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BOARD OF REGENTS 

DOCKET ITEM SUMMARY 
 

 
 
Special Committee on University Relations September 8, 2023    (month, date, year)  
 
 
AGENDA ITEM:    Review of Special Committee Charge and Priorities for the Year 
     

 Review   Review + Action   Action   X Discussion  

 
 
 
 
PRESENTERS:    Regent Bo Thao-Urabe 
      Chuck Tombarge, Chief Public Relations Officer 
 
PURPOSE & KEY POINTS 
 
The purpose of this item is for committee members to review the committee’s charge and to discuss 
potential priorities and areas for consideration for future agenda items this academic year. 
 
The charge established by Board Chair Mayeron is as follows: 
 

The Special Committee on University Relations will advance the critical work of building strong 
relationships within communities vital to the University’s success. The special committee has 
oversight of the University’s government relations function at the local, state, and federal levels, as 
well as efforts to build stronger neighborhood relations in communities where the University is 
located. The special committee will provide the administration with input on the University’s 
public relations efforts including areas like marketing and brand development. 

 
The special committee is anticipated to meet 4-5 times in the coming year. 
 
Based on this discussion, committee leadership and the senior leader liaison will develop a work 
plan to guide the special committee’s work and will be shared at the October meeting. 

 This is a report required by Board policy.      
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BOARD OF REGENTS 

DOCKET ITEM SUMMARY 
 

 
 
Special Committee on University Relations September 8, 2023    (month, date, year)  
 
 
AGENDA ITEM:    New Systemwide Marketing Campaign 
     

 Review   Review + Action   Action   X Discussion  

 
 
 
 
PRESENTERS:    Ann Aronson, Chief Marketing Officer 
      Chuck Tombarge, Chief Public Relations Officer 
 
PURPOSE & KEY POINTS 
 
The purpose of this item is to outline the strategy and approach to the 2023-24 systemwide 
reputation marketing campaign. The item will also touch on opportunities for Regents to amplify 
themes and storytelling in their own engagement on behalf of the University. The campaign is 
designed to: 
 

 Remind Minnesotans that University research benefits them in ways that are 
meaningful to them. 

 Increase positive perceptions of the University among state opinion leaders and the 
public. 

 Reverse the trend of declining perceptions of the University’s research prowess.  
 
Reputation marketing is critical to effective fundraising, student recruitment, and public goodwill. 
As a result, the campaign will ask all units, colleges, and campuses to utilize it to connect 
Minnesotans to the University and its work. 

 
BACKGROUND INFORMATION 
 
The University began reputation marketing in 2005 with the launch of the Driven to Discover brand. 
Campaigns have run almost every year, except the last three, and have consistently improved public 
understanding, perceptions, and favorability among the Minnesota public. Driven to Discover has 
been embraced by campuses, colleges, and units as the University’s brand. 
 
This systemwide reputation marketing campaign is distinct from the systemwide recruitment 
campaign. The recruitment campaign is designed to increase awareness of our campuses and drive 
prospective students to application sites. Each campaign serves a different purpose but both are 
essential for achieving the University’s goals. 
 
University Relations provided initial information to the Board about public opinion and this year's 
reputation marketing campaign in July 2023. 

 This is a report required by Board policy.      
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2023 Reputation Marketing Campaign

Special Committee on University Relations
September 8, 2023
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Dear
  Minnesota, 

Page 6 of 36



Stakeholder Research 2005-2022 

25%

30%

35%

40%

45%

50%

65%

70%

75%

80%

85%35% 40% 45% 50% 55% 60% 65% 70% 75% 80%

2005
Conducts research that 
improves Minnesotans’ quality
of life:
39% rated it important; 24% 
perform well

Less important, performs well
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General Minnesota Public Opinion
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2018
Conducts research that 
improves Minnesotans’ 
quality of life:
81% rated it important; 
68.5% perform well

2022
Conducts research that 
improves Minnesotans’ 
quality of life:
72% rated it important; 42% 
perform well
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Innate Desire to Learn
Distinctive Education
Research Innovation

Community Engagement
Outcomes Benefiting the World

Aspirational
Forward Moving

Passionate
Motivated to Make Change
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our BAs, MBAs and PhDs can boost GDP.

These days, everyone is obsessed with the bottom line. The ROI. The net-net. The 
University of Minnesota is no exception. Our graduates contribute greatly to the 
economy of our state. Every year, we fuel the workforce with over 13,000 highly skilled, 
degree-holding, fresh-faced economic engines. More than just statistics, we’re churning 
out tomorrow’s leaders, innovators and creators of what’s next. Learn more at umn.edu.
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Stakeholder Research 2005-2022 
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Campaign Purpose

• Remind Minnesotans that U of M research benefits them.
• Increase positive perceptions of the University among state 

opinion leaders and the public.
• Reverse the trend of declining perceptions of our research 

prowess.
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Dear
  Minnesota, 
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Campaign videos

These videos will be available on September 18 at 
system.umn.edu/DearMN
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Topics
• Issues Minnesotans care about:

– Climate change
– Healthy aging
– Water quality
– K-12 education
– Renewable energy

