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Welcome and Agenda 
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Agenda 

Time Topic 
9:30 am Welcome 

9:50 am We are the IU Brand 

10:30 am  BREAK 

10:45 am IU Brand Exercise 

11:30 am FLSA Update 

12:00 pm BREAK: Lunch and Networking 

12:45 pm John Sejdinaj, VP & CFO Address 

1:15 pm A Guide: Leveraging LinkedIn for Professional Success 
2:00 pm BREAK 

2:15 pm IU on LinkedIn 

2:40pm Demo: Add your headshot to Outlook 

2:45 pm CUPA-HR  

3:05 pm HR2020 Update 

3:30 pm Adjourn 
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IU Marketing Vision 
    Create a world-class marketing organization for Indiana University: 

1.  Optimize the IU brand promise 

2.  Drive disciplined brand support 

3.  Build organizational excellence 

4.  Align activities with top university priorities 

 



Brand Basics 
SECTION 1 
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“Brand” and “Branding” 
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“Brand” and “Branding” 
    Brand 

•  Gut feeling 

•  What THEY say it is 

•  Sum total (experiences, associations) 

 

    Branding / Brand Strategy 

•  The disciplined process (intentional) 

•  Understanding and articulating your brand  

 



INDIANA UNIVERSITY 

Focus and Differentiation 
•  The Starbucks mission is to inspire and nurture the human spirit – one person, one 

cup, and one neighborhood at a time. 

•  Indiana University is a major multi-campus public research institution, grounded in 
the liberal arts and sciences, and a world leader in professional, medical, and 
technological education. Indiana University’s mission is to provide broad access to 
undergraduate, graduate, and continuing education for students throughout Indiana, 
the United States, and the world, as well as outstanding academic and cultural 
programs and student services. Indiana University seeks to create dynamic 
partnerships with the state and local communities in economic, social, and cultural 
development and to offer leadership in creative solutions for 21st century problems. 
Indiana University strives to achieve full diversity, and to maintain friendly, collegial, 
and humane environments, with a strong commitment to academic freedom. 

 



WE’RE HARDWIRED TO NOTICE ONLY WHAT IS DIFFERENT. 
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Brand Strategy 

 
 
 
 

 
 

 
 
 
 
 

 
 
 

Must be authentic and 
meaningful and engender 
a sense of pride so that 

they live the brand 

Must show you offer 
something different 
from and better than 
competitor institutions 

Must be 
meaningful and 

resonate to 
motivate action BRAND 

STRATEGY 

What motivates 
external stakeholders 
to want a relationship 
with the institution? 

What does the 
institution offer that is 
valuable to internal 

stakeholders? 

What are competing 
institutions not doing or 

not emphasizing? 
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IU Marketing: Executive Summary 
•  IU is one of the finest academic and research institutions of the 21st century. 

•  In an increasingly competitive higher education environment, IU needs to continue 
strengthening its global brand position through the next decade and beyond. 

•  In the past 3 years, IU Marketing has undertaken a disciplined process to develop a compelling, 
differentiated, and enduring brand strategy for IU. 

•  “Fulfilling the Promise” delivers against all key objectives – bringing together the grand 
achievements of the past two centuries with the bold potential and optimism of IU’s third 
century. 

•  Today, IU Marketing is deploying the new “Fulfilling the Promise” campaign across all media 
vehicles, including digital/mobile, television, print, outdoor, and sponsorships. 

•  IU Marketing has developed best practices in both the web and print space, driving stronger 
messaging and consistency across the institution. 
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Disciplined Process 

Brand Architecture 

Deep Dive Prior Work 

Brand Strategy 

Concept Validation 

Research Validation 

Creative Validation 
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IU Brand 
Architecture 



IU Brand Promises 
SECTION 2 







Creative in Action 
SECTION 3 
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Digital Advertising 
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INDIANA UNIVERSITY 

We’ve been preparing extraordinary people for 

a lifetime of success for almost 200 years.  

We promise to continue to nurture talent, 

inspire curiosity, and encourage discovery  

for at least another 200.  

 We’re tried and true—we learn from the 
past and we look to the future.

Be part of the next chapter of excellence at IU.

Visit go.iu.edu/legacy

A  L E G A C Y  of  
S T R E N G T H

What do you want out of life? Whether you 

dream of leading the charge on Wall Street or 

revolutionizing the way we think of education 

in the U.S., IU will give you the support you 

need to succeed.  

Take the next step toward a successful life. 
Visit go.iu.edu/succeed

A  L I F E T I M E 
of  S U C C E S S



INDIANA UNIVERSITY 

Whether you want to change the world or tell its stories, 

you’ll find the right degree program for you at IU. Whatever 

your goal is, you’ll get the support you need to succeed. 

And you’ll leave prepared for whatever comes next.

