


Even though she didn’t 
tap dance in class when 
Haley called her out, 
she knows how to tap 
dance her way around an 
advertising campaign. As 
the always happy/posi-
tive member of the group, 
Megan kept everyone’s 
egos and type-A personal-
ities in check. No wonder 
she is always smiling, she 
switched to Advertising 
from pre-dentistry after 
she realized she loved 
eating Jacked Doritos. Be 
warned, Megan’s sweet 
personality might catch 
you off guard after one of 
her clever comebacks. 

What up! This big guy 
on campus started as a 
marketing major. (We 
know, what was he 
thinking?) After figuring 
out that marketing was 
boring, he jumped ship 
and joined the advertis-
ing force. This natural 
born planner has had to 
stretch out of his com-
fort zone and joined the 
media team of Gotham 
Global. If you need 
Gustavo next year he 
will strutting his stuff 
down Madison Avenue 
working with all the 
other Admen up there.

As Gotham Global’s fear-
less leader, Shannon did 
anything for her beloved 
agency. Being pulled in 
many different directions 
Shannon brought  
and led us into battle. 
Shannon is off to New 
York to get a new agency 
to lead in the right direc-
tion, but for now you can 
find her snacking in the 
library or smooching her 
fiancé. 

A group full of bold personalities, Gotham utilizes each in-
dividual’s strengths to our advantage. When we came to the 
decision on Gotham Global, the only justification we needed 
was that it’s just awesome. This justification can be used to 
describe Gotham’s members as well. Much like the hustle and 
bustle that the city of Gotham encompasses, our team works 
the same. Each member of Gotham works nonstop until our 
projects reach perfection. Gotham combines all of our mem-
ber’s strengths to provide the best campaigns for our clients. 
We are made up of the perfect mix of innovators and strate-
gists who have the ability to provide creative solutions to busi-
ness problems.

You may have thought this description was going to encom-
pass Batman, but to keep it short and sweet: Gotham Global is 
the School of Advertising and Public Relations reckoning.
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The girl in the back of the 
room always turning down 
ideas and making fun of 
people this firecracker was 
ready to use the “Blakeman 
Method” to put them in their 
place. (Cause who are we 
kidding we are all stupid and 
boring.)Even though she has 
transferred and changed from 
Entrepreneurship she showed 
up to the Advertising major 
ready to work hard and play 
harder. This creative used her 
employee “discount” drinks at 
Starbucks to always keep the 
group caffeinated. 

Specializing in tailoring sensi-
tive suits and soccer balls, 
this forward is always running 
around and cracking jokes. 
The silent smirk in the cor-
ner always gives a friendly 
reminder that he was the one 
who came up with that idea 
first, but he “just didn’t say 
it loud enough.” After losing 
his BFF to another agency, he  
joined the creative team with 
his female wolf pack….
and Clayton. The sweet angel 
of the group, Jonny kept us in 
good spirits and was always 
there to provide comic relief 
and the right idea.

This creative kitty came 
to advertising through the 
graphic design route, after 
being rejected. (Who is 
even running that depart-
ment?)Molly moved to 
the Advertising major and 
took it under her reigns. 
Now as Queen Bee, she 
is still a wiz at Adobe 
Suite, but can also ma-
neuver her way from me-
dia to account planning. 
This project has turned 
Molly into the Soccer 
Mom of the Century, she 
provided snacks, rides, 
and timeouts for Gotham 
Global this season. 

Have you ever met someone 
who loves to research, well 
you have now. She read those 
ad/pr surveys like a preteen 
reading Twilight. She was a 
lost puppy off course from 
transferring and trading ma-
jors like they were Pokemon 
cards. You might see her on a 
PR pub crawl but don’t worry 
she was just “researching” for 
our client. Her post-it notes 
are big enough we could pre-

The “I have a history paper 
due yesterday” team member, 
Clayton is the one to always 
remind us about that one time 
at his internship at Scripps. 
He thought he liked Photo-
journalism when he was a 
wee freshman but soon real-
ized that he had a knack for 
creative persuasion. He put 
his camera on the shelf and 
came to the Advertising major 
and became our idea guy. 
Maybe he would hang out 
with us more if the creatives 
names were Fort, Sanders, 
and Fest.
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EXECUTIVE SUMMARY
Currently, the School of Advertising and Public Relations has expe-
rienced a decrease of students applying into the School. Gotham 
Global’s assignment was to increase the amount of applicants into 
the School of Advertising and Public Relations to 30 within each 
major per semester.  The plan for the School is to have 60 Advertis-
ing and 60 Public Relations major graduating the program every 
year. Given a timeframe of one year, Gotham used secondary and 
primary research conducted  through surveys, interviews, and focus 
groups to effectively create a campaign that will satisfy this objec-
tive.
   Currently, the School of Advertising and Public Relations has ex-
perienced a decrease of students applying into the School. Gotham 
Global’s assignment was to increase the amount of applicants into 
the School of Advertising and Public Relations to 30 within each 
major per semester.  The plan for the School is to have 60 Advertis-
ing and 60 Public Relations major graduating the program every 
year. Given a timeframe of one year, Gotham used secondary and 
primary research conducted  through surveys, interviews, and focus 
groups to effectively create a campaign that will satisfy this objec-
tive.
When developing a campaign to recruit students into each major, 
another issue faced was that the School of Advertising and Public 
Relations had no brand image or awareness. In order to develop a 
brand for the School, Gotham Global had to find out how the stu-
dents within it and alumni defined the School. Both sets of students 
and alumni determined that the School’s biggest asset was the way 
it teaches creative solutions to business problems. Through this 
combination of business and creativity, Gotham Global found the 
unique image with which to brand the School of Advertising and 
Public Relations.
    Gotham Global formed marketing, communication, branding, 
and public relations objectives that relate to the overall ideas and

    themes found within the primary research that are designed to 
impact awareness, interaction, and ultimately applications into the 
School of Advertising and Public Relations. With all of these objec-
tives laid out for the School of Advertising and Public Relations, as 
well as each major separately, our targets will have a better un-
derstanding and awareness of the School as a whole. With greater 
awareness, our targets will be more inclined to apply to either 
major. 
    The strategies and tactics that are executed through this campaign 
were designed with the characteristics of the students within the 
School of Advertising and Public Relations in mind. By promoting 
engagement through platforms that our targets connect with, we 
were able to efficiently distribute a budget of $1800. Students with-
in either program want an applicable degree within multiple work 
environments; they also want to apply their skills in majors that 
emphasize both business and creativity. Through career fairs, so-
cial media, and advertisements developed for both Advertising and 
Public Relations, our targets will gain awareness of the School and 
will be enticed to apply. With more applications into the School, a 
greater awareness will be spread and the School can only continue 
to grow.
    Growth within the School of Advertising and Public Relations 
will allow the College of Communication and Information for gain a 
better reputation. Through research we found that most people had 
negative perceptions of the College. Many students assume that the 
majors within the College are easy because of the amount of ath-
letes who chose to major within it. When the School of Advertising 
and Public Relations can gain the acknowledgement and awareness 
it deserves through our campaign, the College of Communication 
and Information will be able to utilize the School’s success. High 
Tide raises all boats, and by implementing our campaign the School 
of Advertising and Public Relations will raise the College and the 
majors within it to new heights.
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Overview
    The University of Tennessee is one of the oldest public universities in the 
country dating back to 1794. The College of Communication and Informa-
tion was established in 1969 as the College of Communications including a 
Journalism program that combined Advertising and Broadcasting. It was not 
until 2002, however, that it came to be known the College of Communica-
tion and Information when it joined forces with the College of Information 
Sciences.  The College offers four undergraduate majors: Advertising, Com-
munication Studies, Journalism and Electronic Media, and Public Relations. 
At present, the College of Communications and Information has about 70 
faculty members and over 1,600 undergraduate students enrolled.(8)  

University of Tennessee’s Brand
    In early 2012, the University of Tennessee rebranded with a new tagline, 
“Big Orange, Big Ideas.” The goal of this new branding venture was to reflect 
the energy that the University of Tennessee exudes and encourages a new 
creative, fresh way of thinking.

Recruiting Efforts
    At the high school level Dr. Broadhead, the Director of Admissions, in-
formed us that the University has representatives who visit almost all high 
schools in Tennessee and some schools around the bordering states. UT also 
offers open houses, campus visits, and volunteer days for prospective stu

“This tagline and its related messages and visual elements 
convey UT’s identity as a competitive institution

with proud traditions and future focused energy, whether 
we’re in the classroom, on the field, or in the laboratory.”

-Chancellor Jimmy G. Cheek

dents and parents to come and inquire about the school and majors. Students 
can also apply to attend Promise Overnight Visits and Sneak Peek Overnight 
Visits to get an early look into the school(4). Also, UT attends 60-70 regional 
fairs, such as the Oak Ridge Fair every October. At these specific fairs, the 
different colleges are invited to set up their own booths. Dr. Broadhead 
recalled the Colleges of Engineering, Agriculture, Business, Education and 
Architecture attend almost all of the local, regional fairs. Once students en-
roll at the University, they have the opportunity to take a half-semester course 
called “Exploring Majors and Careers” where they learn about all the differ-
ent programs at UT. During this course, two representatives from the College 
of Communication and Information speak to the class. 

Enrollment Trends
    Undergraduate enrollment at UT has stayed between 21,000 and 22,000 
in the past 6 years, however as seen in Graph 1 CCI enrolment has been on 
the decline since 2009. According to Becker, Vlad, and Kalpen, similar trends 
have been seen across all Journalism and Mass Communications programs. 
In their 2011 survey research, the University of Tennessee had 1,359 students 
enrolled in Communication related bachelors programs, but only granted 
467 degrees within these fields. (1) Since UT has seen a steady enrollment, 
CCI’s fluctuations are not due to a lack of students attending the University. 
There are both short-term and long-term consequences of the declining 
enrollment in CCI.  The instability in enrollment, sometimes results in too 
large or too small of classes, therefore detracting from the student’s learning 
experience. In the long term, the further decline in the CCI department could

THE UNIVERSITY 
OF TENNESSEE
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result in the University having to downsize the faculty and possibly put the
School of Advertising and Public Relations at risk of being eliminated. (4)

Other Considerations
    Due to former Governor Phil Bredesen’s challenge for UT to become a 
Top 25 public research University, the University as a whole has experienced 
some significant changes. UT’s policy for dropping classes has changed due 
to the improvements. Students are now allowed to drop a class four times 
without it affecting their GPA. Another change is the 15-4 Tuition Model that 
will begin Fall 2013. With this change, students are now required to pay for 
15 credit hours each semester regardless of how many classes they are tak-
ing. Chancellor Jimmy G. Cheek said, “We think it will be a game changer. It 
will give us more resources to reinvest in undergraduate programs, and it will 
give students a financial incentive to graduate in four years.” (23)
    Restrictions have also been put on HOPE Scholarship recipients. This 
scholarship is awarded to about 99% of in-state freshmen attending UT. (16) 
Recently, a 120-hour cap was added to the scholarship. Students can only 
receive the aid for their first 120 hours of classes as an additional financial 
incentive for students to graduate in four years.  Along with this change, the 
HOPE Scholarship can also be used in the summer session for students en-
rolled in a minimum of six hours. This encourages students to enroll in sum-
mer classes and could possibly help deal with overcrowding during the fall 
and spring semesters. (16) With an additional incentive to graduate sooner, 
new students are now encouraged to decide on a major in the first two years 
at the University. For this reason, it’s important for students to gain knowl-
edge early about all of the majors offered at UT.