• University is a leader
• Compelling story
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This website will be live 
on September 18 at 

system.umn.edu/DearMN
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Media Plan
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Asset Package
Templates

• Leadership message
• Search engine optimization
• “Tell us your story” postcard
• Print
• Digital screens

Ad Files
• Print ads
• Social media graphics and 

guidelines
• Video links
• Web graphics

Campaign Styleguide

Page 26 of 36



Public & Media Relations Plans
Our goal: Introduce and reiterate Dear MN campaign themes across a 
collection of external communications channels to help them stick with 
Minnesotans
Strategies:

● Reinforce themes through research, teaching and outreach stories
● Identify and advance in-the-moment opportunities with media, opinion leaders and 

key stakeholders
● Incorporate themes into a variety of external communications materials in 

collaboration with units, colleges and campuses
● Include campaign themes/messages in briefings for Regents, President, other 

leaders
● Amplify successes through alumni, donor and other stakeholder networks
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Internal Communications Plans
Our goal: Provide opportunities for faculty, staff and students to 
engage with and see themselves reflected in the Dear MN campaign 
so they may ultimately become U of M advocates
 

Strategies:
● Incorporate campaign themes into leadership messages
● Partner with campus, college and unit communicators to source faculty and 

staff stories for local channels
● Partner with Student Affairs to gather and promote student stories through 

student-facing channels
● Elevate Dear MN content throughout the year across broad channels such as 

digital screens, Brief and MyU 
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How do we know this campaign
will resonate?
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External Results

• U of M favorability increased by 13% 
• 9 out of 10 respondents said the ads resonate
• Over 50% of respondents said their perception of    

U of M research was now “more favorable”
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Internal leaders

“U of M is a priceless resource to this state and this campaign highlights how we bring benefit across the state. I like 
everything I see and how this can be personalized and used by the campuses." – Interim Chancellor David McMillan, Duluth

"This is great and much needed. There is a strong current of distrust of higher education. This campaign will help 
demonstrate our value to citizens." - Chancellor Janet Schrunk Ericksen, Morris

“I really like the Dear MN campaign. It is a relatable and humble approach—by asking Minnesotans to take a few 
moments and consider the impact the University has on their lives. And it is easy to extend to other areas and programs 
throughout the University." - Chancellor Mary Holz-Clause, Crookston

"What an engaging way to showcase the strong research taking place across all campuses -- research with results that 
benefit Minnesotans.” - Chancellor Lori Carrell, Rochester 

"I love the tone of this campaign. It's simple and very strong with a personal touch. The Alumni Association definitely 
wants to be a part of the campaign. With new leadership across all levels of the U of M System, it's the right time to start 
a campaign like this to jumpstart efforts that will strengthen the University's relationships."  -Lisa Lewis, President and 
CEO, UMAA

"A strong brand deepens and expands engagement with alumni and friends who want to make an impact on our world 
through the University. We draft off the powerful Driven to Discover brand to demonstrate the power of philanthropy." 

- Kathy Schmidlkofer, President and CEO, UMF
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Why is reputation marketing important?

• Increases pride and connection 
• Essential for effective fundraising
• Strengthens student recruitment
• More likely to feel positive and lend support
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Where do we go from here?

• Conduct market research to test effectiveness
• Sustain reputation marketing campaign funding
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BOARD OF REGENTS 

DOCKET ITEM SUMMARY 
 

 
 
Special Committee on University Relations September 8, 2023    (month, date, year)  
 
 
AGENDA ITEM:    Introduction of Executive Director of Government and Community    
   Relations 
     

 Review   Review + Action   Action   X Discussion  

 
 
 
 
PRESENTERS:    Interim President Jeff Ettinger 
 
PURPOSE & KEY POINTS 
 
The purpose of this item is to introduce the new systemwide executive director of Government and 
Community Relations Melisa López Franzen. The item will also outline the next steps toward 
rebuilding the Government and Community Relations team and developing the University's 
approach for engaging with state, federal, and local elected officials, among others. 
 
BACKGROUND INFORMATION 
 
Melisa López Franzen has deep and varied experience in non-profit, corporate, government, and 
community engagement, including a decade of experience in the Minnesota Senate. She most 
recently was the president of NewPublica, a multicultural communications consulting firm she co-
founded. She is also an adjunct professor at the U of M’s Humphrey School of Public Affairs. During 
her time as a state legislator, she served as the Minnesota Senate Minority Leader and held a 
number of committee appointments, including with the Health and Human Services, Commerce and 
Consumer Protection, Transportation and Public Safety, and Higher Education and Workforce 
Development committees. She also worked in government and employee affairs for Target 
Corporation, developing advocacy strategies for key policy issues. López Franzen earned a juris 
doctorate from the Mitchell Hamline School of Law, a master’s from the Humphrey School of Public 
Affairs, and a bachelor’s in Political Science from the Inter American University of Puerto Rico. 
Additional information can be found in the University's press release announcing her appointment. 
 
Interim President Ettinger has kept the Board updated throughout the summer on the hiring 
process for the executive director and next steps for systemwide Government and Community 
Relations. 

 This is a report required by Board policy.      
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