Learn more at go.iu.edu/indiana

D EG R E ES  for 
D R E A M E RS 
D O E RS  and 
L E A D E RS
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P RO M I S E  
of T H E  
D R E A M

Maybe it’s a pledge you made to yourself. 

Maybe it’s a vow you made to someone 

you love. Maybe it’s just something you 

know you have to do. No matter what 

inspires you, IU can help make your 

dream a reality.   

Get started at go.iu.edu/thedream



INDIANA UNIVERSITY 

SO M E T H I N G  
B I G G E R  than  
YO U RS E L F
Walk into Assembly Hall and you’ll feel it. A 

sense of belonging. A swell of pride. When you 

join the ranks of Hoosiers, you become part of 

something great—something you’ll carry with 

you forever. And you’ll leave prepared for 

whatever comes next.

Learn more at go.iu.edu/bigger.
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Outdoor Advertising 



IU Human Resources 
Branding Exercise 

SECTION 4 
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Brand Strategy Workshop 
•  IU Communications conducted a half-day workshop with IU Human Resources 

stakeholders/leadership 

•  Built upon the strength of the core IU brand, “Fulfilling the Promise” 

1.  Brainstorm the strategic brand pyramid outlining the brand personality, brand 
assets, functional benefits, and emotional benefits 

2.  Develop and effective and meaningful brand position strategy 

3.  Identified core brand promises and proof points for each promise  

 



INDIANA UNIVERSITY 

Strategic  
Brand Pyramid 

Fulfilling the Promise 

Brand Assets – IU degrees; IU Trident; IU red; Academic offerings; Top scholars and administrators; Top schools (Kelley, Jacobs, etc.,); World-class research; 

Internal professional and leadership development; Higher education network (Big10, AAU); Largest alumni network; Technology infrastructure; Access to strong 

health network; Diverse university community; Rich cultural opportunities; Recreation and wellness facilities; Commitment to sustainability; Nationally ranked 

athletic programs. Brand Personality – Smart; Hoosier positive; Welcoming; Approachable; Supportive; Collaborative; Encouraging; Confident; Committed; 

Engaged; Leading; Exploratory; Expressive; Progressive; Creative; Inclusive; Fun; Diverse; Proud; Vibrant; Relationship-oriented; Family-friendly; Mission-driven; 

Globally minded; Ambitious; Responsible; Honest; Ethical. 

Functional Benefits  
Competitive, high-quality benefits package (medical, retirement, PTO, tuition  

     reimbursement); Committed to the long-term success of  staff  and faculty; Dedicated to training and employee  
growth; Culture of  leadership development; Working with smart and dedicated professionals/co-workers; Policy and culture  

of  inclusiveness; Resources of  a world-class academic research institution; Almost 200 years of  experience and results; Personal 
academic and learning opportunities; Commitment to personal health and well being; Exposure to global perspectives; Access to 

world-class arts, culture, and athletics; Access to cutting-edge technology; Committed to strengthening talent management; 
Indiana’s low cost of  living; Commitment to sustainability (LEED and green building programs).  

 

Emotional  
& Social Desires 

Make a real difference in the world;  
Rewarding career in my chosen profession; 

Part of  an intellectually engaged community;  
       Place that values both my professional and personal  

quality of  life; Opportunities for growth; 
 Continue my journey of  self  discovery; 

Connections that last a lifetime; Welcoming and caring environment; 

Part of  the proud legacy and history of  IU. 



INDIANA UNIVERSITY 

Strategic Brand Positioning 

Convince  Current, prospective, and past staff  and faculty  

That the Indiana University 

Is the Top higher education employer 

That Offers promising careers for those who want to make a difference in the 
world 

Because of For almost 200 years, Indiana University has been making a real difference in the world; 
Resources of  a world-class academic research institution; Offering rewarding careers in multiple 
professions; Competitive, high-quality benefits package (medical, retirement, PTO, tuition 
reimbursement); Committed to the long-term success of  staff  and faculty; An intellectually 
engaged community; Valuing both professional and personal quality of  life; Strong opportunities 
for growth and self  discovery; Working with smart and dedicated professionals/co-workers; 
Policy and culture of  inclusiveness; Connections that will last a lifetime; Welcoming and caring 
environment. 

Single-Minded Communication Idea 

Fulfilling the Promise 

Positioning Strategy 





SOMETHING BIGGER 

than YOURSELF
As faculty or staff, you become part of the IU family.  

