
UC’s Party 200 Years in the Making



SUMMARY

The University of Cincinnati’s Bicentennial Homecoming served as the official finale of the UC Bicentennial and was a 

unique celebration of Bearcat spirit. More than just a single day, the Bicentennial Homecoming included a full week of 

activities involving alumni, students, fans and friends. Friday, Nov. 8, 2019, will go down in UC history for the memorable 

and historic celebration in Fifth Third Arena that formally launched Next, Now: The Campaign for Cincinnati and 

brought the curtain down on UC’s Bicentennial year of festivities. Festivities continued on Saturday, Nov. 9, with the 

Bicentennial Homecoming parade, and the weekend was capped by UC’s 48-3 victory over UConn.

More than 30 Bicentennial Homecoming events occurred during the week, including the culminating Bicentennial Bash, 

an all-call event on campus for alumni, faculty, staff and students that happened exactly 200 years since the university’s 

first day of class.

The UC Alumni Association’s integrated marketing team developed a multi-faceted, multi-channel campaign that 

aligned with the university’s overall Bicentennial marketing strategy and executed its own Bicentennial Homecoming 

strategy. The team created more than 100 tactics across all channels – print, advertising, environmental, digital, PR, 

events, promotional items, video and more – to drive attendance at Bicentennial Homecoming festivities and increase 

awareness for UC’s Bicentennial.

Results included 5,000 attendees at the Bicentennial Bash (goal: 2,500), more than 43,000 engaged constituents at all 

Homecoming events, online engagement topping 65,000, and more than 18 million impressions across all marketing 

channels.



Goal: Provide a pivotal moment that marked the transition between the year-long celebration of our 

Bicentennial and the public launch of our campaign. On November 8, we wanted to create a once-in-

a-lifetime experience for all. On November 9, we wanted to celebrate alongside thousands of Bearcats 

during the Bicentennial Homecoming Parade and cheer on UC as they took on UConn. 

Objectives: 

• 2,500 people to RSVP for Bicentennial Bash, the ultimate UC celebration/party 

• Create hype around the Bicentennial Bash WOW moment

• Provide unique, dynamic, entertaining & family-friendly experiences and Instagrammable moments 

throughout the weekend 
• Ensure volunteers feel their time was well spent

• Intentionally cultivate the Celebrations Committee & other key volunteers 

• Create a “once in a lifetime” and “I need to be there” feeling through marketing efforts 

• Get specific alumni constituent networks (i.e. Alumni Band, Greek, 4A, etc.) and Network Leaders to 

participate

GOALS & OBJECTIVES



STRATEGY & METHODOLOGY

Boldly Bearcat Homecoming’s successes were accomplished through:

1. University Partnerships

2. Strong Visual Identity

3. Omnichannel Marketing

4. Smart Segmentation



STRATEGY & METHODOLOGY

1. University Partnerships

Homecoming is hosted by the UC Alumni Association, but we relied on the expertise of the university’s central marketing 

office to further enhance and grow the university’s Bicentennial. 

The university put together a strong marketing campaign for UC’s Bicentennial called “Boldly Bearcat.” They disseminated the 

assets to the entire university community to incorporate into unit, college and program communications.

When the university’s Bicentennial Commission decided it wanted to host the Bicentennial finale during Homecoming 

weekend in the form of a “Bicentennial Bash,” the UC Alumni Association staff aligned its messaging for Homecoming to 

better push the Bicentennial messaging. 

The university’s marketing strategy was the foundation for the entire Bicentennial Homecoming communications plan. 

Homecoming’s theme – “Boldly Bearcat” – was taken directly from the theme of the Bicentennial brand. The tagline – “A party 

200 years in the making” – was pulled directly from the Bicentennial’s key messaging. And even though we used the UC 

Alumni Association logo on all communications, we also incorporated the university’s Bicentennial enhancer – the 200 lockup 

– to better distinguish how these events align with the entire university.

Without this alignment, the Bicentennial and Homecoming would not have been as successful. The partnership with other 

marketing teams gave us more reach, engagement and a better customer experience for all constituents. 



STRATEGY & METHODOLOGY

2. Strong Visual Identity

A UC student designed the Boldly Bearcat lockup specifically for Homecoming. This strong visual identity incorporated 

the university’s theme and colors but with unique typography that could distinguish Homecoming activities from other 

Bicentennial events. The simplicity of the design made it easy for the UC Alumni Marketing team to use across a variety 

of channels and tactics.



STRATEGY & METHODOLOGY

3. Omnichannel Marketing

The strong visual identity created a cohesion among the multifaceted campaign. More than 100 marketing tactics 

were deployed for Bicentennial Homecoming, including print, advertising, environmental, digital, PR, events, 

promotional items and video. Activations occurred on campus, around Cincinnati, and in target markets (identified 

by university leadership regarding prospective donors). 



