
JSMA Public Relations Plan: University of Oregon Target Publics

Traditional Students

Target Public
There are presently 16,681 undergraduate students enrolled at the University of Oregon, of 
which 67 percent are Oregon residents.  We must focus on this public’s devotion to the 
university, youth and desire for a “fun” non-academic experience.  If we are successful in 
sparking interest with traditional students there is a high probability that they will invite/bring 
parents and other visitors to the museum, ultimately increasing the overall level of attendance.

Goal
To increase the number of undergraduate students who attend museum events, who are JSMA 
student members and who regularly visit the museum for both academic and non-academic 
reasons, in addition to increasing general awareness about the museum as a campus entity. 

Strategy
We will rely primarily on word of mouth campaigns that focus on creating a positive image for 
the museum and a brand that exudes fun and an openness to all individuals.  Engaging student 
events and sending a team of “pitchers” into classrooms will be our primary focus. 

Tactics

1. Recruit a group of individuals across all colleges within the UO to announce upcoming 
events in classrooms to inform and raise the level of student interest. 

2. Send out email announcements about new exhibits and events through each 
department/professional school. (Announcements should be visually appealing).

3. Go into larger lecture classes in the university and make announcements about upcoming 
events and exhibits. Generally these announcements would be made to undergraduate 
classes, but because graduate students teach or help with these classes they would hear 
the announcements as well. This would generate a word-of-mouth communication about 
the event or exhibit

4. Chalk event information in EMU amphitheater space to publicize, recruit art students to 
interpret or ‘copy’ art to be featured in upcoming exhibits. 

5. Tack banners/posters/fliers on bulletin board/bathrooms in the dorms to attract freshmen. 

6. Use stakes to publicize to general student body. 

7. Invite students who participate in Freshman Interest Group courses to visit the JSMA as 
an introduction to the museum during their meeting hours as part of a formalized meeting 
audience development tool.  By introducing new students to the museum in an informal 



manner, the ‘fun’ aspects of the museum will be demonstrated to engage new students.

8. Encourage professors outside of the Allied Arts and Architecture school to integrate the 
museum’s material into curriculum by sending invitations via e-mail to department heads 
to forward to professors. 

9. Bring fliers to classrooms and emphasize words that students are more reactive to (i.e. 
“free” “live music” “great food” “cultural experience” “celebration” “new”). 

10. Use simple, colorful, eye-catching fliers to put up in dorms prior to an art opening or 
exhibit change.  

11. Seek out relationships with Resident Assistants in campus dormitories to plan and hold 
events targeting freshmen students living both on and off campus.  These events should 
be used as a formal audience development tool, not as an educational or cultural 
enrichment experience.  In order to target new audience members the fun aspects of the 
museum should be stressed.  Students should be encouraged to sign up for student 
membership. 

12. Create flyers and/or informational material to be placed in the University of Oregon’s 
Week of Welcome packet, in the IntroDucktion packet, and in information given to 
prospective students.  This material should be visually stimulating and informally written 
to convey the museum’s connection with UO students.  

13. Begin outreach to the local campus media staff at the Oregon Daily Emerald through 
Allen Hall Public Relations staffers in order to increase coverage of the JSMA in the 
campus paper.  By utilizing the relationships of AHPR staff to Emerald staff, we will 
break down the barrier created from professionals (JSMA marketing staff) to students 
(Emerald staff) that may be perceived on campus.  

Evaluation
Success in achieving this goal will be measured by tracking the number of UO undergraduates 
who attend museum openings, become members and by the perceived excitement regarding the 
museum in the UO community. 

Non-Traditional Students/ International Students 

Target Public
Non-Traditional Students and International Students comprise a smaller percentage of the 
students enrolled in the University, with only six percent of students identifying as international 
and an estimated 1,000 non-traditional students.  However, this public is often looking for 
activities that engage them in the campus community and that are not designed exclusively to 
appeal to undergraduates.  

Goal



To increase the level of attendance and number of members amongst both non-traditional and 
international students at the JSMA by the end of the Spring 2009 term.

Strategy
To appeal to the variety of cultural identities shared by international students represented in the 
museum’s collection and exhibits while promoting the museum as a relaxing and fun campus 
location that is free for students. 
Tactics

1. Contact student groups whose cultural art is on display in the museum and give them 
information regarding their relevant art/ offer to schedule a group tour as an opportunity 
for these students to connect with something familiar in an unfamiliar setting, creating a 
connection to the museum as a place of cultural preservation.  

2. Contact language programs coordinators whose culture has art on display (ex: Contact 
Japanese Language Classes informing of Japanese art on display)

3. Distribute brochures about the museum in the incoming international student information 
packet.

4. Highlight the beautiful and serene courtyard in museum brochures and flyers with 
pictures and testimonials from students. 

5. Have a musician (Ex: Harpist, Spanish Guitar) play in front of entrance of Museum 
weekly to convey a relaxed atmosphere – volunteers perhaps?  This will be publicized 
through brochures and student pitch sessions in appropriate classes. 

6. Promote museum as a calming escape by placing informational and interesting flyers at 
campus facilities frequented by both non-traditional and international students: Coffee 
Shops, Library, EMU, Recreation center.

Evaluation

We will evaluate the success of this strategy by including a potion on the bottom of the student 
membership form that allows students to mark the group that they self-identify with most.

Graduate Students

Target Public  
There are presently 3,695 graduate students enrolled at the University of Oregon (uoregon.edu).  
The majority of students are between the ages of 25 and 30, and are in pursuit of a Masters 
degree.  These students may have families or spouses, which should be taken into consideration. 

Goal
The goal of this plan is to successfully communicate and inform graduate students about ongoing 
and upcoming exhibits and events being held by the Jordan Schnitzer Museum of Art. With 



communicate being increased the goal is to increase attendance within the museum and increase 
student membership with the museum. 

Strategy
The strategies that would be used to complete this goal would be a combination of person-to-
person communication with social media along with conventional forms as well.

Tactics
1. Go into larger lecture classes in the university and make announcements about upcoming 

events and exhibits. Generally these announcements would be made to undergraduate 
classes, but because graduate students teach or help with these classes they would hear 
the announcements as well. This would generate a word-of-mouth communication about 
the event or exhibit

2. Set up a booth or hand out flyers at the EMU, the student rec. center or the library about 
events/exhibits. These areas tend to be common ground for undergraduate and graduate 
students.

3. Send out e-mails through department heads to students giving information about the 
museum: when the event is, what it will be about, what is being shown, who will be 
speaking, if there is food, drinks or music, etc.

4. Post updates and events on the museum’s Facebook page that engage undergrads and that 
are written in a colloquial manner. 

5. Encourage graduate students to apply for membership via a link on Facebook to a PDF 
form that can be submitted online. 

6. Send press releases to the Oregon Daily Emerald about upcoming events and exhibits 
since the majority of the university graduate population reads this newspaper thoroughly.

a. In our observations we have noticed that graduate students appear to read the 
paper more thoroughly than undergraduates. 

7. Use the emerging citizen journalism forum, MyEugene.org, as a tool for free press to 
generate talk about workshop’s, lectures, events and exhibits that are upcoming to the 
museum.

8. Hold a “student event” in the spring to encourage students to visit the museum in a 
“relaxed” atmosphere with food, drinks, music and possibly student or local art.

Evaluation
The success of this plan will be evaluated by tracking the increase in attendance and membership 
of graduate students at the JSMA and the perceived interest of these groups through word of 
mouth and a potential follow-up focus group in Fall 2009. 


