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1. SITUATION ANALYSIS 

Graduate students, post-docs, as well as the faculty and staff affiliated with The Games Institute, 

henceforth referred to as GI members, are crucial to the growth and overall success of the 

University of Waterloo. These GI members, through their work within The Games Institute will 

be able to represent the GI to the university and the overall community, and the pride from that 

association will ideally foster partnerships and future areas for potential collaboration. These 

members who are also engaged not only with the GI but also with the university will want to 

represent The Games Institute in a more public manner which will in turn strengthen the brand 

identity of the GI. 

 

The Games Institute, newly core-funded by the University of Waterloo further solidifies a 

games, game design and game mechanics research direction for the University and in turn 

increases the awareness of this field and also the research emerging from it that is directly related 

to the GI. Reaching GI members as well as games researchers and those that are interested in this 

field of study is complex, and additional channels are needed to ensure that those connections are 

made. The Games Institute must be engaged with these individuals but also must not exhaust 

these communication channels, as that can serve as a deterrent for participation and engagement 

with these individuals. Communicating certain messaging to GI members and game enthusiasts 

is increasingly becoming more challenging as the amount of GI members continues to grow, and 

their needs and interests as a diverse demographic progress and evolve. 

 

The assessment of communications sent to GI members aids in the learning and continual 

improvement of the communications practices, and assures that GI members feel included within 

the GI community and are able to participate and be a part of the GI’s and the University’s 

success. GI members that are engaged will find relevancy in the messages they receive, and this 

will in turn be beneficial for the GI and also the University because GI members will 

communicate their research to both institutions and through the publicity that comes from that 

research, it will further enhance the GI brand. 

1.1. Communication Objectives 

 
The Games Institute Audience 
 

 There are 146 past and current GI members, and this includes graduate students, post-docs, as well 
as the faculty and staff affiliated with The Games Institute. The aim is to make the University and 
University community aware of the research and happenings of The Games Institute and to also 
engage with these GI members on the benefits of sharing and showcasing their research through the 
GI to show the impact that the GI and the University has on the field of games and game design. 
Engaging with GI members through various communications documents and channels is vital to the 
development of meaningful relationships that have mutual value and is of primary importance to The 
Games Institute. 
 

 Assess GI member engagement via communications to further develop the relationship between them 
and the University. Engaged GI members will result in them wanting to participate in the culture of the 



GI including events such as Brown Bags, Open Houses, Fireside Chats, etc. 
 

 Examine the communication activities of the GI and measure them for effectiveness in order to 
enhance the processes and channels that are used to drive desired outcomes. 
 

 Have an understanding of the GI members, and the perceptions of the communications they receive 
from the GI- did they receive the messages, do they remember the messages, and do they buy-in to 
the messages and feel empowered to get involved? Do the messages support the strategic initiatives 
of the University and the goals of The Games Institute? Are we sending them the news they want to 
hear about? The goal here is to elicit an intellectual/emotional response in our GI members through all 
of the communications that are sent to them. To connect with all GI members in a motivating and 
inspiring way to engage them with the GI through all communications. 
 

 To increase the collaboration with the departments on campus including Marketing and Strategic 
Communications and the Graduate Studies Office within the respective faculties so that information 
and stories on GI research and grants are shared and distributed to the University and University 
community, and in particular graduate students so that strategies and communicative practices 
related to this subject matter are aligned. The GI publications must be seen through a public relations 
lens and also a research one. To showcase the calibre and variation in student research as well as 
the opportunities that are available to participate in at the GI in all GI messages. 
 

 To engage with new graduate students early to develop strong connections and rapport. The aim is to 
increase the amount of GI awareness, membership and affiliation through email addresses on file and 
increased attendance at GI sponsored events, and to ascertain the level of communication 
engagement that new GI members currently feel. To promote the events and opportunities available 
at the GI in a more effective manner to prospective members who as a result will feel empowered to 
share the messaging and become informal, unofficial GI ambassadors through such avenues as 
social media and email communication. 
 

 To increase the collaboration between The Games Institute and campus partners (Marketing and 
Strategic Communications, Graduate Student Association and the six faculties). The GI will facilitate 
this collaboration to align initiatives and improve communications through streamlining 
communications that are disseminated so that GI members are given sufficient and not an exorbitant 
amount of information that won’t be accidentally repeated. 
 