STRATEGY & METHODOLOGY

4. Smart Segmentation
Because we planned a broad reach for the campaign, it was critical to segment our efforts to better connect with specific audiences. 

The university’s and health system’s campaign launch immediately preceded the Bicentennial Bash, so major donors were considered the tier 1 
audience whose touch points we needed to consider. Tier 1 donors only received campaign communications.

Those not invited to the campaign event but still considered highly engaged alumni for the Bicentennial Bash were considered tier 2. Tier 2 received 
more hands-on communication about homecoming, such as a printed pennant save-the-date and an invitation with a magnet included. They also 

received retargeting through social media and IP ads, to further remind them to return to UC for Bicentennial Homecoming.

New grads and young alumni were another key audience. We wanted to use the Bicentennial Bash and Homecoming weekend to help encourage 

engagement for these constituents and get their alumni engagement “off zero.” We did this by creating a text campaign with our telefund partners, 
setting up activations during home football games, and creating “Instagrammable” moments on campus during the weekend, including a branded 

staircase and banner on UC’s most iconic building. 

Our mass audience, which included all alumni, received more general and cost-effective messaging, such as a Boldly Bearcat postcard and inserts in 

our annual giving solicitations and athletics mailings, as well as email and social media outreach.

The tactics were all branded similarly, and all had the same call-to-action: Celebrate this moment in UC’s history by attending Bicentennial 
Homecoming. This cohesion allowed us to create effective communications across channels that best served the specific audiences we were trying to 
reach.



Bicentennial Homecoming Marketing Strategy



CREATIVITY & INNOVATION

“Boldly Bearcat is an attitude. Together, these two words embody the UC spirit of grit, tenacity, hard work and achievement.”
The UC Bicentennial brand guided us – not just in messaging and visuals – but in spirit. The UC Alumni Association took the theme to heart, embodying it 

at every turn. It was an honor to be a part of a historical moment in UC’s history, and the team rallied and pushed ourselves to provide the best 
experiences possible for our constituents. 

From a productivity standpoint, the marketing team executed more than 100 tactics just for Bicentennial Homecoming, a 156% increase in Homecoming 
projects than CY18. This was possible due to the team’s engagement and enthusiasm for the campaign, as well as our ability to be agile and work with 

vendors and freelancers in their areas of expertise. 

From a partnership perspective, we collaborated closely with university marketing, foundation marketing and college/unit marketing to increase the scale 

and scope of the weekend. These collaborations have had lasting effects even after the Bicentennial; we are now better aligned to help with fundraising 
campaigns and student recruitment.

From a creativity angle, we executed new tactics never before attempted at UC: banners on iconic campus buildings, stair mural installations, marching 

band instrument covers and vehicle wraps. We elevated existing channels, including all three mailed print pieces. The save-the-date was in the shape of a 

memento pennant; the invitation unwrapped and included a magnet of the same pennant; and the postcard included a red foil meant to capture the eyes 
of our readers. 

These components were successful because we had a solid strategy to guide us. Projects were easily green lit when they clearly aligned with pre-set goals 

and objectives. Tactics were easy to create and deploy because our visuals and messages were pre-approved. Audiences were pre-determined, making it 

easy for us to segment specific projects. This level of pre-planning makes Bicentennial Homecoming a model for other universities. 

Ultimately, Bicentennial Homecoming was a once-in-a-lifetime moment in UC’s history, but its effects on our audiences, our team and the university will 
live on forever. 



Visual Identity

University of Cincinnati’s Bicentennial Theme, Voice and Descriptor

https://www.uc.edu/content/dam/uc/ucomm/branding/UC_Bicentennial_Brand_Standards.pdf


Visual Identity

Homecoming Look & Feel



Visual Identity

Homecoming Look & Feel



Print Materials

Homecoming Save the Date Mailer Homecoming Invitation (with keepsake magnet pennant)



Print Materials

Homecoming Postcard UC Basketball Season Ticket Insert



Print Materials

Bicentennial Bash – Program & Map Homecoming Hot Card



Advertising

Digital Signage at Fifth Third Arena and Nippert Stadium GoBearcats.com



Advertising

Google My Business

Facebook and IP RetargetingOggo – Display Marketing



Advertising

Billboards Magazine Ad



Environmental

Campus Signage



Environmental

Campus Signage



Environmental

Band & Color Guard



Environmental

Campus Signage



Environmental

Campus Signage



Environmental

Campus Signage



Animations

Used in emails and social media
(Click images or open in PPT to view)

https://drive.google.com/open?id=1R_iZVkN0grzeCB3k50yMOdTQyFHWounM
https://drive.google.com/open?id=1R_iZVkN0grzeCB3k50yMOdTQyFHWounM
https://drive.google.com/open?id=1R_iZVkN0grzeCB3k50yMOdTQyFHWounM
https://drive.google.com/open?id=1R_iZVkN0grzeCB3k50yMOdTQyFHWounM
https://drive.google.com/open?id=1R_iZVkN0grzeCB3k50yMOdTQyFHWounM
https://drive.google.com/open?id=1R_iZVkN0grzeCB3k50yMOdTQyFHWounM
https://drive.google.com/open?id=1R_iZVkN0grzeCB3k50yMOdTQyFHWounM