History
    The College of Communications started with Journalism and Advertising 
in 1969. According to faculty nationwide, the Department of Advertising is 
in the top five Advertising schools in the country. Public Relations joined the 
Department of Advertising in 2003 and became the School of Advertising 
and Public Relations.

Faculty and Alumni
    The School of Advertising and Public Relations has a Director, 7 Advertis-
ing professors and 7 professors of Public Relations. All professors are pub-
lished and most are recognized internationally as leaders in the industry. The 
School does an excellent job reaching out to alumni. This acts as a network-
ing system for students seeking professionals working in the industry. It also 
gives the alumni an opportunity to give back to the School.

Major Trends
    The School of Advertising and Public Relations has approximately 350 
undergraduate students, equally divided between the two disciplines, and 
more than 30 master’s and doctoral students. A sizable portion of the major 
is transfer students. Fifty-five of the 132 Public Relations majors transferred to 
UT, and 34 of the 122 Advertising majors transferred to UT. The majority of 
these students who transferred to UT came from junior or community colleg-
es. In addition, most of the majors come from Knoxville, Brentwood/Franklin, 
Nashville, Hendersonville, Memphis, and Chattanooga.

    As seen below , Chart 2 shows the numbers for active students as of Janu-
ary 2013. The bulk of active students came from other majors at UT. Nearly 
all of Public Relations students are female, but Advertising students are split 
with 41% being male and 59% being female. 

THE CLIENT
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Clubs and Organizations
    The School of Advertising and Public Relations has two student clubs, Ad 
Club and PRSSA. PRSSA is managed by PRSA professionals, while Ad Club is 
a student run organization. Both organizations bring alumni and local busi-
nesses to lead meetings to share their knowledge and connections with the 
students. The Ad Club takes an annual trip to New York City to meet alumni 
working in New York agencies and see how the fast paced New York ad-
vertising industry works. PRSSA holds an annual PR Day featuring key note 
speakers and workshops for students and community members in the public 
relations field.

Scholarships and Awards
    The School of Advertising and Public Relations awards $300-$2,000 in 
scholarships based on need, academic achievement, and professional prom-
ise. Advertising gives two honors every year. The first is Alpha Delta Sigma 
for seniors in Ad Club with a 3.25 grade point average. The Outstanding 
Graduate award is given to a graduating senior who demonstrates the most 
professional promise. Public Relations faculty awards the Sammie-Lynn Puett 
Award to the outstanding senior in Public Relations, and the J. Carroll Bate-
man Award goes to the graduating senior with the most professional promise.
    The School has been recognized on many levels for its achievements. Eight 
faculty members have been honored with teaching awards, with three being
among the 15 most productive scholars in the country. The Advertising pro-
gram ranked fourth in presentations made at the American Academy of Ad-
vertising conferences, and in 2009 the school established its first organized 
research unit. It was later recognized for its quality teaching, productivity, 

and service to the profession by a program review team.

Progression of Classes
    The curriculum for the first two years in the School of Advertising and Pub-
lic Relations are identical. Throughout the general education requirements 
students must maintain a 2.75 GPA or higher. Students are required to take 
courses in economics, accounting, marketing, and management, and can 
take a course in finance to add a business minor. The Advertising curriculum 
focuses mainly on the strategy and business side, rather than the creative and 
production side of advertising. The curriculum is spread out over four semes-
ters starting their junior year with classes in design, research, media buying, 
strategy, issues, and management. The Public Relations core classes focus on 
writing, computer skills, communications, and business in the Public Rela-
tions field. Students in Public Relations take three semesters of core classes 
starting junior year studying design, research, writing, and strategy. Both the 
Advertising and Public Relations programs finish with a capstone campaigns 
class where students are separated into teams for build full-blown campaigns 
for an actual client.
    Internships in Advertising and Public Relations are heavily encouraged 
and can earn a student up to two hours of credit. Most of the core classes are 
offered on Tuesdays and Thursdays giving students the opportunity to have an 
internship on the remaining days. Depending on student demand, summer 
courses in Advertising and Public Relations are offered.

Owned Media
   The School of Advertising and Public Relations currently has a website 
that is a branch off of The University of Tennessee’s homepage. The website 
follows the University’s branding requirements with elements such as fonts 
and colors. The School of Advertising and Public Relations also has a Twitter 
account and a Facebook account. In addition to these permanent sites, the 
School has two websites for the Spring Social Media Week. 
    Thus far, the School has made limited use of these accounts and there is a 
lot of room for expansion. As far as monitoring the platforms, Dr. Childers is 
the primary administrator for the social media accounts and receives the ana-
lytical data provided for the different platforms through Hootsuite. A gradu-
ate student helps with managing the content and scheduling updates/tweets 
when there is specific content to distribute.  
    The School’s homepage has a similar look to the entire UT website in 
keeping with UT’s branding strategy. It has a brief description of the College,
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as well as contact information, an event calendar, a navigation and search 
bar, and a donation link. The “Prospective Students” page provides links to 
Advertising and PR applications, the first-year curriculum and FAQ sheets for 
incoming freshmen, transfer students, and potential graduate students.
    The “Current Student Page” offers detailed information about the cur-
riculum and advising policies, as well as each major’s course sequencing. 
The practicums and 
internship page offers 
reference materials on 
how to get credit for 
organizations as well 
as students. The student 
organization page is 
where students can 
see descriptions of the 
clubs and be taken to 
the Ad Club and UT 
PRSSA homepages.
    The “People” page 
provides a directory of 
the current Advertising 
and Public Relations 
faculty along with an 
alumni database. The 
School’s website can be 
located easily if one knows that it is part of the College of Communication 
and Information, or is familiar with the search function. Otherwise, it is very 
hard to navigate to the School’s site from UT’s home page. Even when one 
does search “Advertising and Public Relations,” the pages, links, and even 
naming on certain program landing pages are inconsistent and often times 
have broken links.

    Given the extensive decrease in applications to the School of Advertising 
and Public Relations, we have designated our direct competitors to compet-
ing colleges within the University. Through surveys filled out by Advertising 
and Public Relations majors, it was apparent that a lot of our current students 
switched into these majors from the College of Business Administration and 
the Collge of Arts & Sciences. 

College of Business Administration
    The College of Business Administration holds many accolades including 
high rankings within its undergraduate and MBA programs. These rankings 
and positions are linked to the College of Business Administration homepage 
on its website.  The College of Business Administration uses these accolades 
to recruit students into its programs. After further research we found through 
interviews with Marketing majors, it was a common theme that incoming stu-
dents decide to major within the College of Business Administration because 
of its reputation.  One Marketing student stated in an interview, “I chose to 
get a degree in business because UT’s College of Business Administration is 
ranked top 10 in the nation.” While it is a fact that UT’s Supply Chain Man-
agement program is ranked seventh in the nation, the College as a whole is 
ranked in top 50 amongst public schools in the nation (7). A lot of Marketing 
students that we interviewed stated that they wanted to major in some sort 
of business because of the prestige of the College and opted for Marketing 
because they heard it was the easiest major within the College.
    Due to the website format provided by the University, every college 
homepage has difficulty standing out as individuals.  The College of Business 
Administration stands out by showing off its accolades and accomplishments. 
While the homepage is filled with numerous achievements, these are only in 
a few majors, specifically Supply Chain Management. The College of Busi-
ness Administration hosts a top 10 in the nation program within its Supply 
Chain Management major.* The College utilizes this recognition to recruit 
students. Because many businesses around the country are hiring for Sup-
ply Chain positions, they attend a Supply Chain Career fair that’s designated 
specifically for students within that major.

DIRECT COMPETITORS

*This information was obtained through primary research. 
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GLS students work with honors faculty to develop the skills necessary to 
be come future international business leaders. The program includes field 
trips,exposure to business leaders, team-focused activities, and leadership 
service. This program accepts 25 upcoming sophomores and sponsors a trip 
to London, England where they achieve an internship not offered to any 
other UT students. 
    The College has also promoted its national rankings so well that these en-
dorsements are deflected onto programs that may not stand as strong within 
the College or achieved the national rankings it promotes. While not all of its 
programs are nationally ranked, students are lead to believe they are given 
the success of the few programs that are promoted on the website. Because 
of these national rankings, the college has extremely high brand recognition.

College of Arts and Sciences
    The College of Arts and Sciences is the largest college within the Univer-
sity, containing numerous majors that pose a threat to the School of Adver-
tising and Public Relations. With more than 7,500 undergraduate students, 
1,400 graduate students, and 600 faculty members; the College of Arts and 
Sciences has extremely high brand awareness. Not only are the numbers 
enough to prove this awareness, but up until now students who were enter-
ing the University as Undecided were placed within the College of Arts and 
Sciences. This allowed the College to gain more students than who would 
originally plan on applying to it.
    The College focuses heavily on diversity given the amount of students that 
it contains. Throughout every major within the College of Arts and Science, 
diversity programs and activities are incorporated throughout the curriculums 
to emphasize this brand image. This brand image is pervasive throughout the 
University to persuade incoming students that may feel like they don’t fit in 
to join the College. 

Clubs and Organizations
   Similar to the College of Business Administration, the College of Arts and 
Sciences has many clubs for students to participate in. While the College 
contains many more clubs and organizations, the ones that we chose to ex-
hibit are those that could relate to Advertising and Public Relations students. 
These clubs use flyers and advertisements to promote toincoming students. 

