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PLANNING outcomes

3
DAYS OF EVENTS PLANNED

4
SEC MEMBERS STAFFED ON

ADVERTISING EVENT

3
SEC MEMBERS STAFFED ON EVENT,

INCLUDING DIRECTORS

KEY FINDINGS
oUTCOMES, & IMPROVEMENTS

Plan and Confirm collaboration with other orgs earlier and have them advertise as well

More clearly define inter-committee and intra-committee roles earlier

After initial planning, progress moved smoothly

event impact

43
TOTAL 

ATTENDEES

15
SUBEVENTS PLANNED THROUGHOUT

3 DAY KICKOFF

48.5%
ATTENDEES WHO WERE FIRST-YEAR

STUDENTS

There was 1 signin on day 1: make sure the form is set up and orgs push people to sign in

Good engagement/interaction  on social media

Some earlier lunches with smaller orgs had low overall turnout

Some events had low first-year turnout: target first-year pages/groups

PUBLICITY IMPACT

16.2%
ATTENDEES FOUND OUT ABOUT

EVENT THROUGH SOCIAL MEDIA

10.0%
ATTENDEES FOUND OUT ABOUT

EVENT THROUGH ESL NEWSLETTER

257
AVERAGE VIEWS ON FACEBOOK FOR

COCKRELL KICKOFF EVENTS

Social media takeover on Cockrell School page successful (1000-1500 people viewed)

EVENT COULD BENEFIT FROM EARLIER PROMOTIONAL CAMPAIGNING

Though engagement on social media was high, process could be streamlined to remove glitches/mistakes



01
Collaboration with other orgs

Communicate and confirm plans with other orgs

earlier. Make sure these orgs advertise the

event on their own pages as well.

02
Social Media Guide

Ensure members are trained on social media

and have a streamlined process/guide to

reduce difficulties

03
marketing adjustments

Target freshman-oriented pages/groups, but

ensure that the advertising appeals to a

broader audience

SUGGESTED TARGETS


