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Title Mrs Ms Miss Mr Dr Other

First Name

Surname

Job Title

Organisation Name

Organisation Address

Town

Postcode

Contact Number

Email

Twitter account @

Organisation Profile/Overview (100 words maximum)

CATEGORY ENTERED (please click):
Category 1 – Demonstrating Marketing Excellence

 Public libraries Further education libraries Higher education libraries

 Health libraries Archives Museums

Category 2 – Joint Marketing Project of the Year

 Joint Marketing Project of the Year

ENTRY FORM FOR CATEGORY 1:  DEMONSTRATING MARKETING EXCELLENCE 
AND CATEGORY 2: JOINT MARKETING PROJECT OF THE YEAR

Please complete this section if you are entering Categories 1 and/or 2 only. Please note these details will be 
used for all future correspondence regarding this specific entry. All fields are compulsory. This information 
will be used for publicity, therefore please ensure all sections are completed accurately.



Project title 
Enter the title or name of the marketing project – this will be included in all relevant publicity.

Context
Describe the background/reason for this project. What challenges or opportunities were you faced with? 

Aims and Objectives
State the aims and objectives that were set for this project – where possible these should be SMART 

objectives – for example, how many new users or people attending the event were you hoping for?  If 

possible, include budget and timescale information.

What is a SMART objective? Specific, Measurable, Achievable, Realistic, Time-bound

The total word count for the section below must not exceed 2500 words. A maximum of two additional 
documents may be submitted to support your entry not exceeding 5MB in total or provided as a ZIP file. 
Alternatively please provide relevant links.



Strategy & Planning
Outline the strategy taken to achieve your objectives and justify your marketing approach – did you 

undertake any research for example; have your developed new or existing partnerships; did you target a 

new audience or try a new approach to promoting your services?

Tactics and Implementation
Set out the plan of activities undertaken to implement the strategy and evidence these over time and 

against budget. Include examples if appropriate – you may append or link to two additional pieces of 

supporting evidence – if internet links are included please ensure these will remain live until March 2015.  

What promotional activity did you undertake; did you use social media and/or traditional media?

Results/Measurements/Outcomes
Present the results of the project, state whether your aims and objectives were achieved and if they were 

delivered on time and within budget. Evaluate the project using measurements where possible, such as 

number of new members/visitors, added value to the organisation and digital marketing metrics where 

applicable (google analytics, Facebook insights, tweetreach). Reflect on what could have been done better; 

is the project sustainable, could it be rolled out to other user groups or organisations?



Date of Project
Provide the start and (if appropriate) finish dates of the project.

Summary
Provide a brief summary of your project (approx. 150 words) to be used for promotional purposes on the 

website, social media, etc.

ENTRY FORM FOR CATEGORY 3 – MARKETING CHAMPION OF THE YEAR
Please complete this section if you are entering Category 3. Entries must be nominated by a manager 
or equivalent – you cannot self-nominate. The nominee must give consent to be nominated.

Please tick the relevant box below - 

      Library Marketing Champion

      Archives Marketing Champion

      Museum Marketing Champion

Name of Nominator

Job Title

Organisation Name

Organisation Address

Contact Number

Email

Twitter account @



Why are you nominating this person? 
The total word count for the section below must not exceed 1000 words. A maximum of two additional 

documents may be submitted to support your entry not exceeding 5MB in total or provided as a ZIP file. 

Alternatively please provide relevant links.

• Notable achievements

• Differences made to the service

• Examples of innovative or creative working

• Challenges and barriers overcome

• New partnerships

• Examples of engaging colleagues in marketing 

 

 

 

 

Contact Details of Nominee

Name of Nominee

Job Title

Organisation Name

Organisation Address

Contact number

Email

Twitter Account @

Please submit the entry form and any additional documents to jane.purdie@wrexham.gov.uk and  

nicola.williams@wrexham.gov.uk by 30th January 2015.