    In 2009, the College of Business Administration opened the new James A. 
Haslam II Business Building. The building offers new-age technologies, such 
as global teleconferencing, webcasts, podcasts, and technologically ad-
vanced classrooms and team rooms. The Masters Investment Learning Center 
teaches investment skills to students campus wide. To see the impact this 
had we conducted interviews with Marketing students, and many stated that 
the new building has a huge pull on incoming students. One student said in 
an interview, “At orientation I got to go in the building and was told that it 
was brand new. The classrooms were so much nicer than a lot of the other 
buildings. The building definitely had an influence on me deciding to major 
within the College.”*

Clubs and Organizations
    Within the College, an extreme focus is placed on the programs and or-
ganizations that are offered to incoming students. Because of the prestige of 
these programs, College administrators focus heavily on these organizations 
and promote them to prospective students. Many students within the Uni-
versity hear first about these groups before they ever know anything specific 
about the majors or College as a whole. These organizations are an important 
part of the recruitment efforts for the College of Business Administration.
    · Venture: Venture LLC emphasizes concepts of leadership and social 
responsibility. Guest speakers, field trips, and other enrichment activities pro-
vide students with the opportunity to connect coursework to their personal 
goals and interests. (30) This program is offered only to incoming freshman 
and places them on the same dormitory floor so that they can collaborate 
with students like themselves.
    ·Global Leadership Scholars (GLS): Through honors classes, seminars in 
leadership training, international experiences, and extracurricular activities

STRENGTHS: 
Accolades, Alumni Funding, Recruitment, Brand Awareness

WEAKNESSES: 
Doesn’t emphasize the creativity that Advertising and Public 

Relations students look for
BRANDING STRATEGY: 

Focus on the prestige and professionalism that the 
College has to offer.

*This information was obtained through primary research. 
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These clubs could be used to attract incoming students away from the Col-
lege of Communication and Information and into the College of Arts and 
Sciences.
   -Young Writers Institute: As part of a recruitment tactic to encourage new 
students to apply, the English department features a Young Writers Institute 
that provides a workshop for high school students to write prose and poetry. 
   -Off Campus Study: In addition to the outreach programs, the English 
Department has connections to study abroad programs in both England and 
New York. These courses, ranging from eight days to three weeks, offer stu-
dents a chance to study drama and literature.
   -Writing Center: serves student writers in all disciplines of the UTK aca-
demic community by offering free and individualized help from English 
majors throughout the writing process.
   -Visiting Designers and Workshops: Many talented artists and graphic 
designers come visit the School of Graphic Design to run workshops with 
students within the program.

 

 

    

   While our objective is not to compete for students from other Advertis-
ing and Public Relations programs; we have chosen to study two prestigious 
universities and see what we can learn from their methods. The first is the 
University of Texas which has been ranked the #1 Advertising program in 
the nation by the Journal of Advertising Education. It has been referred to as 
one of the “Leading Advertising programs…” by Adweek and received praise 
from other institutions such as AdAge and The One Club for their output. The 
second is Brigham Young University whose Public Relations program is in the 
top 5 in the US. 

The creative output of BYU’s AdLab has received many awards from organi-
zations such as The Addys, Art Directors Club awards, The One Show, and 
The Young Gun awards.
    We want to understand how they brand their schools of Advertising and 
Public Relations, how they recruit new students to the major and what tools 
they provide for their current and future enrollees.

University of Texas Branding
    The excellence of Texas’ branding starts with their professional website lay-
out and the demeanor in which they describe themselves. The first thing one 
sees upon visiting the College’s website is the statement that they are the #1 
program in the nation and evidence to support their claim. Their “About Us” 
section explains what the program entails, what prospective students can   
accomplish and comparisons to other programs. They provide links for both 
undergraduate and graduate students, faculty information and accolades, and 
scholarships available. 
    The site also puts a strong focus on internships and provides links for stu-
dents to apply and gain more information. One of the strongest points how-
ever, is the alumni network the site provides. It gives examples of successful 
alumni currently in the industry, provides their background and experience,   
questionnaires and how to contact them. On top of all the great content, the 
site radiates with pride in both the University and the Schools of Advertising 
and Public Relations. It provides panoramic landscapes of University land-
marks while still maintaining a clean and user friendly interface.

Brigham Young University Branding
    The image of BYU’s program is dominated by the creative output and en 
ergy of their students and alumni. They place large emphasis on their people
and their accomplishments. The website is very visual and interactive and al-
lows for a visitor to quickly learn about the program’s personality, and edu-
cational and professional intent. The BYU Adlab, a student run but profes-
sionally mentored agency, provides the school with great exposure to real life 
clients and agency workplace experiences. This allows for plenty of alumni 
interaction and a launchpad for entering the industry upon graduation. There 
is a plethora of promotional videos for both the Adlab and the work of its stu-
dents. This gives the institution a portfolio school feel while not losing sight 
of the breadth of advertising as a whole.

STRENGTHS:
Large Faculty, Creative Events, Study Abroad Programs

WEAKNESSES: 
 Graphic Design program is extremely selective

BRANDING STRATEGY: 
Cohesion amongst all webpages and social media sites

INDIRECT COMPETITORS
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    After thoroughly researching our client and competitors, we turned to 
secondary research to define who the current consumer is, their media hab-
its, and where they come from. Gotham Global received surveys of current 
students in both Advertising and Public Relations to analyze. Other sources, 
such as Simmons Market Research, were also used to learn of the media 
trends among the age group: 18-24. The insights we gained are as follow.

Advertisers
    The surveys indicated that the major reason students chose advertising as a 
major was due to the way the program combined both business and crea-
tive elements in order to solve problems. The students liked the fact that the 
business, research/strategy, and creative courses that are part of the curricu-
lum would give them a round set of skills to apply in the industry. Advertising 
students also expressed joy in being challenged and forced to think outside 
the box. This was shown by 19% of survey respondents mentioning being ap-
pealed to the program due to its top tier status, and 24% of them mentioning 
being intrigued by the idea of majoring in Advertising, and then sold on it in 
the introductory course, ADVT 250 (20). See Chart 3 to see the percentages 
for the top four reasons students chose Advertising as their major.

Public Relations Specialists
    Students in Public Relations have mentioned wanting to switch into Public 
Relations to better apply their skill set. Forty-eight percent of the respondents 
began thinking about majors and career options prior to their senior year and 
only 13% said they didn’t start thinking about it until after their senior year 
(21). The most common attribute the respondents mentioned possessing is 
being personable and communicating well (21). Specifically one respondent 
said, “I wanted a major that Specifically one respondent said, “I wanted

CONSUMER ANALYSIS
Branding Competitors
    Evaluating our competitors provided us with insights and ideas on how UT 
could improve the brand of its Schools of Advertising and Public Relations.  
Below are our main takeaways and to the side illustrations as examples.

1. Alumni Interaction and Exposure
One of the main selling points for any program
is the success stories of their alumni. Both 
competitors we studied make it a priority to 
either showcase their alumni’s work and 
accomplishments or provide an in-depth 
look at their lives after graduation.

2. Focus on Internships/Employment
Internship experience is an enormous

 part of any Advertising or Public 
Relations education. While UT faculty 

does a great job in expressing this,
the School itself does not 

provide a clear path or direction on 
how to acquire said internships.

3. Website Layout and Appearance
The first point of contact and face of our
Advertising and Public Relations program
is the official website the University
provides. At the moment, it is not 
providing a consistent brand image.

4. Website Layout and Appearance
Both Texas and BYU provide an extensive 

look into their program’s achievements,
 reputation, and mindset. They also give

 great profiles on their faculty and
 make a clear attempt to personify and

 give credibility to their brand. 

3. The BYU Adlab does an 
excellent job of providing its 
brands personality. The entire 
layout displays the energy of 
their program with videos, 
large pictures and consistent 
visuals.

4. Right on the home screen 
BYU promotes its top 5 PR 
program and puts the focus 
on its people. They provide 
quick links to their faculty and 
program history.

1. Texas establishes quickly the 
involvement of their alumni 
and provides quick links to 
many of their profiles.

2. On the front page of their 
college site, Texas immediately 
offers links to internships and 
job opportunities categorized 
by profession and payment.
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a major that would allow me to have a job with lots of people interaction. 
I don’t want to sit behind a desk for the rest of my life.” Secondly, the re-
spondents mentioned the desire for a versatile major that combined business 
strategy with creativity (21). One of the respondents said, “I found that PR en-
compasses the creative appeal of art and advertising alongside the business 
and structure of journalism and business.” See Chart 4 to see the percentages 
for the top four reasons students chose Public Relations as their major.

Social Butterflies
    The age group currently enrolled in college, 18-24, has a much greater un-
derstanding of the Internet and, more importantly, of social media. This gen-
eration has become dependent on finding information easily on the World 
Wide Web and the Internet is almost always just inches from their fingertips. 
This age group is constantly carrying mobile device with internet access eve-
rywhere they go. When it comes to obtaining information on new products 
and services, this group is 27% more likely than the rest of the population to 
prefer hearing about it via email (SMRB). Chart 6 shows the indexes for this 
age groups internet usage according to Simmons Market Research Bureau.

Where do they come from?
    After analyzing the survey results; it appears that most students transferred 
into the School of Advertising and Public Relations because they did not ini-
tially realize it existed (20,21). A majority of students transfer from other pro-
grams at the University of Tennessee. Both Advertising and Public Relations 
have seen the most students transfer from the College of Arts and Sciences 
(4). The second most popular program students come from is the College

of Business Administration (4). Of the students that transferred from the 
College of Business Administration, many were under the assumption that 
Advertising would be part of that College or that a marketing degree was the 
same thing (20). Other students that transferred from the College of Arts and 
Sciences mentioned changing to find a better fit for their skill sets (21). In the 
past six years, only 38 students have started out in the School of Advertising 
and Public Relations as freshmen (4). The change from high school to college 
can be overwhelming enough, so many of these students stuck to the other 
constant they knew: their friends. One student recollects, “My friends played 
a HUGE role in the major that I originally chose, because I had no strong 
positive feelings towards any particular major at that point.” However, 45% 
of the survey respondents began thinking about majors prior to their senior 
year in high school (20).

    Using what we learned from our secondary research, we set new 
goals to and questions to answer with primary research. To gain insight 
from our potential target, we administered 78 surveys to freshmen and 
sophomores at UT and conducted 32 interviews of students in the Col-
lege of Business Administration, Arts and Sciences, and Communica-
tion and Information. We also interviewed alumni from the School of 
Advertising and Public Relations, Brigham Young University, New York 
University, Pellissippi State Community College and Carson Newman. 
The participants ranged from ages 17 to 24. We sought to discover 
further information on the School’s brand, the way students both inside 
and outside the School perceive it, and what challenges stood in the 
way of its recruiting and branding efforts. These are the main insights 
we gained.

A Case of Mistaken Identity
“You exist? Who are you? I thought you were something else, my bad.”

