
 
 

 
WTCS Brand Advocacy and Positioning Plan Summary 

 

Image Issues       
 
Current 
Viewed as second class and taken for granted. 
Leadership is ceded to the 4-year college in the minds of the public. 
It is assumed the University of Wisconsin System is first in everything. 
Do not want to be seen as responding; want to be seen as proactive. 
We do not develop the new technology, we train for it. 
Not given much credit for economic development. 
  
How we should be perceived? 
First to respond to economic trends and job needs. 
First to help with worker displacement. 
First call when industry considers a community. 
First to look at the practical implications of new technology. 
First to train workers for that new technology. 
First to respond to needs of underserved populations. 
First logical step after high school. 
Technical colleges are an integral part of the community and key to economic development.   
 

Goals 
Increase the perceived value of technical colleges in Wisconsin. 
Diffuse negative attacks by taxpayer groups, legislators, etc. 
Convince non-supporting legislators that technical colleges are a can’t-miss investment for our state.   
 

Audience 
Adult homeowners/taxpayers/policy makers 35 years plus.   
 

Overall Strategy 
Show taxpayers and legislators how the technical colleges are part of the fabric of their communities and 
how much communities rely on the technical colleges for economic development.    
 

Unique Category 
“An integral part of the community where people most often turn first.” 
 

Positioning Statement 
“Where Our Community Turns First.” 
  
 
 



Campaign Strategies 
 
Personal Communications 
Personal communications with legislators, community leaders, employers, interested taxpayers, 
advocates and the news media to build a mutual understanding of the value and results of technical 
education. 

• Face to Face – reach out to build personal relationships with legislators, influential constituents 
and the news media; cultivate support and encourage advocates; action by system president, 
system board, college presidents, district board members and District Boards Association 
executive director. 

• Image brochure – a conversational tool to use in face-to-face meetings; presents Wisconsin’s 
technical colleges as educational leader for workforce development; conveying the critical, 
essential occupations the technical colleges train; can be customized for each local college.   

• Advocacy brochure – a conversational tool to use in face-to-face meetings; presents Wisconsin’s 
technical colleges as successful; highlighting economic development, quality graduate “product,” 
customized training, retraining, collaboration with the community and responsive to business 
and industry needs, and credit transfer to four-year colleges. 

• Electronic presentation – a tool for presidents and staff to present technical colleges in a 
consistent way; a modular template providing a graphic look and brand messages and imagery; 
allows colleges to customize messages and incorporate own identity.   

• Advocate for speakers – business and community leaders and alumni talking up the value of 
Wisconsin’s technical colleges; actuated and managed by each college.  
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Ongoing Proactive Communications 
Ongoing proactive communications with legislators, community leaders, taxpayers, employers, 
advocates, and news media to keep them informed and engaged; providing a mechanism of and 
exchange of views and ideas. 

• Email newsletter – a tool to keep legislators, influential constituents and news media informed; 
communicate success; objectively written; bi-annual; hotlink to WTCS Web portal page; template 
for colleges to use locally. 

• Breaking news email template – a tool to keep legislators, influential constituents and news 
media informed on a timely basis; communicate breaking news and issues; hotlink to WTCS Web 
portal page; template for colleges to use locally. 

• Web portal – a landing page for the email newsletter and breaking news email template;  a forum 
for legislators, taxpayers, advocates to weigh in and exchange ideas; archive of email newsletters; 
related news media stories; WTCS Web site link.   
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Mass Communications 
Mass communications would work to convey our position, the value of Wisconsin’s Technical Colleges 
and their results.   

• Television ads – three :30 spots with positioning message and supporting imagery to correspond 
to early recruitment efforts and major periods of state Legislative activity.  

• Radio ads – two or three :30 spots with the positioning message; propose using the Wisconsin 
Radio Network, which includes 74 stations throughout the state. 

• Billboards – a statewide brand version and a template for colleges to use locally; target six high-
traffic arteries for three or four months each.   

 
2004-2005 Timeline for Mass Communications 

Mass Communications Ju
ly

  

A
ug

 

Se
pt

 

O
ct

 

N
ov

 

D
ec

 

Ja
n 

Fe
b 

M
ar

 

A
pr

 

M
ay

 

Ju
ne

 

Television ads             
Radio ads             
Billboards             

 
 
 
Targeted Mass Communications 
Targeted mass communications would communicate our position, value, and results to employers and 
trade associations.   

• Trade publication ads – solicit free good will space from supportive trade associations; 
communicate our position and promote our quality graduates and customized training. 

• Publication articles – write and submit articles to publications; recruit employers and graduates 
to write articles; target industry-specific publications; tell the story of Wisconsin’s technical 
colleges’ ability to prepare people for the high-skill, technical occupations that form the core of 
the new technology-based economy.   

 
2004-2005 Timeline for Targeted Mass Communications 
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Public Relations 
A tactical and strategic public relations plan focused on presenting a solid image of Wisconsin’s technical 
colleges, building good will and avoiding being “framed” into a position of budgetary scapegoat.   

• District communication tasks –  
1. Identify already planned activities that might relate to the core messages and recast them to 

support the campaign. 
2. Identify potential negative issues within the districts and provide an early-warning to other 

districts through the listserv. 
3. Frame news releases (when appropriate) around the tactical messages. 
4. When appropriate, identify and promote an event that focuses on core college values of 

efficiency, responsiveness and “bottom line” thinking. 
• State office support – With the assistance of WTCS and District Boards Association staff, the 

Marketing Consortium staff will develop core information on district increases in the levy, state 
aid, and tuition and create responses that center around responding to community needs, being 
efficient and doing what’s right. 

• Statewide strategies – 
1. Develop a state and district level response kit on the issues of governance and funding. 
2. Create and maintain the ongoing legislative hot-seat map (determine which districts have 

key legislators who shape the agenda?) 
3. Strategically place news releases in “family” newspapers to maximize “flow” to all 

newspapers in the “family” 
4. Explore the feasibility of video and audio news releases statewide. 
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