Thanks for entering the Marketing Excellence Awards 2015.
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	Text Field 17: cardiffmet
	Text Field 18: Cardiff Metropolitan University is a thriving and modern university. We are sustainable and student-centred with a commitment to applied research and knowledge transfer. Each Academic School is engaged with research activities and the University’s Library & Information Services department (L&IS) offers resourced study environments for our students. We are continually investing in our students' future and it is our objective to develop creative, resilient and sought-after graduates with aptitudes, skills and experiences that enable them to make an impact in their chosen profession or pathway. L&IS and Learning Centres are a key resource and investment in achieving this strategy.
	Text Field 20: ‘Re-think, re-brand and reach-out’ campaign
	Text Field 31: Cardiff Metropolitan University’s Library and Information Services (L&IS) department has over recent years grown, adapted and repositioned itself to provide a breadth of services on campus (physical ‘Learning Centres’ combining libraries, IT provision, flexible study rooms and training rooms), in addition to a myriad of resources provided online (the virtual L&IS: ‘Learning Portal’). In recent years, L&IS have been rewarded for their efforts, with increased ratings in the National Student Survey, with a combined 89% NSS satisfaction rating in 2014 (87% Libraries and 91% IT), as well as being shortlisted for a Times Higher Education Award for a student-focused IT initiative. Even though the services on offer are now of an improved standard, L&IS recognised from NSS feedback and at School liaison meetings that our key messages were not always effectively communicated, understood, or associated as originating from with the Library or IT department.Usage and interest in the physical and virtual services presents both an opportunity: to communicate more clearly the offer to our stakeholders: as we had more to give them in terms of library and IT resources, products and services; but getting our message seen, heard and understood was challenging. Simply put: key stakeholders would ask where to find the Library whilst standing within it. Our branding lacked clarity in terms of style, format and strategy.The L&IS team is made up of highly motivated individuals who strive to create a welcoming and resourced learning environment for students, staff and visitors alike. The co-ordination on how best to market and communicate the L&IS offer to our key-stakeholders was mixed. Marketing and branding had become largely departmental or project-led, reactive and lacking a coherent look, feel and strategy. Marketing material tended to be created by individual members of staff, was paper-based with individual logos that were inconsistent in terms of content, colour, style or format. As L&IS is one of the largest departments in the university, with arguably some of the most important services provided to our students; staff understood that this needed to change and improve. L&IS staff met in autumn 2013 and prioritised communications and marketing as a key area to seek to improve, for the remainder of the academic year.The main challenges L&IS faced within this project was to create branding that incorporated all of the departments (sub brands), whilst making it as easy for our users to understand and recognise. As L&IS we also wanted to:• Tie together both our physical and virtual service offer.• Communicate more clearly and professionally what we provide and can do;• Present a professional and consistent L&IS brand and house style;• Further develop the signage, way-finding and colour zoning of the physical Learning Centres.• Re-fresh all online virtual tours with the Communications & Marketing department.• Encourage staff use of social media.• Understand better who are key stakeholders were and are;• Gather feedback and information on developments and services more easily;• Embed the new brand across L&IS to all staff and the wider University.Structurally, there are various units that fall below the overarching brand of Library and Information Services, and even to internal contacts there were perceptions and confusions over what we could supply as a department and service to the wider University as a business. One of our aims in our project was to make this structure as simple as possible for our users, and to give each L&IS department a sub–brand logo that would still keep in line with the larger Library and Information Services brand. The departments included are: • Academic Skills• Information Services• Business Improvement Services• Learning Centres• Library Services• Help and Training 
	Text Field 32: At the start of the project in mid February 2014, the Library and Information Services team brought in the help of an external company, Effective Communication (PR and Marketing Specialists) to help set out a project brief. The following key objectives were set out for the project: • Research and determine best practice in communications within L&IS and other universities. • Develop a new online and physical brand, inclusive of one agreed logo and approved sub brand logos. • Create A4 brand guidelines to be created and uploaded onto the staff internal team site: to be accessible to    all L&IS staff for future use, this should include do’s and don’ts, JPEG images that are easily downloadable, L&IS PowerPoint templates and email signatures. • Branding advisors will be identified to ‘approve’ and help with branding queried and concerns on a day to day basis. It was essential that these champions knew what their role would be and had a sound understanding of the branding, and bought in to the project.