
Effective Change 
Leadership  
Best Practices for Managing Change “Up, Down, and Across”
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Leading Change Isn’t A
Side Job…It is THE Job.





Today’s market
IS CHALLENGING AT BEST

WEALTH 
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GENZ
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DEMAND
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FOCUSED
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NEW COMM
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Are you planning 
for the big changes 
ahead?



Supreme Court vs Affirmative Action



Rapidly shifting markets



Further restrictions on data privacy



Campus climate and shifting normalities



Humanized Artificial Intelligence (like ChatGPT)



The 
Next 
“New” 
Generation





And…These are just a 
few of the things we 
know about…



      IT’S ALWAYS
MINUTES 
 TO MIDNIGHT 2  



The Model for Change in 
Higher Education 
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The Bowtie Change Model

1. Establish 
the Case 
for Change 

2. Building 
    Consensus

3. The Soft 
Launch

4. Managing 
the Build Up 

5. Achieving 
    Critical Mass 



The Enemy of Change



Do I Like this slide



The Bowtie Change Model

1. Establish 
the Case 
for Change 

2. Building 
    Consensus

3. The Soft 
Launch

4. Managing 
the Build Up 

5. Achieving 
    Critical Mass 

Ensuring 
implementation 

success

Get the ball 
rolling versus 
the big bang

Dealing with 
motivators 

and adapters 



Bringing Planning Discipline Into
the Work Process
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Evergreen
Planning
Process.
A recurring annual cycle of plan
development and implementation
phases including approval,
prioritization, implementation,
evaluation, revision, and renewal.

Each year the plan is renewed for a new 
three-year or five-year time horizon 
enabling the plan to remain 
evergreen,or in a continuously 
relevant state.

SAMPLE 
EVERGREEN CYCLE
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Evergreen Planning Accounts For 
Change Through The Process



Step 1: Bring Your Team Together 

Building Culture, Sharing 
Insights, Gaining Alignment
+ Onboarding new employees
+ Increasing collaboration and camaraderie
+ Making time for FUNtastics!
+   Defining shared values
+ Creating a sense of belonging
+ Training brand ambassadors (MarComm Camp)



Step 2: Get Your Team Away

Strategy Retreat / 
Creative Blitz
+ Team training on what is the brand
+ Decision making in rapid succession 
+ Empowered team post launch 
+ Process improvements 
+ Faster implementation 
+ Team dynamics and fun



DU’S REPUTATION STRATEGY ROADMAP

We’re on a journey.

2020 2021 2022 2023 BEYOND

+ Fully integrated marketing plan

+ Branded product expansion

+ Facility and signage updates

+ Personalized marketing 
   program

+  Website maintenance and 
    refresh

+ Community branding 
   and guerilla marketing  
   activation

+ Market perception

+ Advancement campaign
   collaboration

+ Brand ambassador  
   program activation

+ Competitive analysis 2.0

+ Sponsorship program

+ Signature programs and 
   content packages

+ Website maintenance
   and refresh

+ MarComm service model 
  + enhanced  website with self-
  service templates

+ Campus brand roll-out and 
   training, urban, and mountain  
   campus banners, digital survey 
   2.0, displays+

+ Brand resource website  

+ Owned media (website, magazine,  
   social) and asset refresh

+ Business paper suite refresh

+ Full suite of self-service 
   templates for campus

+ Enrollment marketing campaign 
   and collateral refresh

+ MarComm Workgroups   
  activated 

+ Student personas

+ Central marketing plan 

+ Reputation and recruitment 
   ad/marketing campaign

+ Visual and editorial style guide   
   updates

+ Logo revamp

+ Brand messaging standards

+ Carnegie activated

+ Research: 
   - Market perception
     survey benchmark
   - Competitive analysis
   - Personality traits
   - Brand assessment

+ MarComm vision and
  focus established 

+ Campus-wide marketing   
  operations assessment

+ 4D messaging playbook

Step 3: Roadmap the Journey 



The diverse 
enrollment 
ecosystem.

SEGMENTS

CONTENT

DIGITAL

CAMPAIGNS

RECRUITING

YOUTUBE

SEARCH

SLATE

SOCIAL
MEDIA

BLOGS
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MOBILE

LISTS

YOUTUBE

PRESS

BRAND

IN-STATE
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LANDING 
PAGES

VIDEO

WEBSITE

Step 4: Inspire a New Vision

IT IS NOT 
LINEAR



7 Tips For Leading 
Effective Change



7 Tips for Leading Change

1 Process: Planning for change makes it 
part of the operation, not the side show

2 Consensus: Make people feel a part of 
it; launching change is everybody’s job

3 Frequency: Create a cadence of 
communications to reduce the risk of 
losing the narrative

4 Avoidance: Focus on what is right,
 not what people like, and deal with
 people accordingly.



7 Takeaways for Leading Change 

5 Measured: Build up to critical mass
versus the a big bang 

6 Blitz: There’s nothing more valuable than 
getting your team away to make decisions

7Renewal: Evergreen processes 
incorporates new ideas and change
into your plans 



Thank You!

Scott Ochander
SOchander@CarnegieHigherEd.com

@TWinnovator