 To increase the collaboration between The Games Institute and Marketing Strategic Communications 
(MSC) to align communication initiatives (Daily Bulletin, GI website content, Waterloo Homepage) to 
the Waterloo Strategic framework. Incorporate more messages and examples of The Games Institute 
taking the lead in entrepreneurship, innovation and research to align our communications with these 
pillars of the University’s strategic plan in conjunction with the goals of The Games Institute. 
 

 To increase collaboration with the Immerse partners in order to be sharing more stories about the 
research that is emerging as a result of the partnership. To further target the GI audience, developing 
a profile of some of these researchers existent in this partnership would be effective to ensure that the 
communications sent are relevant and that the communication vehicles through which this information 
is received is relevant to the partners in question. 
 

 To increase collaboration with the staff of the GI to target communications to GI member volunteers 
ensuring that they have a positive experience and encourage volunteers to become informal 
ambassadors of the GI and of the University. Ensuring that all volunteers are equipped with the tools 
and resources that they need in order to be involved and to succeed. 

1.2. Strategic Considerations 



Areas that will have an impact on The Games Institute communications in the next year: 

 Changes within the institution, the transition of new leadership, the incorporation of new roles into the 
existing employment structure within the GI will impact the building of a rapport through communications 
with GI members and affiliates. 

 Information between groups is not being easily shared, there is a lack of understanding of what the 
different portfolios of staff at the GI encompass.  

 Reliance on key communicators to promote events and opportunities at the GI, to communicate the 
research happening at the GI, to have a social media presence. This is time consuming for 
communicators to seek/engage these GI members for these purposes. 

 Staff changes, institutional re-organization and physical moves means we need to be cognizant of 
communication. 

 Time that the GI Communications Officer can devote to building out specific communication plans while 
keeping up with daily communications responsibilities.  

 Creating an online mediator to moderate comments on social media channels. 
 

1.3 Communication Strategies 

1) Align all GI communications to the University of Waterloo strategic pillars of entrepreneurship and 
innovation and to the GI’s goals. To align the goals and strategies of these two plans into relevant and 
engaging communication pieces for GI members, prospective GI members, the University and the 
University community.  
 

2) Ensure that the GI team is incorporating communications as a deliverable in all of their events, project 
plans and critical paths so that communications members are at the table early on and providing 
input. By doing so, communicators will be kept in the loop, involved, and will be able to provide 
suggestions, as well as have the insight and access to key information that is essential to the editing 
of communications documents. The result of this will be that communications will be sent through 
simultaneous pathways including the Daily Bulletin, social media channels, email, presentation 
posters, and event pages that compliment effectively and are proactive, but not redundant. Ex. Grad 
Student Open House, and the Star Trek Brown Bag talk. 

 

3) Develop opportunities to create actionable contact and the measurement of communications with GI 
members, such as providing them with the opportunity to participate as volunteers and informal 
ambassadors at events. This is significant to having effective communications because it provides the 
audience with the chance to engage with the material they are being sent. Feedback and overall 
responses from GI members need to in turn be mediated and acted upon.  

 
4) Engage new GI members early so they can become informal GI ambassadors through active 

engagement in GI emailing and through social media. In an informal manner, including during 
Wednesday’s Coffee & Toast Socials, ask them what they would like to see happening at The Games 
Institute, what it would take for them to stay involved with the GI and participate in events. Work with 
other GI staff to gather this feedback on an ongoing basis and build out a targeted communications 
plan towards this audience.  

 

5) Conduct an annual GI communications email survey. By doing this, it will assist in measuring the 
effectiveness of communications and continually improve the existing practices. This will ensure we 
are sending “just enough” and “just in time” communications to our GI members and that our 
messages are being targeted appropriately.  

 

6) Measure the effectiveness of the articles posted to the Daily Bulletin and other content sites, to the 



website and to social media through analytics, the annual communications survey, and informal 
feedback to determine areas for improvement. Research other University communications pieces and 
discuss with other communications professionals to ensure we are using best practices and keeping 
above industry standards, providing the best possible product for our readers. 

 

7) Review major partnerships across campus such as Athletics, the Graduate Student Association and 
Marketing and Strategic Communications, as well as the graduate representatives within each faculty, 
and streamline GI member, and prospective member engagement and communications. Better 
collaboration with these groups to always be abreast of campus news and communicating it out to GI 
members and prospective members, and making sure there is no duplication of content within the 
various outlets of publication.  

 
Athletics- Work with Athletics Communications, GI staff and Counter-Strike Team Club at the 

University of Waterloo to build upon the partnership with Athletics and to have Counter-Strike Team 

Club recognized as a University team. By doing this, it will better promote the GI within Athletics and 

this unique collaboration will be showcased within our communications. 