Although the fact that many people had zero awareness of the School of Ad-
vertising and Public Relations was established in secondary research, we also 
discovered that those who had heard of the School had a terribly skewed 

CONSUMER INSIGHTS

9



perception of it. On top of this, students also had no idea of where to go to 
gain more information on the School and relied on rumors and stereotypes 
to make their judgment. As mentioned earlier, many students believed the 
School to be within the College of Business Administration and some even 
suggested that the majors would be more educational if that was actually the 
case. Upon learning that the School was in the College of Communication 
and Information, many interviewees concluded that the majors must be easy, 
since many athletes who don’t go on to graduate are part of that College as 
well.
    When asked about where they received information on majors, many 
students admitted to not know where to go, and heavily rely on advisors. 
This was the case for the few interviewees who claimed to originally want to 
major in Advertising or Public Relations; they went to the College of Business 
Administration and the advisors in that college told them to take Marketing 
because Advertising is a subcategory of it. For Public Relations, people were 
convinced that it was an easy major, solely for girls, and focused on nothing 
but event planning.
    The interviewees who took the Marketing route believed they knew the 
difference between Marketing and Advertising. Some argued that Marketing 
deals with the research and client relationships while advertising handles 
only the creative side; many descriptors used for Marketing were applicable 
to Advertising as well. The clearest takeaway was that many of the interview-
ee did not have a well-informed idea of what they were talking about. This 
led us to discover that most students don’t choose a major first; they choose 
a college and therefore are ill-informed. Specifically within the College of 
Business Administration, most Marketing students that we interviewed didn’t 
enter the University wanting to major in Marketing; they wanted to be within 
the College of Business Administration and settled on Marketing after the 
fact.

Eye-Openers
“It wasn’t until ___ that I realized Advertising/Public Relations 

was something I would love and be good at.”   
    Interviewees who were seniors in the School of Advertising and Public Re-
lations or alumni of another program indicated that there was a major event 
or series of events that led to their decision in choosing their major. We call 
these “eye-opening” moments in which things suddenly clicked. We learned 
from a Brigham Young University Advertising program alumni that BYU ran a 
seminar during career fairs that explained what the major was and what a 

student could accomplish with it in the future. The seminar had bios of alum-
ni that served as proof that someone could find success with an Advertising 
degree from BYU. Our interviewee expressed that this was what convinced 
her to major in Advertising. We interviewed two Public Relations alumni 
that explained how they were influenced by alumni from the program. They 
expressed how important the alumni they talked to were in their decision 
because they were able to learn about what Public Relations is, what you 
can do with the major, and what it took to succeed in the classes. Business 
majors told us that representatives from different departments approached 
them at career fairs and influenced them in their decisions to join the College 
of Business Administration.
   On the other hand, we met people who did not get a chance to meet 
alumni before deciding on a major. These people said that the introductory 
classes like ADV250 and PR270 were the impetus in their decision making to 
join either major. Current advertising students expressed that professors, such 
as Dr. Haley, played a major role in their decision to major in Advertising 
because of his enthusiasm and knowledge of the industry.
   Students who switched to Advertising or Public Relations from other majors 
discussed with us their eye-opening moments. Graphic Design students said 
that it was when they simply got denied from the extremely exclusive pro-
gram. Marketing students suggested that they decided to make the switch 
when they realized that their classes were too dull and uninteresting. Lastly, 
English students reached their eye-opening moment when they realized that 
they wanted to work with people while still exercising their writing skills. 
Regardless of what the specific event was, every student had something to 
“push” them into choosing their major; Gotham Global seeks to deliberately 
and strategically make this event happen. 

Programs that Offer Real World Experience
“My major was all about group work instead of exams. I do group work 

every day now; I haven’t taken a single exam since I graduated.”
    All of the seniors and alumni we interviewed expressed how well their 
major prepared them for a real life work atmosphere. They all described their 
majors as hard and challenging but very rewarding. A heavy emphasis on 
group work and its benefits was a common theme as well as the faculty’s en-
couragement of outside internships and work to gain experience in the field 
prior to graduating. This led to current students and graduates to feel very 
confident in their skills and current or future success in the workforce. One 
of the Public Relations alum we interviewed expressed feeling superior to all 
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formation are more narrow and exclusive. Public Relations offers me a wide 
array of job opportunities.” They think that the curriculum prepares them for 
many facets of the career world.

    After analyzing these insights, we have decided to designate Advertising 
students as “passionate activators” because of their drive to succeed and abil-
ity to provide creative solutions to business problems. We have designated 
Public Relations students as “energetic innovators” because of their ability 
to manage groups, communicate their ideas, and solve problems in a timely 
manner. These targets are made up of 17-24 year olds who attend the Uni-
versity of Tennessee. Specifically, these students are both incoming freshmen 
and sophomore switchers. 

Passionate Activators
    Through our research we found that Advertising majors view themselves 
as competitive and determined. We decided to pair the characteristics of 
our Advertising majors with corresponding colors so that we could visually 
appeal to our target. Red is the color of determination, passion, and action. 
Our research with our target showed that these descriptors characterize how 
Advertising students view themselves. 

Energetic Innovators
    Public Relations majors view themselves as social butterflies that are will-
ing to take on multiple tasks. The color yellow is described as energetic, in-
spires original thought, and spreads enthusiasm. The Public Relations majors 
that we interviewed fit that description perfectly. With their desire to work 
in a field that provides multiple options, as well as their abilities to social-
ize with people, Public Relations majors are the energetic innovators of the 
industry. 

    Together, these two groups combine to create orange, which symbolizes 
the School of Advertising and Public Relations at the University of Tennessee. 
Orange combines the passion of red along with the energy of yellow to bring 
spontaneity and positive outlook. The color orange relates to adventure and 
risk-taking, inspiring physical confidence, competition and independence. 
Those inspired by orange are always on the go which is why we feel this best 
describes our School along with the students within it. 

of her peers in the workforce due to her education. She described herself as 
much more detail oriented, able to work with others, and versatile. Inter-
viewees of both majors also expressed really enjoying the community atmos-
phere created by the program. They loved both the camaraderie and com-
petition it created among their peers. Students go through the 4-5 semesters 
with the same people in each of their classes. 
    Although similar in many ways, the Advertising and Public Relations pro-
grams differ in length and concentration. The Advertising curriculum is five 
semesters long, whereas Public Relations is only four. One student who had 
switched from Public Relations to Advertising gave a comparative perspec-
tive of the concentration of both majors. She said, “Public Relations is much 
heavier in writing and journalism, being updated with current events and 
Advertising is working in groups under pressure and being exposed to all of 
the agency departments. Public Relations was not broken down that way. 
Advertising is a lot more creative and gives you more freedom.”  

The Students
    In order to understand the kind of people that excel in the School of Ad-
vertising and Public Relations, we had to determine how students within the 
College defined themselves, and how others outside of the College viewed 
them. For Advertising majors, we found that both those inside and outside 
the major described the students as creative. However, outsiders expressed 
the thought that Advertising mainly entails writing and “artsy” things while 
not realizing that it demands many other competencies.
  Advertising students viewed themselves as go-getters and extremely com-
petitive. They saw themselves as people with strong personalities, work-ethic 
and fun-loving. “You have to be able to get along with others and party, then 
show up the next day and get things done” was a quote from one of our Ad-
vertising seniors.
    Public Relations students were also viewed by outsiders as creative, but 
our interviews with Public Relation seniors show that they chose Public Rela-
tions over Advertising mostly because they don’t see themselves as overly 
creative. Public Relations students view themselves as writers who have 
excellent time management and social skills.   
    Another common misconception is that they are all aspiring event plan-
ners. Through our interviews, we discovered that Public Relations students 
do not like being characterized this way. They feel that their career potential 
cannot be limited to one thing. One of our Public Relations senior interview-
ee said, “I feel like majors outside of the College of Communication and In-

OUR TARGET

11



To establish the School of Advertising and Public Relations as offering ma-
jors that are academically challenging. 
    While we found that the School’s main problem was lack of recognition 
and awareness, we also found that those who have heard of the School, have 
a very skewed perception of it. Due to several factors, among them the fact 
that our research showed many students assume that athletes who don’t go 
on to graduate major in CCI, there is a widespread perception that the Col-
lege, and all of the schools in it are easy and not academically challenging. 
For this reason, one of our objectives is to establish the real identity of the 
School of Advertising and Public Relations as both an academically challeng-
ing and rewarding program.
To establish that the School of Advertising and Public Relations is within the 
the College of Communication Information. 
    We found throughout our research that incoming students came into the 
University hoping to major in Advertising or Public Relations assumed that 
both majors were hosted in the College of Business Administration. Upon 
this assumption, students would speak to advisors from the College of Busi-
ness Administration and be advised to major in Marketing because Advertis-
ing and Public Relations are sub-categories under the marketing umbrella.

Communication Objectives
Increase awareness of the established brand identity of the School of Ad-
vertising and Public Relations to all members of the University, including 
faculty, students and alumni.
    With no recognition of the School as a whole, it would be difficult to re-
cruit students into the majors which is why Gotham Global plans to increase 
recognition and awareness so that the School sees an increase in applicants.

Public Relations Objectives
Increase participation at University events that will increase awareness of 
the School of Advertising and Public Relations.
    Many students said that during their search for majors they attended events 
like information sessions, career fairs, and University-related events where 
they spoke to a representative from the School they decided to major in. 
Gotham Global hopes to spread awareness by being present and at Univer-
sity events with information and promotional materials.

    Through the information given to us by our client, along with our own pri-
mary research, we were able to establish the following campaign objectives:

Marketing Objective:
Increase the amount of Advertising and Public Relations graduates to 60 per 
year. 
   30 Advertising and Public Relations graduates in the Fall, 30 in the Spring 
for a total of 120 graduates in a year.

Secondary Marketing Objective:
Increase the amount of freshmen deciding on Advertising or Public Rela-
tions major at the start of the Fall semester from 0 to 10 for each major. 
    It was concluded that the majority of our students switched into Advertis-
ing and Public Relations from other majors and has never had a consistent 
number of entering freshmen. Therefore, Gotham Global has decided to 
make a push for incoming freshmen declaring Advertising or Public Rela-
tions as a major upon their acceptance into the University. Ten freshmen may 
not seem like a large amount, however, the School of Advertising and Public 
Relations wants the best of the best; individuals that stand out within the 
University as self-motivated and hardworking.

Branding Objectives
To establish identity of the School of Advertising and Public Relations to all 
faculty members, students, and alumni of the University by the end of the 
campaign execution period.
    As gathered throughout research there is no consistent or solid brand im-
age or awareness of the School of Advertising and Public Relations. Establish-
ing an identity of the School is the first step in attaining our marketing objec-
tives. 
To establish a consistent brand identity through all methods of delivery.
    Not only does Gotham Global plan to increase the brand awareness of the 
School of Advertising and Public Relations amongst students, but plans to do 
so in all platforms it is associated with. We want a cohesive brand image on 
all online platforms, catalogues, magazines, and information sessions that 
any student could come in contact with.