One that is full of pride, determination, and spirit 
When you come together and work toward  

a common goal you can feel it—and it’s powerful.
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•  Preparing the next generation 
•  Inspiring the next generation 
•  Shaping the future 
•  Career you can be proud of 
•  Creating a sense of purpose 
•  Engaging minds and hearts 
•  Helping Indiana thrive 
•  Making a meaningful impact  
•  Helping my community thrive 



A COMMUNITY 
WHERE 

you BELONG
We welcome everyone, regardless of 

background, ethnicity, religion, or sexuality.
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•  Where my personal and professional life matter 
•  Making connections that last a lifetime 
•  An intellectually engaged community  
•  An investment in you  
•  Celebrating our differences 
•  Exposure to global perspectives  
•  Being a member of the IU family  
•  Finding your place at IU 
•  The flexibility you need  
•  The support to improve  
•  Careers of all facets 
•  Once in a lifetime experiences  



CAREERS  for DREAMERS , 
DOERS , AND LEADERS

We offer careers for everyone, no matter what they want  
to do, or what success means to them.
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•  A work culture where you can thrive  
•  A team you can count on 
•  A workplace that brings out your strengths 
•  A lifetime of growth  
•  A commitment to excellence 
•  Opportunities for lifelong enrichment  
•  An environment of endless curiosity 
•  Preparing you to lead 
•  Freedom to explore your passions 
•  A culture of perpetual discovery 
•  The resources to do your best work 
•  A place to inspire and be inspired  
  
	  



Next Steps 
SECTION 5 
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Next Steps 
•  Bring the IU Human Resources brand strategy to life: 

1.  Building upon the master brand, articulate IU HR specific promises in a meaningful 
way 

2.  Create a portfolio of assets to deploy consistent messaging and materials across IU 
HR activities 

 



Discussion 



Exercise 
SECTION 6 
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What can I do today? 
•  IU Brand tools currently available at Brand.IU.edu: 

1.  Email Signature Builder 

2.  Downloadable templates 

 



INDIANA UNIVERSITY 

Exercise 
•  What can you do today to brand your current activities? 

1.  At your table, brainstorm in small groups ideas and tactics to implement elements 
of the IU brand into your daily activities 

2.  Record your ideas on the pads of paper provided 

3.  Share your ideas with the larger group 



Thank you! 
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FLSA Reminders 
•  PTO Accruals: ePTO balances will be transferred to Kuali Time.  Ensure new PAS Staff 

have accurately recorded time off through November 18th.   

•  PAS Staff: Please refrain from making job or position changes to this population until after 
November 20th. 

•  Additional Pay: 

•  UHR will stop monthly additional pay for the PAS population effective November 19th for 
a prorated amount (November 1- 19).  

•  The department should initiate new BW Create Additional Pay eDoc after the November 
23rd payroll closes and before December 7th with an effective date of November 20th.  

•  Employee Center: Around November 24th FMS will begin reaching out to PAS 
employees with direct deposit or tax by amount. The deadline to make these changes in 
Employee Center is December 9th.  
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FLSA Reminders 
•  Final FLSA Webinar: TOMORROW, November 4, at 

10:00am 

•  Approved Salary Increases: Increases to remain above 
$47,476 should be processed by the department 
effective November 1.  

•  November 20, 2016: Transition to PAS and bi-weekly 
payroll. Ensure new PAS employees are recording 
time!  
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 A GUIDE: LEVERAGING LINKEDIN FOR 
PROFESSIONAL SUCCESS 



Brian Franke 
Relationship Manager 



 

1.  LINKEDIN’S MISSION 

2.  INDIANA UNIVERSITY BY THE NUMBERS 

3.  INDIANA UNIVERSITY’S PRESENCE ON LINKEDIN 

4.  WHO’S YOUR AUDIENCE? 

5.  ROCK YOUR PROFILE 

AGENDA 
  



54 

 Connect the world’s 
professionals to make them 

more productive and successful 

 LinkedIn’s Mission 
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 Create economic opportunity  
for every professional in the 

world 

 LinkedIn’s Vision 



THE ECONOMIC GRAPH 
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By the numbers on Linkedin 

26,334 Employees with LinkedIn Profiles 
 
854,967 First Degree Connections 
 
135,138 Monthly Employee Profile views 
 
76,375 Total Company Followers on LinkedIn 
 



INDIANA UNIVERSITY’S PRESENCE ON LINKEDIN 

  



Your Career Page is providing content for candidates to resonate 
with directly on LinkedIn 

Awareness 

Engagement 

Lead 

Maria Johnson 
Ideal Employee 

Begin familiarizing 
your target audience 
with your company 
and talent brand  



Jobs are attracting passive talent all over the LinkedIn Network 

Awareness 

Engagement 

Lead 

Jobs to direct 
candidates to apply 

Indiana University, Bloomington, IN 

Ideal Employee 

Maria Johnson 
Ideal Employee 

Ideal Employee 

Indiana University, 
Bloomington, IN 



AUDIENCE  
THE PEOPLE GIVING OR LIKELY TO GIVE ATTENTION TO 
SOMETHING 

  



YOU HAVE A PRESENCE 
YOUR AUDIENCE IS EVERYWHERE 

  



1.  PICK A PLATFORM 

2.  WHAT DOES THIS PERSON CARE ABOUT? 

3.  WHO IS THIS PERSON’S “AUDIENCE”? 

4.  HOW MIGHT THIS PERSON USE SOCIAL MEDIA 

TO BE MORE SUCCESSFUL? 