Marketing and Strategic Communications (MSC)- Align more closely with MSC to understand the 

Strategic Plan, the way the GI fits into it. Provide MSC with content from the GI’s media relations 

activities, news releases, and feature stories about the games research coming out of the GI, the 

research opportunities that have emerged due to significant academic partnerships with other 

institutions. Keep communication with MSC open so that they are aware of potential areas for 

collaboration, for example on HeForShe initiatives. Work with Creative Services on marketing 

materials for the GI and embed the GI’s and the University values within those communications.  

Graduate Student Association- Collaborate regularly with the Graduate Student Association to 

ensure that graduate student opportunities including open houses, talks and other events are being 

shared with students and promoted in the Graduate Student Newsletter. Better understand the role 

the Graduate Student Association can play through communications to ensure graduate students are 

more aware of the games research opportunities available at the GI. 

Graduate representatives within each faculty- Work with the graduate representatives within each 

faculty to ensure GI events, games research and overall opportunities for engagement within the GI 

are being communicated through to all faculties. Encourage and help to facilitate this relationship as a 

reciprocal one so that the GI can in turn promote and collaborate on events that are faculty-specific.  

GI members (Faculty)- GI Communications Officer to book meetings with GI faculty members to get 

face time and build relationships, to share content and information and break down silos. Also to have 

faculty members sending their top stories for our GI publications and website so that The Games 

Institute is a top news source for games research among graduate students receiving the latest news 

before the information is disseminated through to other outlets. 

8) Create a website submission process to eliminate the confusion regarding how to share research 
news with other GI members and the overall university community, and encourage all GI members to 
constantly be thinking about how to come up with website content relevant to their respective 
disciplines when they are attending conferences, visiting other universities for partnership purposes, 
etc. 

 

9) Create a schedule for posting new GI website content to ensure the GI is always generating stories 
from its members, allowing them an outlet to share their story and their research interests so they can 
connect with other researchers and affiliates. Create article Writing Guidelines to assist all GI 
members with sharing their research and stories and for the purpose of writing for the web. Ensure 
research posts on the website are edited for clarity to ensure that while the research is targeting other 

academics in a related field that the language is also accessible to stakeholders not situated in the 



respective field. 
 

10) Share videos outlining research (i.e. SHHRC Storyteller’s Contest, HCI Presents: Gamification) on 
social media, the GI website, the Daily Bulletin and the Immerse site as a means of providing more 
digital journalism and to align with the University’s strategic priority of being ‘the most innovative 
University.’ 

 
11) The GI Communications Officer is to work closely with/collaborate with MSC to ensure that the GI’s 

communications align with the University of Waterloo Strategic Plan. The GI will also collaborate with 
MSC on games research-related stories and align communication initiatives such as the GI website 
and the Waterloo Homepage. By doing this, it will ensure that games research stories are being 
included on the homepage and are being read by a wider audience. 

 

1.4     Key Messages/Tactics 

1) A) The University of Waterloo is establishing itself as a leader in experiential learning, 
entrepreneurship, transformational research and innovation. Key messages include: 
 

B) Waterloo’s students, faculty, and researchers are shaping the future of this planet by crossing 

boundaries, tackling important challenges at the global level, and applying new knowledge to existing 

issues in an effort to pursue progress.  Through our stakeholder relations, partnerships, and connections, 

The Games Institute is helping to position Waterloo as one of the most respected and recognized 

universities in the world.   
 

C) With a generous community of graduate students, post docs, researchers, faculty members and staff 

behind us, the University of Waterloo is moving forward with confidence to create solutions relevant to 

the needs of today and tomorrow. 
 

D) An unwavering commitment to research, learning, and experiential education makes the University of 

Waterloo a celebrated source of talent and new ventures. As a research powerhouse and the engine of 

one of the world’s top-20 startup ecosystems, Waterloo has spawned thousands of commercial and 

social enterprises, offers the world's largest co-operative education program and boasts a uniquely 

entrepreneurial culture that encourages experimentation and risk-taking.  The result is an outstanding 

learning and research experience for more than 36,000 undergraduate and graduate students. Together, 

Waterloo builds a better future for Canada and the world by championing innovation and collaboration 

to create solutions relevant to the needs of today and tomorrow. 

 

E) In just half a century, the University of Waterloo, located at the heart of Canada’s technology hub, has 

become a leading comprehensive university with nearly 36,000 full- and part-time students in 

undergraduate and graduate programs. 
 