CAMPAIGN OBJECTIVES
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Concept Testing:
    Concept Testing was conducted to determine how to better promote and 
recruit for the School of Advertising and Public Relations. Concepts were cre-
ated from the key insights we gathered in primary and secondary research. 
Six concepts were created specifically for each market segment: Advertising 
recruits, Public Relations recruits, and School branding. We randomized 
and distributed these concept tests to participants in person and via email. 
Each of these concepts were evaluated on believability, uniqueness, personal 
relevance, personal intent, and behavioral intent. After viewing each concept 
the respondents were then asked to select their favorite and second favorite, 
then state why the favorite was chosen.

What didn’t work:
   Based on the quantitative data concepts A and F were the two lowest in 
popularity and the different categories (See Chart 1). After looking at the 
qualitative data we found that the respondents thought these were not unique 
or believable to our School making them the weakest. One respondent com-
mented on concept A, saying, “There was nothing positive said about the 
program or anything that made it stand out.” 

Although rated highest in behavioral intent, concept F did not rate high in 
any of the other categories (See Chart 1). Some respondents even attempted 
to research this concept and found no facts to back it up, making in unbeliev-
able. Concepts B and E had average testing results, but a lot of the comments 
left by respondents reflected negatively on their effectiveness. Both ranked 
very well in believability, but respondents noted that this was a generic 
claim. As one interviewee noted, “Every major says it does this.” These con-
cepts are assumed to be part of any major, and not specific to Advertising. 

What worked:
    Concept D, “Alumni of the Advertising program are invested in providing 
networking opportunities to large corporations around the nation,” was our 
most successful concept. Not only was it ranked the highest of both personal 
relevance and personal intent, but it was also the respondent’s overall sec-
ond favorite concept.  One respondent claimed, “We all want to have 
an easy transfer to the professional world and if this major actu-
ally offers that than I am more interested.” Since all other majors also 
provide some kind of networking opportunities, Advertising needs to portray 
how they use their alumni connections in a different way. The small student 
to faculty/alumni ratio is more beneficial to students because it gives students 
the chance to have one-on-one interactions with professionals working in 
their industry as students are entering the industry. Concept C, “The Advertis-
ing program places students in a real world setting”, was the most popular 

CONCEPT TESTING

ADVERTISING

concept and was ranked highest in 
uniqueness. Since we are trying to dif-
ferentiate Advertising from other majors, 
this is one of the most important factors 
in shaping our campaign. “I think real 
world experience is the most im-
portant part of the college experi-
ence.” .
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favored by 14.51% of the respondents. Concept B did not lead in any of the 
evaluations and many respondents negatively viewed it as uninteresting or as 
“crisis control.” Concept C, “Public Relations entails listening to others and 
solving problems” did not lead in any categories.

What worked:
    The concepts that stood out the most to respondents were concepts D and 
E. Concept D, “Writers and public speakers excel in Public Relations,” was 
rated the most believable and overall had the highest average mean on a 
scale of 1 to 5 (see Chart 2). However, concept D was rated the least unique 
among all the other concepts and the least favored by only 11% of the re-
spondents. One respondent said, “I have a Marketing class and it helps me 
practice my public speaking. It’s important for all majors.” We feel like even 
though concept D is believable, it is less likely to break the apathy barrier. 
On the other hand, 24% of respondents liked concept E, “Public Relations 
is an eclectic major that is applicable to many industries,” the most and was 
rated the most unique (see Chart 2). When explaining why concept E was 
most favored, one respondent said, “Majoring in something that pro-
vides a lot of options after graduation is important.” Because of 
these results, we feel like concept E will stand out and resonate most with 
our target market.

What didn’t work:
    Of the six concepts tested, the four weakest were concepts A,B,C, and F. 
Concept F, “The Public Relations program at the University of Tennessee is 
the only accredited Public Relations program in Tennessee,” and concept B, 
“Public Relations pushes students to solve problems quickly,” were each only 
favored by 14.51% of the respondents. Concept B did not lead in any of the 
evaluations and many respondents negatively viewed it as uninteresting or as 
“crisis control.” Concept C, “Public Relations entails listening to others and 
solving problems,” did not lead in any categories of the six concepts tested.
Concept F, “The Public Relations program at the University of Tennessee is 
the only accredited Public Relations program in Tennessee,” and concept B, 
“Public Relations pushes students to solve problems quickly,” were each only

PUBLIC RELATIONS

We felt as a whole that these two concepts were the most successful because 
concept D ranked highest in personal relevance and influence, and concept 
C was the most popular of all the concepts among participants. A combina-
tion of these concepts will help portray the real world setting to Advertis-
ing recruits by enticing them with present learning opportunities and future 
career opportunities.
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What worked:
    Our top concepts were A and C which stated that the School of Advertis-
ing and Public Relations provides a combination of business and creative 
thinking and also provides experience in and out of the classroom. Not only 
did these concepts score highly in being chosen as either favorite or second 
favorite, both of these concepts questions averaged higher than 3 in a 1-5 
scale (see Chart 3). At the end, we decided to combine the concepts of A 
and C given the deciding factor of the quality of comments we received from 
each of these comments. A CCI alumnus stated that she loved C because, “I 
like that it shows that the major will apply to my future.” A College of Busi-
ness Administration graduate stated that they appreciated A because “I think 
the combo of business strategies and creativity are essential elements to 
have in today’s professional environment and many schools have the pro-
pensity to separate these ideas when they should be amalgamated.” Finally, 
an Advertising alumn, who ranked A as the favorite concept and C as the 
second favorite, said “It’s important to be taught by professors you 
respect and to have a communal environment, but at the end of 
the day it’s understanding how to take a business problem and 
turn it into a creative solution that is really going to make a dif-
ference.” The combination of both of the concepts we chose highlight the 
skills that are utilized within both majors and also targets the students who 
want to excel as leaders within the field.

What didn’t work:
    Of the concepts that we tested, concepts B, D, E, and F were the weak-
est. While all of the concepts had similar means among responses on a 1-5 
scale, these concepts had the weakest responses when respondents were 
asked to choose their first and second favorite (see Chart 3). We also received 
qualitative data that suggested that these concepts were weakest. Among 
these three, B was the weakest. One respondent commented on this concept 
saying, “It did not get across the ‘team’ aspect of the school.” Many respond-
ents agreed that this concept was unclear and some said that it would deter 
them from the School, rather than draw them in. It appears that through the 
tests we failed to portray our intended message accurately through concept 
F. Our intended message was that the School gives real world experience by 
giving students the opportunity to work with others. One respondent said,  
“This concept might be a great reason to join a Sorority or Fraternity, but not 
to those serious about a career in the field.” Similar to concept F, concept E 
could have been stronger and was unclear to respondents. After analyzing 
the comments, we feel that  we should have emphasized the networking op-
portunities the School’s faculty can provide, rather than the research they are 
doing. One respondent brought this to our attention, saying, “The fact that 
faculty continue their research while teaching doesn’t mean that students are 
given an education that uses industry practices…much of faculty research is 
academic and fundamental, not applied and practical.”

BRANDING
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    The positioning statement we’ve come up with for branding the School is: 
“The School of Advertising and Public Relations provides business and crea-
tive thinking through real world experience inside and out of the classroom.” 
After analyzing our results from concept testing, we have developed a new 
branding strategy. We want the School of Advertising and Public Relations 
to be seen as an outlet that provides a combination of business and creative 
thinking, as well as an experience that is similar to the workforce. Our origi-
nal positioning statement has been altered through feedback we were given 
during the concept tests. 
    The students and alumni of the School will have an emotional connection 
to this description because they understand what the School has to offer. Our 
School stands out from the competition because it provides the only cur-
riculum within the University that offers a combination of both creative and 
business.
The majority of students within the program ended up switching to their 
major from another one. This branding strategy will target recruits who are 
unhappy in their current major and looking to find something better suited to 
either their business or creative characteristics.
    Through reaching these present and future alumni, colleagues, and con-
nections, the School’s branding strategy will promote advocacy that will draw 
in more recruits to the School. Since this statement was formed by an alum-
nus, our branding statement will resonate with the audience that has both 
graduated the program and are currently in it. By using statements said by 

BRANDING STRATEGY

The School of 
Advertising and Public 

Relations provides busi-
ness and creative thinking 
through real world experi-

ence inside and out of 
the classroom.

The
Advertising

program places students in 
a real world setting and pro-

vides them with Alumni contacts 
that are invested in providing net-

working opportunities to large 
corporations around the 

nation.

alumni, the brand of the School will be ubiquitous throughout all members 
within the School as well as those with some connection to it.
    Based on the positioning statements, three creative strategy statements 
were created for both the Advertising and Public Relations program. Sam-
plesof each strategy followed by a brief questionnaire were developed for 
testing (see Appendix 5). Each group member was responsible for distributing 
one series of Advertising strategies and one series of Public Relations strate-
gies to pinpoint key insights and opinions on what particular components of 
each ad worked and did not work.

1. The “Diversity” Strategy 
“People with diverse strengths and social interests can thrive in Advertising 

because of the variety of clients and divisions within the School.” 
    The “Diversity” strategy was the favorite among the target. Not only was it 
the best representation of our position statement, but it also tested well with 
students. It shows the uniqueness of the program and how it is open to all 
ideas and people. The black and white images with pops of color were seen 
as visually appealing. After receiving feedback during testing this strategy, 

CREATIVE STRATEGY TESTING

ADVERTISING

Gotham Global chose to improve 
the advertisment by including so-
cial media links and a body copy 
with a call to action to further 
explain the message. 
    Gotham Global also decided 
to enlarge the program’s logo so 
the target knows that it is the 
Advertising program and not just 
an advertisement for UT.
 

The Public 
Relations program is an 

applicable major to many 
industries where writers  & 

public speakers excel.
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2. The “Alumni” Strategy
“Our alumni network spans all over the country and 

provides a contact for students.”
     Our “Alumni” strategy was surprisingly the weakest of the Advertising 
strategies. Target respondents seemed impressed by our alumni having an 
outstanding position with Nike. However, interviewees did not think that this 
strategy was a good portrayal of our positioning statement. One respondent 
said, “This strategy doesn’t show business and creative. The ad itself looks 
creative but doesn’t get the 
message across.” Another 
respondent expressed that 
it seemed like the 
advertisement was trying
too hard by “name dropping”
such a big business like Nike.
Along with other quotes 
based on this strategy’s lack 
of showing the combination 
of business and creative,
this strategy was not chosen
as a favorite among any of 
the target respondents. Given 
the lack of success of the
“Alumni” strategy, the
advertisements should only 
mention this strategy in body copy to explain our impressive alumni.