  



ROCK YOUR PROFILE 

  



ADD A  
PROFESSIONAL PHOTO 

1

More views with a 
profile photo than 
without 

14x 

Source: https://iwww.corp.linkedin.com/wiki/cf/display/PRT/Value+statements+for+Profile+Editing 65 



WRITE AN ATTENTION 
GRABBING HEADLINE 

2

Explain what it is you do 

Show your passion and value 



DRAFT A COMPELLING 
SUMMARY 

3

Focus on career accomplishments and 
aspirations 

Recommend 40 words or more 

Include keywords – not buzzwords 

67 



DETAIL YOUR WORK 
EXPERIENCE 

4

More profile views than 
those without 

12x 



5

ADD EXAMPLES OF YOUR 
WORK 

Provide a representation of your 
professional story 

Include videos, presentations, or 
photos 



ADD SKILLS AND GET 
ENDORSED FOR THEM 

6

Include a mix of high level  
and niche skills 



INCLUDE VOLUNTEER 
EXPERIENCE & CAUSES 

7

More profile views than 
those without 

6x 



72 

QUESTIONS? 



IU on LinkedIn 
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SECTION TITLE GOES HERE IF NECESSARY 

Jobs at IU 
jobs.iu.edu 
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Google Analytics 
Pre-LinkedIn Pilot Program 

(January 1 – May 31) 

 

#7 – HigherEdJobs 

#9 – America’s Job Exchange 

#12 – CareerBuilder 

#13 – LinkedIn – 1,619 sessions 

 

Total sessions: 365,719 

LinkedIn Pilot 

(June 1 – October 31) 

 

#4 – HigherEdJobs 

#5 – LinkedIn – 7,275 sessions 

#10 – America’s Job Exchange 

#19 – CareerBuilder 

 
Total sessions: 457,020 
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Indiana University’s LinkedIn Contract 
18 months 

•  101 job posting slots 
•  All PA3 level positions 

and higher are 
automatically 
‘scraped’ and posted. 

•  For other positions – 
contact your Campus 
HR directly or add a 
note to the posting 
under ‘Advertising 
Instructions’ 



INDIANA UNIVERSITY 

Indiana University’s LinkedIn Contract 
18 months 

•  101 job posting slots 
•  Approx. 5 months of 

Targeted Advertising 
•  Targeted advertising 

to engage passive 
applicants 
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Indiana University’s LinkedIn Contract 
18 months 

•  101 job posting slots 
•  Approx. 5 months of 

Targeted Advertising 
•  3 Recruiter Seats 

•  Used to mine 
LinkedIn for passive 
candidates.  

•  Useful for ‘hard-to-fill’ 
positions 
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Sharing jobs from PeopleAdmin 



INDIANA UNIVERSITY 

Interested in using LinkedIn? 
 

Contact the Talent Acquisition team  
 

Phone: 812-855-2172 
E-mail: iupers@iu.edu 



Demo: Add your headshot to Outlook 
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CUPA-HR 
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College and University 
Professional Association 

for Human Resources 

 



www.cupahr.org/learning 



Face to Face 
Annual Conference 
Spring Conference 
Higher Ed Symposiums 
Chapter Meetings 

Webinars 
Virtual Workshops 

E-Learning Courses 
CUPA-HR Essentials 

Videos 
www.cupahr.org/learning 

Online 





diversity.cupahr.org 



•  Incumbent-Level Reporting Makes Participating 
Easier 

•  Exempt-Status Reporting Will Facilitate FLSA 
Planning 

•  Demographic Reporting (optional) Will Help With 
Benchmarking Diversity Efforts and Turnover 
Rates 

 

 
www.cupahr.org/surveys 

Salary Surveys 2017 NEW! 





  
•  Go to www.cupahr.org 
•  Click on the “Connections and Membership” tab 
•  Click on “Update Your Membership Roster” under the “Membership” 

column 
•  Scroll down and click on the form entitled “Add Myself to the Roster (To 

Receive Full Membership Benefits)” 
•  Fill out this form, then hit “Submit” 
•  In 24-48 hours, you will receive a welcome e-mail letting you know you 

have been added to the membership roster, explaining what all member 
benefits you now have access to, and providing you with your own unique 
username and password to access the CUPA-HR website 

 

 

Add yourself to your institution’s 
membership roster 



Questions? 

memberservice@cupahr.org 
877-287-2474 

 



CUPA-HR Indiana Chapter 

http://chapters.cupahr.org/in/  



HR2020 Update 
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Thank you and Adjourn! 