• Produce L&IS Social Media guidelines – these were to be created by L&IS and Communications & Marketing staff in conjunction with the corporate University guidelines, but to give a more tailored approach to the L&IS social media accounts, with shared best practice. • To create a ‘Communications Roadmap’ - this will replicate and tie-in with the academic life cycle of a student, so that where possible communications and marketing material can be proactive and planned in advance, to aid consistency and removes extra pressure for the branding advisors. E.g. L&IS stand at the Fresher’s Fayre, promote flexible opening times around exam and hand-in periods; promote new products and e-resources. • Establish an L&IS Communications Working Group: to roll-out the new brand, develop the brand, and endorse the project internally and to key stakeholders.The project was based on the assumption of Library and Information Services availability and support from the University’s Communications and Marketing Department. Effective Communication were involved in the planning stage, all implementation was provided from University staff. The project had an end date of 30th of September 2014, so that we could implement all of the above objectives ready for the new academic year 2014/15. The budget for this marketing project was £2,000. This was primarily used on the cost of an external consultancy: Effective Communication, as well as printing new branded material. 
	Text Field 48: In recent years, L&IS have been rewarded for their efforts, with increased ratings in the National Student Survey, with a combined 89% NSS satisfaction rating in 2014 (87% Libraries and 91% IT), as well as being shortlisted for a Times Higher Education Award for IT initiative. Even though the services on offer are now of an improved standard, we recognised from NSS feedback and at School liaison meetings that our key messages were not always effectively communicated, understood or associated as originating from with the Library or IT department.At the beginning of the project all L&IS staff were invited to have their say in an internal L&IS Staff Forum (which took the form of a workshop). Staff were asked to write down the department’s key values and what they thought the issues were in terms of branding. After various activities, the management team were able to establish the staff’s thoughts on values, writing down all of their services and what areas we need to communicate better. E.g. ‘what type of car would best describe L&IS’ etc.The feedback from the NSS, School liaison meetings and from L&IS staff at the Forums; wholly shaped and informed the way that the project was progressed. It was agreed that ‘Branding Advisors’ from each area of Library and Information Services be identified, to represent the groups opinions and help form the new brand and communications plan. The new advisors as well as the business improvement manager decided to hold a stakeholder analysis group; from this the key channels that L&IS use to communicate to its users was identified. When carrying out this analysis, we tried to consider the students point of view and benefits to our key users at all times. The results indicated that online and digital communications are more useful to our students than physical communications. However, the university’s reputation is heavily dependent on word of mouth and face to face help from our library staff; so it was agreed that it was important that we deliver communications through all of our available communications channels. A social media group was also established to investigate the positive and negative elements of each of the current social media pages. At present Twitter is predominantly used by Library Services. Decisions mainly centered on content, several recommendations were delivered, and the Communications and Marketing team helped the group devise Social Media guidelines which the whole group agreed – including help with branding the sites.   
	Text Field 49: After the meetings and stakeholder analysis had taken place, Cardiff Met’s Corporate design team set to work creating a new logo. We knew from the Communications group that we needed to keep the colour chart going, because the physical Learning Centres are now separated into coloured zones with each colour representing a different service area: red zones for welcome and help desks; purple zones for IT and 24-hour facilities etc. All so that students can navigate the variable study spaces and services on offer e.g. quiet zones, book collections areas, special collections and training facilities. (Take a Virtual Tour of our colour zoned learning centres here, http://www.cardiffmet.ac.uk/about/virtualtours/Pages/default.aspx )The group decided on the building blocks logo, with each sub brand situated just underneath (please see appendix for examples) A total of 6 sub brands made it a dynamic and attractive fit with the building block design. Each logo needed to be bilingual. In early July a staff site was created for the Communications Group, where they could start to filter the new logos down throughout their teams. From here, new material started to emerge with the new logos, both electronically and physically this included signage. Throughout the summer preparation for the students return was carried out by L&IS staff, this identified, developed, created and implemented the following outputs:• New branded and bilingual bookmarks: advertising physical Learning Centre opening hours, contact telephone numbers, Academic Skills support, IT helpdesk contact details, Twitter handle, and the new branding in both Welsh and English.