3. The “Real World” Strategy
“Real world experience in the classroom better prepares

 students for jobs after graduation.”
     This strategy was accepted well among the target, but it did not stand out 
enough. The target liked the simple, direct, and visually appealing layout, but 
they understood the message. The target did not respond well to this adver-
tisement because it is showing what a career in Advertising is like after you 
graduate and not what it is like as a student. This was not a clear representa-
tion of our positioning statement and didn’t have a call to action message. 
The message we tried to depict was “A new view of the business world”
by showing how an agency environment is more laid back than a traditional
business environment, 
but lack of body copy
made it unclear.

The Advertising program is one that combines business and creative thinking bringing people
 with different interests together while keeping close ties to its alumni. 

Due to the enormously positive reaction and its depiction of how the Advertising program combines business and creative, the “Diversity” 
strategy is the clear choice that will appeal to the target of undecided Freshmen and Sophomores. Incorporating the “Real World” and “Alum-
ni” strategies through concise body copy will add a better developed image of the program by highlighting who the program is for and what 

you can do after graduation. By doing this, the Advertising program will see an increase in awareness from its target and ultimately attract more 
students to the program. 

THE BIG IDEA
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1. The “Diversity” Strategy
“People with diverse strengths and social interests can thrive in Public Rela-

tions because of the variety of clients and divisions within the School.”
    The “Diversity” strategy tested the strongest among our target audience. 
They understood the message of the Public Relations major, which was to be 
who you are. Students can be diverse and have different passions because it 
makes the program 
as a whole stronger. 
The message was seen 
as more direct and a 
respondent said it was
“relatable, realistic, 
and used real people
they could relate to.” 
To improve the
advertisement,
Gotham Global has 
decided to include a
call to action by 
adding body copy. We
also decided to change 
the wording in the 
headlines to attract skills 
from a broader audience.
It was also suggested that 
we make the image black 
and white with colorful font boxes to make the copy easier to read. 

2. The “Skills” Strategy
“PR students learn many skills that they 

can apply to different professions.”
    Of the three Public Relation’s strate-
gies the “Skills” strategy tested the weak-
est. The target liked the tagline and the 
message of the advertisement, but they 
said it was not visually pleasing and 
looked unprofessional. The target said 
the visuals did not portray the differ-
ent careers of Public Relations, and the 
background images were confusing and 
made the advertisement look cluttered. 
Overall, the “Skills” strategy was by 
far the least favorable and was recom-
mended by our target respondents to not 
incorporate this strategy with the others.

PUBLIC RELATIONS
Let Your Skills Choose The Job.

Not The Other Way Around.

Competence Through Variety
The Public Relations Program at

College of Communication and Information

3. The “Alumni” Strategy 
“Our alumni network spans all over the country 

and provides a contact for students.”
   Even though there was a positive response to the “Alumni” strategy, it was 
not depicting how the Public Relations, alumni contacts were better than 
any other major’s contacts. The target liked the NFL as representation of the 
program’simpressive connections 
because it was a well-recognized 
name and was appealing to both 
males and females. This was an 
overall successful strategy because 
it showed how having the right
connections can open a lot of 
doors for students, which is a main
concern for recent graduates. 
However, it wasn’t the best 
reflection of the program as a 
whole and wouldn’t be 
as effective in recruiting
new students.
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  The Public Relations program is one that is made up of a diverse, 
skilled group of individuals supported by 

a successful network of alumni. 
The strategy that received the highest praise from the target respondents 
was the “Diversity” strategy due to its relevance to the target and its rep-
resentation of the positioning statement. This strategy was the obvious 
winner, however, target respondents made a few suggestions that must 
be considered. Placing parts from the “Skills” and “Alumni” strategies in  
body copy would enhance the creative and attract our target even more. 
This way, viewers will get to see what type of people fit in the PR pro-
gram and what you can do with the major post graduation.

THE BIG IDEA

   Through close networking opportunities, a “real world” course environ-
ment, and a versatile education that is applicable to numerous industries, 
the target audience can graduate with confidence in the applicability of their 
niche skill sets. To show this, Gotham Global will take a creative approach 
that will appeal to our target audience with the idea that the Advertising and 
Public Relations program is versatile. The School teaches material that deals 
with the business and creative sides of both Advertising and Public Relations 
while showing students the different careers they could go into after gradu-
ation. The students in the program come from all different realms and find 
their niche in the ever changing industry that is Advertising and Public Rela-
tions while maintaining their own personal identity and interests. The crea-
tive approach will symbolize not only the program but the people that are 
successful in it. We want the target to realize that the School of Advertising 
and Public Relations is where business people, artistic people, and those that 
fall in between can be successful.
     Our campaign will highlight the different personalities of the School. We 
want to show that students from all walks of life can be successful by offering

CREATIVE OBJECTIVES

something unique, whether it be creative/design, conducting research, writ-
ing, or planning. This will display how different personalities work together 
in our school and in different aspects of each industry. Students are given 
the creative freedom to be themselves because it is seen as a strength. The 
School of Advertising and Public Relations isn’t a cookie cutter school and 
pushes students to think outside the box. Students are encouraged to see that 
there is no “right” way to do something and each solution is as unique as the 
problem.
    Through our research we found that our target audience has skills that 
pertain to the two majors, but were unaware of the School. Our objectives 
define what we want our target audience to think, feel, and do.

Do: 
We want our target 

to look into the School of 
Ad and PR using the website 

and social media platforms and 
consider taking the introductory 

classes to each major.

Think: 
We want our 

target to think that the 
School of Ad and PR is an 
unique school that teaches 

business and creative 
skills.Feel:

 We want our tar-
get to feel that they can be 

part of the School of Ad and 
PR no matter what social 

interests they have.
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because when people reference the 
major they say “Ad.” We chose Uni-
versity colors so that it ties into the 
“Big Orange Big Ideas” theme. The 
colors we are choosing to designate 
are red for Advertising and yellow for 
Public Relations. The combination of 
the two colors creates orange which 
will represent the College of Commu-
nication and Information. Red is the 
color of passion and determination 
which is why we chose to designate 
this color for Advertising to exemplify 
the mindsets that students. Yellow is 
the color of energy and attention 

    The School of Advertising and Public Relations is one of a kind within the 
University because it provides a means for students to showcase their crea-
tive and business abilities. While the School exceptional, it is currently lost 
within the clutter. The strategies and tactics that we are placing within this 
campaign will allow the School to stand out amongst the clutter and entice 
our target audience to not only find out more information about the School, 
but to also decide on applying their business and creative skills within Adver-
tising or Public Relations. We will highlight the success of current and past 
students within the School in order to raise the image of the School as well as 
the College as a whole. A “high tide raises all boats” mindset will be commu-
nicated across every aspect of our campaign in an effort to highlight the skills 
and abilities students are able to sharpen and develop upon completing the 
major.
The Logo
    The logo that we chose to create for the School is simple and symmetrical. 
We took the “V” out of ADV to make it more symmetric to PR and also

THE CAMPAIGN 

Start Date: 1/1/14 January February March/April May         June                                                    June July August Sepember Oct./Nov. December January

Weeks 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7

Website Updates

Social Media Updates

Choose Interns

Orientation Presence

Welcome Week Events

AD/PR Career Fair

University Career Fairs 

Blackboard Banner Update

AD Club/PRSSA Visit Intro Class

Daily Beacon Ads

Assessment

Social Media Assessment

getting. It can also be used as a warning which correlated perfectly with the 
crisis management aspects of public relations. 
    The logo will be placed on promotional items that will be handed out by the 
School i.e. pens, cups, School banner, and postcards. The College of Communi-
cation logo will be on all the ads because there is such a disconnect within the 
University on the whereabouts of what College the School is in. In the words of 
Dr. Hoy, we chose to keep our logo “buisness clean and artsy-fartsy.”
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than they do for the other majors.
    In order to keep the University’s brand image consistent, we are restricted 
to how much we can change the School of Advertising and Public Relations’ 
web page. All websites associated on the UTK portal are mandated by OIT 
and the brand restrictions placed by the University. All of the pages within 
the UTK portal are all supposed to fit the same design layout. Along with 
website restrictions, there are also numerous guidelines affecting the usage of 
social media and other promotional materials that could be used in generat-
ing a campaign.

Limitations
    Building a full-blown Advertising campaign on a budget of $1,800 is not 
the easiest of tasks. This budget was our first of many limitations we faced 
because it required us to think outside of traditional media. The problem we 
found with having to focus heavily on social media and the website is that 
our research indicates that students are not heavily involved with companies 
online. Instead of plastering the University with flyers and really getting our 
name out there, we are relying on our ideas to be able to break the barrier of 
brand apathy online to reach our target audience.
   Another limitation we faced is our ability to reposition the School at Uni 
versity events. For instance, after meeting with the Director of Admissions, 
Dr. Broadhead, we discovered that the College of Communication and Infor-
mation is the key promoter at events. While we are granted an ambassador 
for the School, we cannot promote ourselves any more than the other Col-
leges are allowed. At events like Orientation and Open Houses, the School 
of Advertising and Public Relations is not actually allotted a booth, because 
it is the College of Communications that gets a booth. It is on representatives 
for the College to promote the School, but it will not be promoting any more

Start Date: 1/1/14 January February March/April May         June                                                    June July August Sepember Oct./Nov. December January

Weeks 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7 8-14 15-21 22-31 1-7

Website Updates

Social Media Updates

Choose Interns

Orientation Presence

Welcome Week Events

AD/PR Career Fair

University Career Fairs 

Blackboard Banner Update

AD Club/PRSSA Visit Intro Class

Daily Beacon Ads

Assessment

Social Media Assessment

    Along with our inability to change the website and other 
online restrictions, our branding and design must follow 
the University of Tennessee’sbrand image. We were limited 
to our color choices and imagery, because the University 
wants all the design to be consistent through all pages. This 
caused some trouble in our creative testing because many 
responses felt that it was hard to distinguish between the 
University and the School of Advertising and Public Rela-
tions. The University logo is required in all of our advertise-
ments, which lessened the ability to make the School the 
focal point.
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We feel even with the change from undecided majors to Exploratory majors 
this process will be similar. Because of this, we feel that beginning our cam-
paign in January will reach the largest portion of our target at the most op-
portune time. We will create buzz in the months leading up to the campaign 
launch using the School’s current social media platforms.
 
