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TERMS OF REFERENCE YOUR SUBMISSION MAY CONSIDER: 
1. Strategy & 

Planning 
• Is there a strategic approach to marketing and communications at the University?  Is that 

approach consistently applied across central marketing and the Faculties and Divisions? 
• Does the University have a targeted strategic marketing plan with a university wide value 

proposition? 
• Does the current structure enable the central marketing team to understand and support 

the strategic objectives of each faculty and division and how to align marketing resources to 
meet those objectives? 

• Is there currently a structure or system to ensure faculty and division marketing plans and 
activities come together to coherently drive the reputation of the university? 

• Does each marketing team have access to sufficient data to inform strategy and drive 
decision-making? 

• Does the structure enable consistent communication throughout a student’s lifecycle (i.e. 
starting from a query or school visit, through to the admissions process, engagement whilst a 
current student and then on to Alumni)? 

• Does the structure enable a data strategy for targeting students and retaining them? 
• Does the structure enable consistent reporting against all marketing activities to optimize 

future outputs? 
2. Coherency  • Does the structure enable a holistic approach to marketing and communications to drive a 

consistent value proposition (i.e., programme development, student offerings, internal 
communications, culture, sponsorships, events as well as standard marketing and media 
outputs)?  

• Does the structure enable us to build reputation and maximise marketing spend by 
delivering a consistent brand, visual ID and tone of voice across all target market, faculties 
and geographies? 

• Is there a need for a central strategy to determine decision making around sub brands? 
• Is there a line of sight across all sub brands & how they work together to drive an optimal 

result? 
• Does our structure enable a coordinated approach to messaging across each faculty, division 

and geography to our target markets to optimise effect and minimize confusion to potential 
target markets? 

3. Skill Set • Is there the skill set (Research, Strategy, Creative Development, Execution) in central 
marketing and in the Faculties and Divisions to develop and execute best in class marketing?   

4. Efficiencies and 
Resources 

• Does the current structure deliver efficiency and optimisation of spend, supplier negotiation, 
staff resourcing, marketing processes and reporting? 

• Are there sufficient FTE resources to enable planning and execution of best in class 
marketing and communications? 

• What, if any, duplication of marketing and communication activities and effort exists across 
UON? 

• Are there sufficient resources to understand faculty and divisional requirements and its 
linkage to the overall marketing plan?  

• Is there sufficient Marketing funding to achieve UON objectives and to remain competitive? 
• Is there a central oversight of marketing funding across the university and is this spend 

optimised for maximum benefit? 
• Are there instances where external agencies can be utilised to deliver optimal marketing and 

communications impact? 
5. Best in Class 

Marketing & 
Communications 

• Does the University currently have the structure, resources and systems in place to enable 
best in class marketing?  

• What are the strengths and weaknesses of the current structure and processes? 
• In light of the above, how should Marketing and Communications be structured across UON 

to address these questions? 


	TERMS OF REFERENCE

