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Our	List	of	Vulnerabilities	Keeps	Growing

• Questions	about	our	value	
• Title	IX
• Taxing	endowments
• DOJ	investigations	into	admissions
• FOIA	requests
• Proliferation	of	“blogs”	covering	higher	education
• DACA	repeal
• Protests	on	campus
• Controversial	speakers
• Sensationalism	of	our	work
• Our	own	emotions



How	we	are	reacting	to	a	rapidly	
changing	world





It	is	our	responsibility	to	be	the	voice	of	reason.



Do	Any	of	These	Leadership	Responses	Sound	Familiar?

• “Let’s	issue	a	statement.”
• “I’m	hearing	from	[fill	in	the	blank	audience]	that	the	
college/university	needs	to	speak	up.”
• “We	need	to	correct	the	record.”
• “If	we	don’t	say/do	something,	who	will?”

It	is	your	job	to	ask	”why	you,	why	now?”



Only	weigh	in	if it	ties	to	your	mission,	is	consistent	with	your	brand,	
impacts	students	or has	a	direct	bearing	on	the	short- or	long-term	health	
of	your	institution	or	community.



Don’t	make	strategy	changes	based	on	limited	feedback.	Sample	
size	and	connection	to	the	institution	matter.



Example	of	Collaboration

Takeaways:	
• If	you	can’t	say	it	yourself	even	if	you	are	on	brand,	can	you	support	others	when	they	take	a	

bold	stance?
• How	can	you	take	advantage	of	your	membership	dues	and	affiliations?



Example	of	Collaboration

Takeaway:	Sometimes	
there	is	power	in	
numbers	because	the	
brand	hit	is	bigger	
than	our	institution.



Example	of	What	Works

Takeaway:	Even	public	institutions	can	advocate	for	themselves	and	ready	an	army.



Example	of	Picking	Battles	Specific	to	Your	Institution



Example	of	What	Worked
The	first	institution	to	issue	a	statement	saying	they	wouldn’t	hold	
participation	in	school	walk	outs	against	applicants.

Example	of	What	Didn’t	Work
The	institution	that	took	too	long	to	agree	on	language	and	issued	a	weak	
statement	filled	with	adjectives	saying	they	wouldn’t	hold	participation	in	school	
walk	outs	against	applicants	once	it	was	commonplace	and	people	stopped	caring.



Example	of	What	Works



Example	of	What	Always	Works
Allowing	people	to	do	their	jobs.



Messaging	Considerations



When	Deciding	if	Communications	is	Necessary
• Comply	with	all	legal	and	mandated	communications	and	apply	a	healthy	
dose	of	common	sense
• View	the	situation	through	the	lens	of	the	Clery	Act,	Title	IX,	FERPA	and	insiders’	
and	outsiders’	perspectives

• Does	the	situation	run	counter	to	your	institution’s	ethos?
• Can	key	audiences	credibly	ask:
• “What	does	this	mean	for	me?”	
• “How	am	I impacted?”
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All	Communications	and	Brand	Defense
• Must lead	with	genuine	care,	compassion	and/or	concern

• Need	to	have	an	appropriate	level	of	emotion	and	leadership expressed
• Sincerity	is	the	ultimate	litmus	test

• Can’t	communicate	out	of	a	leadership	void

• Should	reflect	your	brand	promise,	if	possible
• Need	audience-specific	personalization
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The	Institution’s	Responsibilities	
Are:

To	be	honest,	transparent,	work	with	officials
Review/improve	protocols	and	safeguards
To	be	fair
Keep	the	best	interest	of	the	institution	and	the	students	in	mind
Think	about	how	this	does	or	doesn’t	reflect	our	brand

Aren’t:
To	serve	as	spokespeople	for	issues	outside	of	our	areas	of	responsibility
To	chastise	anyone	or	serve	as	morality	police
To	damn	anyone
To	take	this	personally



What	Do	We	Say?
• The	TRUTH!
• Something	that	reflects	a	leadership	stance
• Consider	the	average	person’s	perspective
• Monitor	how	it	is	being	received	and	act	accordingly



Responding	personally	to	tweets	and	
social	media	posts	about	our	
institutions



Consider	the	Bigger	Picture
• Here’s	what	matters:
• Context
• History
• Language
• Emotion	
• Data
• Image/reputation

• Here’s	what	doesn’t:
• Ego