Media Strategies
    Gotham Global understands that incoming students are not aware of the 
School of Advertising and Public Relations. Most students outside of the 
programs don’t even know that it exists by the time they graduate. Because 
of this, we will focus our campaign in a way that gives the school of Adver-
tising and Public Relations top of mind awareness once the student decides 
to begin their search for a major. This will work very well with a low budget 
and allow us to use all of our resources efficiently. The year long campaign 
will have a solid foundation of brand identity on the school’s website, which 
is where our target will be able to register for the major they choose. Social 
media will serve as a brand awareness and promotion hub, as well as a traf-
fic generator for the school’s official page, and a promotional tool for events. 
The events, which will happen jointly with the school’s already established 
career and job fairs, will serve as further sources of information and provide 
brand consistency with all other media.

MEDIA
Media Objectives
   The main focus of our media objectives is to raise awareness of the School 
of Advertising and Public Relations, provide accurate information and clear 
up common misconceptions. In order to successfully raise awareness and 
recruit for the School of Advertising and Public Relations, Gotham Global 
must have cohesive presence in multiple media. However, with a restrictive 
budget, an effective use of a variety of media will prove to be challenging. 
Therefore we plan to update the current website and social media accounts 
to make them more engaging to current and prospective students. As previ-
ously stated, our target market is segmented into three separate segments. 
For the purpose of reaching out to the target audiences through the use of 
media, we plan to use the same methods for both targets. With the increase 
in restrictions being placed on incoming freshmen and the vast number of 
majors offered by the University, it is very important for us to increase aware-
ness of the School of Advertising and Public Relations to students. We need 
to differentiate the School from its competitors to make it stand out.
   Perfect timing is essential for this campaign to effectively draw students 
to the School and raise campus-wide awareness of what it offers. From our 
primary research, we discovered that the majority of freshmen that enter the 
University unsure of a major, will declare a major during the Spring semester.
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    We have been given a budget of $1800 in order to promote the School of 
Advertising and Public Relations. We will allocate the majority of our budget 
to creating original print materials including posters of our winning crea-
tive concepts to place throughout the College, and postcards that outline 
both majors and give information about the School. The postcards can also 
be distributed at various events throughout the year including Orientation, 
Wel come Week activities, and College Fairs. They can also be placed in the 
advising office for the School and the College of Communication and Infor-
mation.
    Another large portion of our budget is allocated to having 250 cups and 
300 pens made with the new logo for the School on them that can be distrib-
uted at events. Having these items to hand out will give students an added 
incentive to visit our booth and give us an added edge in recruiting more 
students. In addition to using free products to draw peo ple to our booths at 
events, we plan to pur chase a new, more eye-catching banner that represents 
the new brand of the School.
    Five ads will be purchased and ran in the University newspaper, The Daily 
Beacon. Two advertisements will run at the start of our campaign in January, 

BUDGET one for each major, and again during Welcome Week in August at the start 
of the 2014-2015 school year. These ads will ensure exposure to our target 
of incoming freshman at the start of their attendance at UT as well as our 
target of switchers who, through research, were found to make their move to 
a different major at the start of second semester sophomore year.  The adver-
tisement shown in Appendix 5 will run in The Daily Beacon at the beginning 
of February to promote our Career and Internship Fair that will take place at 
the end of February.  This event will give students the opportunity to network 
with professionals in both fields and find out about possible jobs and intern-
ships available to them. We are allotting $375 to create 500 flyers for various 
upcoming events.  These flyers would be created as the events are deter-
mined.
    The remainder of our budget ($310.97) will be distributed evenly between 
PRSSA and Ad Club. As indicated by Dr. Broadhead, these clubs are one 
of our best assets in drawing people to our major. Because these clubs are 
not mandated by the same restrictions as promoting either major, providing 
excess funds to these organizations will allow them to promote the School 
by promoting itself. By supplying the clubs with these excess funds, they can 
purchase promotional and print materials that will help in promoting and 
expanding both the clubs and majors.

23



University’s Website
    A major problem that was concluded through research of the current 
brand, was that the website needs improvement. While it is necessary for the 
design of the page to be mandated by University standards, a few additions 
can be added to improve the image of the School and website. Since intern-
ships are heavily emphasized throughout the program, a link to local Adver-
tising agencies and Public Relations firms can be added to show students 
how many opportunities there are to gain additional experience within their 
major outside of the classroom. 
    In order to showcase what the majors within the School actually do, the 
winning campaigns in ADV470, PR470, and ADV/PR490 should be pub-
lished on the website. By showcasing work done by students within the 
School, prospective students will be able to gain a better understanding of 
what students achieve within their educational experience. In addition to 
providing examples of work created by students in their final semesters in the 
program, the class course descriptions can also be improved. A detailed de-
scription of the courses students will take in both programs will give students 
a better grasp on what they will do with their major. Pictures of roughs cre-
ated in 310 and 350 as well as examples of projects from 340 will show stu-
dents that the School doesn’t just provide an education limited to creative or 
business, but is a combination of both. The School of Advertising and Pub lic 
Relations not only has a wide variety of alumni contacts in large corporations 
around the country, but these alumni are also supportive of the School and 
willing to help promote the brand. A link featuring alumni contacts along 
with their current employer would be a great way to show incoming students 
how they can achieve jobs after graduation by majoring in Advertising and 
Public Relations. Research proved that finding a job post-graduation was a 
critical factor in choosing a major, so providing these contacts to our target 
will be a great way to motivate them to apply to become an Advertising or 
Public Relations major. By fulfilling these tactics laid out for the website we 
will be fulfilling our branding and communication objectives.
    

Blackboard
    Blackboard will be utilized to better promote the School as well as provid-
ing more information on the programs. Given the advertisements we created, 
these will be posted on the Comm 150, ADV 250, and PR 270 blackboard 
sites. These advertisements will be targeted directly to our target audience 
through Blackboard. Along with providing our advertisements, a PDF version 
of our postcard will also be linked to the Blackboard sites so that the students 
within the introductory courses will gain a better knowledge of the Advertis-
ing and Public Relations program. This will satisfy our branding objectives 
and potentially our marketing objectives if these students decide to continue 
each major.

WEBSITES
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Facebook
    The Facebook cover photo and picture will also be changed to reflect 
the School’s brand image. The content on this platform does not need to be 
changed, seeing as the School does a good job handling this account as is. 
In order to generate more likes for the School, this platform will be promoted 
through events and the website as a resource for students to gain more infor-
mation. The interviews with current and past 
students that are currently posted on the social media platforms can be ed-
ited to include a final question
that will be used to promote
our creative strategy.
The last question will ask,
“Show us your “crazy socks”
because the “big idea” of our
creative depicts the diversity 
of personalities within the
program as well as the
combination of business
and creative that each
student contains.

    Seeing as the budget for this campaign is very limited, a heavy empha-
sis will be placed on the School’s presence on social media platforms. The 
School already has presence on Facebook and Twitter, but we would like to 
expand this onto other platforms like Instagram, and Pinterest. All of the links 
to the social media platforms will be added to the School’s website. Our new 
logo will be added to all platforms as well as cover photos that will fit the 
School’s new brand. 
    Currently, The School of Advertising and Public Relations has a weak fol-
lowing on all of its social media platforms. With Facebook currently having 
300 likes and Twitter only 159 followers, the first and most important chal-
lenge is creating a solid audience and finding a way to continuously make it 
grow.
    In order to address this, Gotham Global has decided to target the intro-
ductory classes of ADV250, PR270 and COMM 150. These introductory 
classes are required for all CCI students and provide a large pool of prospec-
tive School of Advertising and Public Relations recruits. The students in this 
class have not declared a major yet, and are in an ideal timeframe to learn 
and discover more about the School of Advertising and Public Relations. 
With each class having an average of 250 students our aim is to have at least 
half of those students become involved with The School of Advertising and 
Public Relations on social media. We will define involvement as “liking” the 
School’s facebook page and becoming a follower on any other platform. If 
we reach this goal, the school will have 125 new social media interactions 
every semester.

SOCIAL MEDIA

Internships
    In order to efficiently update and maintain a presence on all social me-
dia platforms, The School of Advertising and Public Relations will hire two 
unpaid interns each year. This internship will not only provide students the 
chance to gain more social media experience outside of the classroom, but 
will also provide more help to the faculty who are currently maintaining the 
social media platforms. Having one intern from each major will allow the 
content on the social media platforms consistent and informative from each 
industry.
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Instagram
 Seeing as this platform is limited to mobile devices, a hashtag and 
handle will be created for the School so that students can upload pictures 
and associate them with the School. The hashtag for this platform will be 
#SchoolofADPR but the hashtags being used for Twitter are also applicable. 
This platform atures of the students hanging out outside of the classroom. The 
photos will also be able to show the location of the School which will aid 
students in finding where Advertising and Public Relations majors are locat-
ed. In order to incorporate “show us your “crazy socks”” into this platform, 
students will be asked via Facebook and Twitter posts to post a picture of our 
students doing or wearing something that makes them different.

Pinterest
    Though we did not find any information on Pinterest through our sec-
ondary research, we still thought that this platform would be a great way to 
attract a female demographic. The campaign packet showed that 90 percent 
of Public Relations are female and the majority of Pinterest users are female 
at 80 percent.  Because of this stronghold that this platform has on the fe-
male demographic, Pinterest account will be created for the School that will 
contain advertising and public relations “boards” that will organize “pins” 
related to aspects of both industries. Pictures of roughs and class assignments 
can also be uploaded to showcase student work. A “follow me on Pinterest” 
button will be added to the website to encourage current and prospective

students to visit the page. 
There will be a board for 
Public Relations, Advertis-
ing, and all the aspects of 
both industries. There will 
be a board for the School of 
Advertising and Public Rela-
tions where we can show-
case student work. Finally, 
a board will be created to 
showcase business elements 
along with a board to show-
case creative quirks. 

Twitter
    Not only will the cover photo and picture be changed to better illustrate 
our brand image, but we will provide specific hashtags for students to tweet 
with. Because Advertising 250 and Public Relations 270 held such an em-
phasis in the decision for students to major in either major, these classes will 
be heavily promoted through Twitter, as well as Communications 150. The 
twitter handle will be @UTKADPR. A hashtag will be created for each class 
for students to interact online during the class. The classes will promote the 
following hashtags: #UTKComm150,  #UTKADV250, and #UTKPR270. Stu-
dents will use the designated hashtags to tweet the information that is being 
taught during class, interact with each other, and to catch up on what hap-
pened in class if they happened to miss. 