Consistently ranked Canada’s most innovative university, Waterloo is home to advanced research and 



teaching in science and engineering, health, environment, arts and social sciences. From quantum 

computing and nanotechnology to clinical psychology and health sciences research, Waterloo brings 

ideas and brilliant minds together, inspiring innovations with real impact today and in the future. 
 

As home to the world's largest post-secondary co-operative education program, Waterloo embraces its 

connections to the world and encourages enterprising partnerships in learning, research, and 

commercialization. With campuses and education centres on four continents, and academic partnerships 

spanning the globe, Waterloo is shaping the future of the planet. 
  

2) Work with the Director of The Games Institute to incorporate communications into the 
implementation of all projects and events at the GI and have communicators at the table early to 
provide communications input. In doing this, communications will be strategic, not reactive. The 
communicator will then be able to provide recommendations on communication vehicles/timing and 
it will give them the ability to have simultaneous messages in different outlets such as an article for 
the GI website, an email to GI members, a Daily Bulletin article, all with complimentary but different 
stories.  
 

3) Look at each communication and ask “how is this relevant to GI members and the research coming 
out of the GI?” and then create a feedback outlet, through email to gain the insights of the audience 
for the communication. Examples: 

 

 “The Graduate Student Open House is around the corner. Get two of your peers to register 
to attend, email me their names and get a free T-shirt” 

 In Daily Bulletin article, at the end ask “What does games research mean to you? Vote here! 
Playtesting new games, fun, relaxation, learning, competition, sociability 

 Poll asking where they get most of their University information and their GI information: 
Social Media, Waterloo Homepage, GI Homepage, Daily Bulletin 
 

4) Online focus sessions with all GI members at the end of each calendar year. Gather this feedback to 
create (and always update) this communications strategy, as well as the approaches given to convey 
information to GI members. 
Questions could include: 
 

1) What are your thoughts on the effectiveness of the communications sent to you from the 
University / from the GI as a student/researcher? 

2) What communications do you read from the GI and which do you filter? 
3) How do you feel these communications could be improved? 
4) What are your preferred methods of receiving communications? 
5) Where do you typically look for information about the University / about the GI? 
6) Where do you go to find GI resources? 
7) Do you find relevancy in the messages sent to you and does it have impact on you as a 

student/researcher? 
8) What types of information do you want to receive from the GI? 
9) If email was not an option, how would you want to hear about GI news? 
10) What do you want to hear more or less of from the GI? 
11) The amount of communication you receiving from the GI is: 



a. Too much 
b. Just right 
c. Too little 

 

5) Work with Institutional Analysis and Planning to conduct an annual Games Institute communications 
survey. This is a valuable tool in ensuring the ongoing effectiveness of the messages we send to GI 
members. By gathering this feedback, we are able to continuously improve upon our 
communications and strategic communications initiatives. Having areas where GI members can 
explain their answers is important because that is where good feedback comes from and where they 
will list alternatives if the communications are not suiting their needs.  

 
Rate the level at which you think the information you want to hear about is being sent to you. 
Rate the level at which you feel you are sufficiently informed about The Games Institute news.  
Rate the level at which you feel the communication methods used are effective. 
 
Always leave options for respondent to write feedback. 
 

6) Work with Google Analytics and other content tracking and analytics software to understand how to 
measure the effectiveness of the GI website content, Daily Bulletin articles and all other relevant 
communication with our audience and adjust content and design according to feedback generated. 
Research and send examples of other University-level research institution communication pieces and 
have discussions about how the GI can update/align our communication to keep above industry 
standards.  

 

7) Regularly meet with key campus partners (Athletics, MSC, Graduate Student Association, and the 
graduate representatives in each faculty to streamline GI communications to GI members and 
graduate students interested in games and games research. Notes with these partners will include: 

 Benefits of sharing GI research with the University community, and in locating areas where 
GI research fits into the ongoing University narrative. 

 Benefit of promoting faculty-specific opportunities to GI members, ex: Socials with Deans of 
various faculties. 

 Explaining the different communication outlets we have and how they can benefit from each 
of them differently.  

 Letting them know that the Communications Officer is their contact when they want to get a 
story in one of our outlets.  

 Working with the faculties to better connect graduate students interested in games and 
game design with The Games Institute, and ensuring that once those students are located, 
that the GI is providing messaging to them to make them aware of the research 
opportunities that are available to them. 