Email

Save the Date Email Registration Email Event Details Email



Email

Post-Event Follow UpReminder Email Post-Event Thank You



Texting

Piloted engagement texts 

with Student Call Center



Event Activation

Raffled off Homecoming 

experiences during home 
football games, including: 

- VIP tickets to 
Bicentennial Bash

- Front-row seats to the 
Homecoming parade

- Club seats to the 

Homecoming football 
game



Media

https://local12.com/news/local/uc-to-celebrate-homecoming-with-bicentennial-bash
https://www.cincinnati.com/picture-gallery/sports/college/university-of-cincinnati/2019/11/09/university-cincinnati-homecoming-parade-2019/2544615001/
https://www.wcpo.com/news/local-news/hamilton-county/cincinnati/ucs-homecoming-celebrations-kickoff-friday
https://photos.citybeat.com/everything-we-saw-at-university-of-cincinnatis-homecoming-200th-anniversary-parade/?slide=1&uc-hc-parade-2019-1


Social Media



Social Media



Influencers

Kevin Youkilis (UC alumnus and 

World Series champion) as Boldly 
Bearcat Homecoming grand 
marshal

Homecoming 

content shared on 
Elevate UC, the 
social media 

ambassador 
platform



Website

https://www.uc.edu/campaigns/homecoming-2019.html
https://www.uc.edu/campaigns/homecoming-2019.html


Promo Items & Swag



Video

Hype Video – Save the Date Social Video – Pack Your bags

https://youtu.be/OgDf8gHj8V0
https://youtu.be/0qkoq_i7igg


Video

Event Recap Video

https://youtu.be/rxLZNe25M88


EFFECTIVE USE OF RESOURCES

Category Impressions Budget 

Print 155,542 $      83,555.98 

Digital 1,189,191 $      15,656.63 

Promo 12,678 $      48,310.61 

Advertising 16,808,965 $    123,733.00 

Environmental 45,473 $      82,350.20 

18,211,849 $    353,606.42 



EFFECTIVE USE OF RESOURCES

During CY19, the UC Alumni Integrated Marketing team was made up of 3 full-time staff, a temp, and one marketing intern. 

Breakdown of staff involvement is below:

• Director, Integrated Marketing

• Oversaw strategic execution, partnered with university colleagues, oversaw digital advertising initiatives

• Assistant Director, Integrated Marketing

• Project managed all print, environmental and promo initiatives

• Digital Engagement Coordinator

• Managed all digital efforts (social, website)

• Temp (project manager)

• Project managed various Bicentennial-specific projects (email, digital ad campaigns, print as needed)

• Marketing Intern

• Assisted with design, social and other miscellaneous projects

Because of our team’s size and scope, we relied heavily on our relationships with external consultants, vendors and freelancers. Our 

temp also worked with us full-time on Bicentennial-related marketing initiatives. The majority of our print, promo items, graphic 

design, videos, photos and digital ads were created outside the team. Their costs are included in the above budget, but their total 

cost equaled up to $195,857 specifically.



5,000 attendees at Bicentennial Bash

Goal: 2,500

Impressions: 18,211,849

Engagement: 67,548

IMPACT & RESULTS



This once-in-a-lifetime event had no baseline KPIs because it had never been done in the university’s 

history. Nor will an event like this occur again in our lifetime. The UC Alumni Association had a banner 

year in 2018 when 1,000 people registered for our Homecoming kickoff party. We knew the 

Bicentennial would provide a greater opportunity for alumni to return to campus, so we thought 2,500 

attendees at our Bicentennial Bash – more than doubling our most successful year’s activities – was a 
great stretch goal.

We doubled our stretch goal. 5,000 people attended our Bicentennial Bash. More than 43,000 people 

attended a Homecoming activity, and 65,000+ were engaged online. Overall, Bicentennial 

Homecoming had more than 18 million impressions online. 

Beyond these metrics, we also wanted to provide a unique experience worthy of being called “a party 

200 years in the making.” We blanketed campus in Boldly Bearcat messaging, provided unique and 

custom giveaways, thanked our Bicentennial volunteers in digital and print communications, and 

celebrated 200 years through segmented communications and events.

IMPACT & RESULTS