    The hashtag, #UTSchoolofADPR will be created for the School so that 
students, alumni and faculty can all engage and promote the School through 
this platform. This hashtag could also be used by followers outside of the 
School which will generate shared media for the School.
    In order to incorporate “show us your “crazy socks” Tweets will be gener-
ated asking students to respond with pictures or tweets that showcase their 
business and creative mix. A hashtag of #ShowUsYourSocks 
will be used for all 
responses.
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E-blast Newsletter
    Once a semester 
a newsletter will be 
sent to current alumni. 
The e-blast is detailed 
in Appendix 5. This 
newsletter will be used 
to generate social me-
dia engagement, possi-
ble donation requests, 
and will keep the 
alumni involved with 
what the School and 
organizations within it 
are currently doing. It 
will also give dates to 
events and career fairs 
that alumni can attend 
and participate with 
their alma mater.

AD CLUB/PRSSA
   After discovering how both our direct and indirect competitors utilize the 
help of clubs and organizations to brand their schools, Gotham Global plans 
to distribute the rest of the budget to Ad Club and PRSSA. We have conclud-
ed that the involvement of these two clubs in the new campaign would allow 
us to very effectively communicate the School’s new branding, much like the 
Ad Lab does at BYU and GLS does for the College of Business Administra-
tion. For this to be possible, the clubs need additional funds.
   Through research of our competitors, it was shown through other Universi-
ties that the student organizations within each major are a huge selling point 
in recruiting students. Both BYU and Texas are running their organizations 
as in-house agencies and firms. If we could grow AdClub and PRSSA into an 
organizations similar to our competition, then promoting the School can be 
done through both clubs. Ad Club and PRSSA can offer their services in

advertising and public relations to outside organizations that are needing 
help with promotions. Ad Club can offer making logos and flyers, and PRSSA 
can offer help in gaining sponsorships and promoting their brand. Not only 
will this give more experience to the students within AdClub and PRSSA, but 
it will also spread the word of the School as a whole. 
    Since PRSSA is ran by professionals, and therefore has a much stricter 
agenda, we have decided to focus on Ad Club, which is student ran and 
more open to take on new functions. Currently, the only requirement Ad 
Club is given by its faculty aide, is to provide meetings for students to meet 
professionals and raise funds. Gotham Global aims to make both of those ob-
jectives easier to accomplish and more beneficial to the School by providing 
the club a budget and outline with which to execute its tasks. Currently, part 
of our campaign aims to have the School of Advertising and Public Relations 
tables and seminar at career fairs, Ad Club however, is free to run Advertising 
and Public Relations specific career and internship fairs that can allow for 
better contacts and networking for the School’s students.
    With the new budget, Ad Club will be able to host its own career fairs, 
allow for socials with which to interact with alumni afterwards, and offer gifts 
as a thank you to those alumni who reach out and attend the events. Ad Club 
will be able to create its own promotional campaigns for each event, which 
will also serve the officers with greater experience. Funds can also be used 
the help students attend the annual New York and Atlanta Ad Club trips, all 
in an effort to provide students more face to face time with professionals and 
alumni that will continue to reinforce the School’s brand. Ad club will func-
tion as a faculty run agency that’s student executed. Without a more involved 
faculty member; gaining and maintaining clients will be too much for the 
officers to execute on top of their senior year school work.

University Events
    The School’s participation in events around campus is a vital part to getting 
recognition amongst our target. Especially during orientation and the first 
week of classes, promoting the School’s brand to incoming freshman will 
be a critical part in getting undecided students to explore majors within the 
College of Communication Information. According to Dr. Broadhead, groups 
and organizations have more leeway in attending University events therefor 
Ad Club and PRSSA will have tables set up at many University events. Those 
events that the School of Advertising and Public Relations can attend, will do

EVENTS

27



The Daily Beacon
    Because The Daily Beacon’s office is also within the College of Communi-
cation and Information, student workers should be contacted to cover events 
within the School of Advertising and Public Relations. Campaigns presenta 
tions, guest speakers, and events are a great way to generate shared media 
by having a story covered through this vehicle. Student writers are constantly 
looking for stories to run within the paper, so the interns that we designate 
to manage the social media platforms could also contact Beacon editors as 
well. 

PRINTso as well. The School, Ad Club, and PRSSA 
will set up a table at Welcome Week 
events, Career Fairs, and Open Houses to 
provide information to curious students. 
They will also be proactive to recruiting in-
coming freshman throughout the entirety of 
orientation. A brochure will be created and 
distributed as well as free merchandise to 
entice students to speak to a School or club 
representative which are detailed
within the campaign budget. By 
attending University events this will satisfy 
all of our objectives in
spreading awareness of the School and 
each major in an attempt to recruit stu-
dents.

AD/PR Career Fair
    Through research we found that a lot of 
students discovered their major through 
career fairs. It was also concluded that stu-
dents want to major in something that not 
allows them to be versatile in the workforce

but will also help them land a job after graduation. The School of Advertising 
and Public Relations has numerous contacts both locally and nationally so 
we are suggesting that the School 
recruit these contacts to attend an 
Advertising and Public Relations 
career fair. Similar to what the
 Supply Chain Management
 program within the College of
 Business Administration does,
we want the School to stand out
 from the College of Communication
 and Information so that both the
 program and College can eventually 
gain a prestigious recognition.
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Posters
    The College of Communication Information not only is home to a select 
few majors, but also houses many offices that all students within the Univer-
sity have to visit. With the Registrar, Bursar, Financial Aid, and the College 
also being the place where visitors check in; the School of Advertising and 
Public Relations has the ability to gain more recognition than other College 
majors through heavy promotion. In order to accomplish this, we are go-
ing to create six posters (three Advertising, three Public Relations)  using the 
Advertising and Public Relations print advertisements we have created. Two 
posters will be hung in the Scripps Lab, two will be in the School’s office, 
and two will be on the second floor of the building given the heavy traffic to 
both advising and the Bursar’s and Registrar’s office.

    In addition to the shared media that can be generated through this vehicle, 
we will also purchase five advertisements within the paper. Two advertise-
ments will be for the Advertising major and two for Public Relations. The 
fifth and final advertisements will be for the Advertising and Public Relations 
career fair that we specified earlier. The timeline of the ads being placed are 
depicted in Campaign Timetable. Both of these ads will not only target our 
audience of incoming freshmen, but it will also reach the switchers who tend 
to make the decision to switch to Advertising or Public Relations in the sec-
ond semester of their sophomore year. The ad will feature the School’s logo 
and details on how to get more informationon the website and social media 
platforms.
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Campaign Books
    We want incoming students to get a full understanding of what Advertising 
and Public Relations do. In order to accomplish this, we need to showcase 
student work. In addition to showcasing winning campaigns from Advertising 
and Public Relations classes along with other student work that would be ben-
eficial to showcase for incoming students to review. We are also suggesting 
that these printed books and works be available in the School’s office, Scripps 
Lab, and in the College’s advising office. This “gallery” of student work will 
serve as both a branding and recruiting tool for the School. It will show pride 
in the work the students provide as well as a preview of the skills one will 
gain and the work future students will be able to produce upon completion of 
their major.

Postcards
    Postcards will be available at all events 
that the School, Ad Club, and PRSSA 
attend. These cardstock postcards are 
depicted in Appendix 5 and one will 
describe the Advertising program, and 
one the Public Relations. These post-
cards should also be available within the 
School’s office and the advising office so 
that incoming students can gain more 
information on either major. 

Flyers
    We are also allocating a portion of our 
budget to paper flyers that PRSSA and 
Ad Club can use to post around campus. 
These flyers can be used to promote the 
career fair, events, and any other function 
that these clubs attend or promote. 

30



    In order to evaluate our campaign, we will measure several different indi-
cators of success. First and foremost, at the end of the long year campaign we 
will confirm if the goal of 60 majors per semester has been reached. To assess 
if the increase in majors can be attributed to our campaign, we will place the 
following practices into action:
-Advisors will ask students prior to gaining information what they know 
about the major and how they heard about it, this can be done verbally or 
through a brief form. This will allow us to measure if the correct branding 
message is being communicated across, and if that is what enticed the pro-
spective student to learn more about the major.
    -A survey will be given to students who visit the School’s table at events to 
see if our branding message is being clearly and effectively communicated. 
This survey can be performed online using free services such as Surveymon-
key.com
   

ASSESMENT

    Throughout our research and building this campaign, there are a few 
things we found worth mentioning as recommendations. For instance, after 
meeting with an advisor for the College of Communication and Information, 
Mr. Peterman, and seeing the information handed out to students interested 
in the College, we recommend that the pamphlets and informational flyers 
be updated. The current folder handed to prospective students does not flow 
with the campaign we’ve built, and does not accurately express the brand 
image for the School of Advertising and Public Relations. 
    We also noticed through our research that Ad Club is not performing to its 
utmost ability. For this reason we are recommending that a faculty member 
take charge in leading Ad Club, but still allowing it to be student run. Stu-
dents elected as leaders will still have the ability to plan the meetings and 
draw in other students, but the faculty member will make sure they are being 
productive and effective. This faculty member will be in charge of making 
sure the Ad Club is staying active and involved in the University community. 
PRSSA informed us that they attend many University events, and we would 
like the faculty member also to keep them on top of attending events to pro-
mote the club and the School.

RECOMMENDATIONS  - A survey will be given at the end of Comm 150, ADV 250, and PR 270 to 
evaluate student’s willingness to enroll in each major, and to gage their im-
age of the College.
    - The School already has a subscription to Hootsuite so this will be able 
to monitor Twitter and Facebook. Facebook analytics will also be used to 
monitor the engagement through this platform from the start of the campaign 
to the finish. The School will also run reports on engagement in the new 
platforms that we suggested at the end of the campaign to see how successful 
they were in reaching our target.    

 When faced with the challenge to brand the School of Advertising and Pub-
lic Relations, Gotham Global strove to achieve what our client desired and 
fully assess and solve issues that were unknown by faculty members of the 
School. Not only was the objective of branding achieved, but a plan was set 
in place to recruit potential students. Because the campaign was created by 
students within the School, we were able to best see what strategies needed 
to be administered to ensure a successful future. After a semester of  research 
and work, it was concluded through our campaign not what, but who the 
School of Advertising and Public Relations is. Understanding the type of peo-
ple that excel within the program i.e. faculty, current students, and alumni 
ultimately provided the greatest inspiration in our campaign. 
    Through this process we gained knowledge that our target are those indi-
viduals that have the ability to develop creative solutions to business prob-
lems. The School will not only provide a means for students to fully develop 
these skills and passions, but will also provide them with the experience nec-
essary to apply to a career. Keeping this in mind, Gotham Global developed 
a campaign that not only communicates our client’s new identity, but will 
also entice prospective students to acquire more information on the School 
and the desire to major within the program. Our diversity is our strength, 
and the School of Advertising and Public Relations is for students wanting to 
achieve more within a major, and more within a career.

CONCLUSION
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