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Introduction 

 Assumptions: 

Name - SSU Nature Preserves 

Logo - Horizontal version tied to SSU Logo 

What we are presenting: 

Website, Survey and Metrics 

Press Release Strategy 

Social Media 

Brochure 
 



Website, Survey and Metrics 
Josh Johnson 

Stephen Kirschenmann 

Matthew Zewan 

Doug Miller 

 



Website 

Redesign Website and better link into sonoma.edu1 

 Add logo, name change and slogan into current redesign 

 Build into existing future student section of sonoma.edu 

 School of Science and Technology link 

 Why Choose SSU blurb 

 Points of Pride link 

 10 Reasons Why PDF 

 Logo side bar 

 



Survey and Data Collection2 

 Conduct semester surveys of faculty to 
measure how many faculty used preserves 
for lessons during the semester. 

 Survey questions will measure faculty 
member’s awareness of preserves, 
likelihood of using preserves in the future, 
satisfaction in using preserves. 



Survey and Data Collection 

 Conduct student surveys from classes that 
used preserves. 

 Use positive feedback and success stories 
from both students and faculty in 
marketing efforts. 

 



Metrics 

 Establish Goals! 

How do activities contribute to mission3 

 Identify KPIs4 

Measure success by ‘micro-level’ goals. 

Student Participation Rates 

Biodiversity in Reserves 

 

 



‘Business’ Metrics 

 Opportunity to team with Business & Economics 
Departments. 

 Customer Retention/Loyalty5 

Faculty/Classes, Students 

 Demand 

Estimate demand based on past data 

 Promotion 

Understand effects of promotion on ‘sales’ or 
donation volume & demand 



Example Demand Curve 
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Press Release 
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Press Release Targets 

 SSU Community 

Professors 

Students 

Alumni (Donors) 

 Community at large 

Potential incoming students 

Donors 
 



Press Release Frequency1 

 Standard Press Releases 

Once a month 

 Special Events or extraordinary news 

As needed  



Media Outlets 

 All press releases 

 SSU’s Paper “The Star” 

 Press Democrat 

 Sonoma Index-Tribune 

 Community Voice 

 Email blasts to faculty 

 Extraordinary Events 

 Academic media 

 Ecology related media 



Press Release Worthy Events2 

 New research projects completed at FSNP 

 Announce community partnerships 

 New & on-going student projects 

 Research exchanges 

 New data/library additions 

 Partner searches 

 Re-branding and new website roll out 



Press Release 

Media Contact: Director, SSU Nature Preserves 

Phone:  707-664-3416       Email: Claudia.Luke@sonoma.edu 

  

FOR IMMEDIATE RELEASE: June 1, 2013 

  

CATCHY TITLE  

  

SONOMA COUNTY, CA: One paragraph explaining what the press 
release is announcing.   

Headlines and subheads matter! Headlines for press releases, just like 
the headline of a blog post, or the subject on an email should draw a 
reader in and invite them to read more.   

Body of press release should be limited to three to four short 
paragraphs to keep the readers engaged.  Press releases should not be 
too technical, focus on good, clean writing, don’t get too technical.   
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Social Media 
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Social Media Sites 



Strategy 

 Professional Approach 
 

 News Articles 
 

 Donors, Faculty & Alumni 

1 



Strategy 

 Visually Driven 
 

 Daily Pictures &  
Hashtags 
 

 Students & Tech  
savvy faculty 

2 



Strategy 

 Quick status updates 
 

 Students 
 

 Articles, Re-tweets, Updates 

3 



Strategy 

 Engage SSU Video Department 
 

 Interviews & Preserves in Action 
 

 Students, Donors, Faculty and 
Alumni 

4 



Strategy 

 Links to all the social sites 
 

 Home for all updates 
 

 Students, Donors, Faculty &  
Alumni 

 

5 



Measurements & Goals 

 100 Followers 
 

 250 Followers 
 

 300 Followers 
 

 200 Subscribers 
 

 400 Likes 
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Brochures 
Clifford Cochran 
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Brochures Plan 

 Retain brochures currently in print 

 Used to provide more academic information 

 Print new brochures to promote preserves 

 Flashy look to attract student interest 

 Used primarily to promote the preserves 

 Direct students to social media 



Academic Brochure 



Academic Brochure 



Old Tri-fold 



Old Tri-fold 



New Tri-fold 



New Tri-fold 
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