 How can we better communicate the institutions strategic pillars in communications to our 
GI members? 



 How can we better communicate our goals to our GI members and the University 
community? 

 

Website content to follow a strategy of posting stories when they will make a difference/impact in 

light of what is happening at the University that term, or in alignment with the theme(s) the 

University is focusing on for a given month. Ex. Bioinformatics, experiential learning, knowledge 

mobilization, etc.  

These posts should ideally not be written by the GI Communications Officer, but by GI members and 

our staff only under a different voice such as ghost writing or year in review. The website is to be 

managed by the GI Communications Officer and all ideas and leads are to be vetted to ensure clarity 

and variation in the subject matter of the posts. 

GI members and staff will add their ideas to the web content schedule, which will be housed on 

Sharepoint, which will be managed by the GI Communications Officer, and then will write the 

content in adherence with the deadline included on the schedule. Editing and posting to be done by 

the GI Communications Officer. It will be a team effort from all staff to determine who could craft 

relevant content for the GI website.  

8) Start incorporating video into areas of most impact such as the GI website and the Immerse website, 
as well as on social media. This can serve as an interactive alternative to written pieces. This also 
provides interesting angles to provide insight into the types of research taking place at the GI. This 
promotes our GI members within the community and in turn keeps those GI members that are 
profiled engaged both with the GI and also with the University. 

9) The GI Communications Officer is to correspond with MSC Director Stacey Ash on a frequent and 
ongoing basis to ensure alignment of stories and ensuring prominent GI research is being shared and 
showcased through all communications outlets. 

 

1.5         Evaluating Communication Effectiveness 

 

Online Focus Sessions 

Able to get a measure of how effective current communications to GI members are and get a general sense of 
what GI members like to hear about and what format they like to get in. 
 

 
Email Survey 
 

Conduct an annual GI communications email survey. Target of at least <percentage 25%> participation will 
give a base of the results. Continuously test the results of the survey by implementing the feedback received 
and checking to see if stats improve. 
 

Broadcast Email 
 

Document the number of times the message was opened and forwarded. Also make note of the comments 
received when answering the feedback questions. 



 

GI Website Articles 
 

Document the amount of views and where the website traffic is being directed from; UTM codes and Google 
Analytics to track. 
 

Social Media 
 

The GI Communications Officer to compile statistics on the amount of re-tweets, reads, comments etc. 
Continuously test the results of any feedback received by implementing the suggestions and checking to see 
if stats improve. 
 

Progress of Better Collaboration with Graduate representatives within each faculty 
 

Determine if the flow of information sharing, streamlining, and collaboration improves. Continuously check in 
with other teams for feedback on how things are working, and what could be improved. 

 

1.6         Voice” from the University of Waterloo Brand Strategy Initiative 

 

As communicators, we are fortunate that the Waterloo community is continuously creating and contributing 

to exciting and meaningful stories. When sharing these stories, we can ensure they are connected and 

impactful by aligning them with Waterloo's brand platform. 

The following storytelling principles are designed to: 

 Guide the creation of written content, whether for a webpage, publication, magazine article, media 

release, social media post, advertisement, speech or presentation; 

 Cover diverse content and speak to a variety of audiences;  

 Ensure we're telling a coherent Waterloo story and contributing to a strong Waterloo brand. 

Storytelling principles 

Start a conversation: As a public, comprehensive university, we communicate with an exceptionally broad 

variety of audiences. Clearly understanding with whom we are speaking helps shape our stories so they are 

engaging and relevant. 

 

Let our personality shine: The culture and spirit of Waterloo come to life not only in the content of our 

stories, but in how we tell them. By using an appropriate tone of voice, we can connect emotionally as well as 

intellectually. Facts will earn the respect of our audiences, our personality will help engage them. 

 

Highlight our values: Our values are what we care most deeply about. They define our actions and decisions 

and are foundational to who we are. In every story we tell, it is important to exemplify at least one of our 

values. Highlighting them provides a point-of-view on our story and engages audiences who share our 

approach to innovation and impact. 

 

Connect our differentiators: Our differentiators, and the interplay between them, are what set us apart. In 

every story, we have the opportunity to illustrate and reinforce what makes Waterloo unique and effective. 

Tell our shared stories: We can best represent Waterloo through the many individual stories featuring the 



people, places and outcomes that embody our brand. These stories exemplify how Waterloo's approach to 

learning and education is unique and impactful. And they are based in a collective pride in all that has been, 

and will be, accomplished. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