• Stakeholder analysis document and SWOT analysis for internal planning use.• Communications Roadmap: a live document identifying the key points in a student’s life cycle whilst at the University and trigger points for L&IS marketing campaigns, key communications and launches.• Lanyards for all staff: to aid identification as being an L&IS member of staff to encourage enquiries from staff and students alike. Branded with the new logo, in Welsh and English.• Improved zoning and way finding signage in the Learning Centres: utilising colour coding to zone areas, images (printer and WI-FI icons, positive enforcement of what was available and moving away from ‘do’s and don’ts.’• Implementation of branding and definition of the online Learning Portal, to tie-in and align more closely with the branding, colour used within the physical Learning Centres.• Infotrail induction: a ‘treasure hunt’ quiz and self-directed induction to L&IS. Essentially an incentivised induction programme, run throughout the Learning Centres using the new log and branding to encourage students to ‘discover’ L&IS inclusive of prizes. Infotrail was completed by 241 students with three students winning a £50 Amazon voucher each.  We marketed it a number of ways – through the website, t-shirts, poster, flyers using the new identifiable brand and logo.• New logos and templates inclusive of PowerPoint and other MS Office branding for L&IS staff use for internal and external events and purposes.• Student and staff portal promotions using advertising screens around campus. E.g. Researcher’s guide and training on bibliometrics and maximising research impact. All re-branded and marketed on the main staff intranet.• Twitter re-launch: new branding, guidance for staff and creation of ‘Social Media’ Champions to help encourage staff across L&IS to tweet. Focus on quality rather than quantity tweeting and focused on student and user benefits of information.Throughout the project Library and Information Staff were communicated through via the Communications Working Group, Branding Advisors, Social Media Champions, as well as updates on the L&IS internal online staff portal ‘Pulse’. 
	Text Field 50: This project has been a challenging and lengthy process for all of those involved – but so far a resounding success. Our students and users are the most important aspects of all of our roles here in L&IS, one of the most important aspects is to ensure that our users understand what we can do and offer to them: library and IT services, resources and the help and training we can provide. The new branding has been well received and staff are getting used to the more structured approach to branding. As this is such a large project, we suspect that it will take this year for the communications and branding plans to be embedded in the day to day work of the departments, but we are hopeful that after we have completed a full academic year, we will have a range of communications, logos, tools and guidelines for future campaigns and initiatives, that can then be used annually. The help of Branding Advisors will ensure that the project is sustainable and that L&IS endorses the new professional and coherent approach to marketing, considers communications strategies and the variety of potential channels (print, online, social media, in-house Portal) and seeks the best fit, rather than the preferred or usual fit, when promoting a service, initiative or product. L&IS now also have the added support of Corporate Design team and the Communications Officer for the University who will sit in on the Communication Group meetings that are now an established part of L&IS. At the start of the project, looking at the project brief was quite daunting, hence why an external consultancy were employed to help create some form of plan, and to help establish the areas that we needed to work on. In hindsight, we already had the resource and ideas needed to carry out this project, but Effective Communication and working collaboratively with the University’s Internal Communications team provided an external view, challenged and helped us, and gave us a second opinion; to ultimately enable us to achieve the project’s objectives and to move us to a point of implementation. Essentially, L&IS at Cardiff Met is now an identifiable and defined resource and service, seen and understood by our key stakeholders as providing an engaged with innovation, learning and expertise.
	Text Field 47: Cardiff Metropolitan University is a thriving and modern university. We are sustainable and student-centred with a commitment to applied research and knowledge transfer. Each Academic School is engaged with research activities and the University’s Library & Information Services department (L&IS) offers resourced study environments for our students. Cardiff Met’s Library and Information Services (L&IS) department has over recent years grown, adapted and repositioned itself to provide a breadth of services on campus in addition to a myriad of resources provided online. L&IS recognised from NSS feedback and at School liaison meetings that our key messages were not always effectively communicated, understood, or associated as originating from with the Library or IT department. The 'Rebrand, Rethink and Reach-out' campaign successfully tackled this. 
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