend actions that would result in reduced campus wide spending 
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Process 

In order to carry out our charge, we reviewed the following information for the period FY08 to FY14 for 

Central M&C and the units: 

භ Number and type of events across campus, including catering expenditures 

භ Expenditures related to publications, including printing, freight and postage 

භ PIO job descriptions including percentage of responsibilities doing strictly PIO tasks 

භ Expenditures of M&C and unit staff 

භ PIM&C-related organizational charts and alignment 

භ An audit of PIO activities and responsibilities 

භ Marketing and advertising expenditures, including swag 

භ Organizational charts for marketing and communications units from universities across the 

country 

භ Organizational charts (both current and proposed) for marketing and communications at UAF 

භ Salaries and benefits costs for PIOs in individual units at UAF 

 

Results 

A. Identification of non-structural, non-personnel changes 

Element 1 of our charge requested recommendations for reducing FY15 spending on communication 

activities by $100,000 compared to FY14 spending levels.  However, this goal has already been met.  The 

budget for the Central M&C department was reduced by $100,000 in FY15 compared to FY14 in order to 

reduce marketing-related costs.  We note that this budget cut was absorbed solely by the M&C 

department, and not shared by the individual departments performing PIM&C-related activities at the 

unit level. 

Our committee estimated that the $250,000 reduction in PIM&C spending during FY16 (Element 2) can 

be achieved through 15 percent cuts in spending on printing and postage of marketing-related material, 

e.g., annual reports, as well as 15 percent cuts to events-related catering.  We believe that efficiencies 

related to printing and postage can be achieved by relying more heavily upon electronic forms of 

communications.  Moreover, we believe that a campaign focused on reducing the production and 

distribution of printed material would find broad support across campus and responds to audience 

preferences in how they receive information.  Events catering costs can potentially be reduced by more 

closely coordinating and bundling events together and reducing or eliminating catering for small, stand-

alone events such as lectures.   

/ƚ͛Ɛ�ĞǀŝĚĞŶƚ�ƚŚĂƚ�ƵŶŝƚƐ�ŶĞĞĚ�ƚŽ�ƐƉĞŶĚ�ůĞƐƐ�ƚŝŵĞ�ĂŶĚ�fewer resources organizing and promoting events 
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centralizing and sharing PIM&C-related services across units, we also believe that a fully-centralized 

model would not meet the perceived needs or expressed desires of many individual units. 

As a result of these observations, we propose a hybridized structure for PIM&C-related activities that 

provides shared services through specialized communications ƚĞĂŵƐ�ĐĂůůĞĚ�͞ƉŽĚƐ͟ while allowing 

individual units to sponsor additional personnel/services specifically dedicated to their own units if 

desired and funds are available.  The model represented in this report is an example of how a shared 

services pod could be structured. The model is designed to be scalable, such that the idealized version 

described here could be implemented in phases, then expand or contract to meet identified needs or 

budgetary constraints. The individual pod names, the units that reside within the pods, and who each 

pod reports to, are an example of how the pods could be organized. If this model is implemented, the 

pod structure, who resides within each pod and final reporting lines would need to be determined.  

Table 2:  EXAMPLE: Proposed Shared Services Communication Pods 
 

Pod Name Primary Focus (2012-2019 Strategic 
Plan Goals) 
 

Units Reports To 

Academics 'ŽĂů�ϲ͗��ŶŚĂŶĐĞ�h�&͛Ɛ�ĐŽŵƉĞƚŝƚŝǀĞ�
advantage by attracting and keeping 
the best and brightest students, staff, 
faculty. 

CLA, CNSM, SOE, SOM, 
Summer Sessions, 
Libraries 

Provost, M&C 
Director  

Athletics Goal 3: ^ĞƌǀĞ��ůĂƐŬĂ͛Ɛ�ĚŝǀĞƌƐĞ�
communities in ways that are 
increasingly responsive and accessible 
and enhance the social, economic and 
environmental well-being of 
individuals and communities. 

Athletics Vice Chancellor 
for University 
and Student 
Advancement, 
M&C Director  

Central 
Marketing & 
Communications 

Goals 2 and 6: see above 
Goal 7: Develop innovative 
approaches to managing university 
resources to support its mission and 
position it to meet challenges of the 
future. 

All units under VC for 
h^�͕��ŚĂŶĐĞůůŽƌ͛Ɛ�
initiatives 

Vice Chancellor 
for University 
and Student 
Advancement, 
M&C Director 

Community 
Engagement 

'ŽĂů�ϯ͗�^ĞƌǀĞ��ůĂƐŬĂ͛Ɛ�ĚŝǀĞƌƐĞ�
communities in ways that are 
increasingly responsive and accessible 
and enhance the social, economic and 
environmental well-being of 
individuals and communities. 

CRCD, CTC, E-
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project funding allows.  However, as members of their communications pod, sponsored CPs will be 

expected to coordinate closely with the lead CP not only to promote a unified message, but also to offer 

shared services to other units in the pod when time permits, additional funding is available, and the 

dean/director/PI has authorized the individual to do so. 

The Central M&C Director, who oversees not only Central M&C, but also serves as a joint supervisor of 

each lead CP, will play a crucial bridging role between the unit pods and Central M&C.  Central M&C will 

also provide some expertise not available in the pods, will serve as a resource for all the pods and will 

ĐŽŶƚŝŶƵĞ�ƚŽ�ĨƵůĨŝůů�ŝƚƐ�ĐŚĂƌŐĞ�ƚŽ�ƐƵƉƉŽƌƚ�ƚŚĞ�ĐŚĂŶĐĞůůŽƌ͛Ɛ�ŝŶŝƚŝĂƚŝǀĞƐ�ĂŶĚ�ƚŚĞ�units under the Vice 

Chancellor for University and Student Advancement. 

We believe the proposed model will ultimately promote system-wide savings not only by capitalizing on 

shared services, but also by consolidating distributed PIM&C efforts into a more well-defined and 

manageable structure.  However, it is challenging to know at present how much savings will be found, or 

how soon those savings will be realized.   

For this reason, the pod model is designed to be scalable.  Indeed, if it is implemented during tight 

budgetary times, the first incarnation may not include all of the gold positions listed, and the blue 

positions may be relatively few.  
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Figure 1:  Example of a shared services Communication WŽĚ�;͞ZĞƐĞĂƌĐŚ͟�is used as the example).  The number of 

gold positions and blue positions is not yet known, nor are the specific areas of expertise defined for the 
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Recommendations 

Based upon the above analysis, we recommend that UAF pursue a 15 percent reduction in average 

spending (or a 16.5 percent reduction in FY14 spending) in the cost codes listed in Table 1.  This will 

likely satisfy the immediate goal of reducing PIM&C costs by $250,000. 

Our committee also discussed a number of cost-savings/efficiency measures (Elements 3, 4, and 5) that 

merit consideration going forward.  While we did not calculate the anticipated savings that might be 

generated by such measures, we believe that UAF would benefit by considering the following actions: 

1) Reduce the number of events at UAF by combining related events. 

a) Examples include combining annual awards events (Usibelli, alumni, staff) into one 

major event and combining research-related events (Arctic Day, Undergraduate 

Research Day, etc.) into one major event. Combined events could provide cost and 

effort efficiencies and broaden the visibility and impact of each event. 

2) Reduce the amount of marketing-related promotional material (swag) purchased in the units. 

We recommend that Central M&C review all swag orders on campus to ensure brand 

consistency and research ways to bring swag-related costs down for campus units. 




