










Situation Analysis  A D P R

Overview
The College

	
 The College of Communication and Information was created in 1969 when 
the University of Tennessee combined the Advertising and Broadcasting programs 
with the Journalism program. Later, in 1997, the Speech Communication 
Department joined the College, after separating from the College of Arts and 
Sciences. In 2002, the College was joined by the School of Information Sciences to 
form the current College of Communication and Information. Finally, in 2003, the 
Public Relations program was added to the Department of Advertising. 
	   Currently, there are four schools within the College of Communication and 
Information. The four schools are the School of Advertising and Public Relations, 
the School of Journalism and Electronic Media, the School of Communication 
Studies and the School of Information Sciences. From these four schools, students 
may choose from four majors: Advertising (BS), Public Relations (BS), Journalism 
and Electronic Media (BS) or Communication Studies (BA). The School of 
Information Sciences is only for those students seeking to add a minor to their 
current degree or plan on completing a graduate degree. A minor may also be 
earned in Journalism and Electronic Media but not Advertising or Public Relations. 
The programs offered in the College are all accredited and widely known within 
their respective industries. The College offers multiple study-abroad opportunities, 
scholarships and innovative curriculums. It also houses a technologically up-to-date 
study facility for students called the Scripps Convergence Lab. Many internship 
opportunities are offered through the College that provide valuable real-world work 
experience.32

Current Environment
	
 Between the Fall 2007 and Fall 2012 semesters, the College of 
Communication and Information has seen an unfortunate decline in the number of 
majors declared. After reaching an all-time high in 2009 with 914 declared majors, 
the numbers have dropped more than 25% to 677 in the Fall of 2012, according to 
Table 1. Both Advertising and Public Relations programs have suffered from this 
downward trend, although it has been more severe for Advertising. Because of this, 
the future job security for faculty and the class selection for students is 
unpredictable.33

SEC Trends
	   Enrollment trends for the Advertising and Public Relations majors across 
other SEC schools have varied. In 2010, Alabama boasted over 377 Advertising 
majors and 643 Public Relations majors. These numbers have grown significantly 
since 1996.21 The University of Georgia has also seen a rise in the number of 
undergraduate majors. In 2010, UGA had 273 Advertising majors and 189 Public 
Relations majors. These numbers jumped to 369 Advertising majors and 262 Public 
Relations majors in 2013.28 In contrast, the University of Florida has seen a decline 
in these majors. From 2003 to 2013, Advertising majors at the University of Florida 
fell from 711 to 552 while Public Relations fell from 733 to 585.24 While most other 

SEC advertising and public relations programs have seen an increase in the 
number of students, the University of Tennessee is not the only college to see 
declining numbers in recent years.
Table 1: CCI Major Breakdown By Year

 

                                                

                                                Source: Dr. Luther’s 14 Day Enrollment Trends Across Majors

Quest to Become Top-25
	
 The University of Tennessee is on a mission to become one of the top 
25 public universities in the country. The University has begun taking great 
strides in accomplishing that, including an entirely new branding campaign 
entitled "Big Orange, Big Ideas." The campaign is designed to achieve in 
priority areas: retaining and graduating a diverse body of well-educated 
undergraduate students, increasing the number and diversity of graduate 
students, attracting and retaining stellar faculty and staff, strengthening 
capacity and productivity in research, scholarships, and creative activity, and 
continually improving the resource bases.34

Changes for the Future
	   The University of Tennessee has introduced a new major declaration 
system for incoming freshman beginning in Fall 2013. Incoming freshman will 
now be required to declare a major upon acceptance to the University. 
However, there will be two optional majors for those who are undecided upon 
acceptance; University Exploratory and College Exploratory. With this new 
change, students will automatically be accepted into the school that houses 
their major. They will have to begin following the guidelines and requirements 
as freshman to remain in the major. 
	
 This process is different from the current system. Before this new 
system, students could not apply or be accepted until the end of their 

Major in CCI Fall 2008 Fall 2009 Fall 2010 Fall 2011 Fall 2012

Journalism and 
Electronic Media

335 368 356 284 261

Communication 
Studies

314 323 319 269 246

Advertising 105 108 99 95 76

Public Relations 81 115 101 95 94

TOTALS: 835 914 875 743 677

1



PSituation Analysis  A D R
sophomore or junior years to the School of Advertising and Public Relations, 
although this is not the case for all majors campus-wide. The reason for this change 
is to ensure that students will stay on track to graduate within four years, or the 
equivalent of 120 hours. 

uTrack: Take 15, Graduate in 4
	
 The Take 15, Graduate in 4 program will be implemented in the fall of 2013. 
This new system requires students to pay for 15 credit hours regardless of how many 
they take. Currently, whether a student is taking 15 or 12 credit hours, they only pay 
for 12. This program will work hand-in-hand with the uTrack program, helping 
students to graduate in 4 years and save money. 	

	
 uTrack will be introduced in the summer and fall of 2015. This new program 
creates a "road map" of each major so students can see which academic courses they 
must complete and when. The new system alerts students when they are off track so 
that they can either catch up or change majors. The purpose of this new system is to 
keep students on a track to graduate within four years. It also protects students 
against losing scholarships and incurring further debt. The program is also designed 
to help students find a major that fits them the best. The program does this by 
making incoming freshman declare a major or exploratory track prior to the 
beginning of their first semester. The students who choose the exploratory track 
must choose a major by the end of their fourth semester. This gives the students time 
to explore the major options and choose the one that best suits their interests.31

College Recruiting Trends
	
 Current recruiting methods for universities are beginning to shift into the 
digital age. A growing trend among high school students is to look at the online 
presence of prospective colleges including both websites and social media. A survey 
of 7,000 high school students performed by Zinch and Inigral, companies that 
provide online recruitment and scholarship services, showed that about two-thirds of 
participants said they actively scoped out colleges on social networks such as 
Facebook, Twitter, YouTube, Pinterest and Tumblr. According to the survey, the 
most important factors that students looked for was the institution’s level of 
engagement as well as access to admissions counselors. In response to nearly all 
college marketers using social media in their plans, universities have begun 
increasing social media budgets.15

	   Simply implementing social media is not enough to recruit more students. 
Effective social media recruitment involves engagement, interactivity, and ease of 
information access to the audience. One option for increasing social media 
recruitment effectiveness is through the use of video chat. Ohio Wesleyan University 
began hosting group video chat sessions for students and parents. Each of the video 
chats had a different theme where parents and students could ask questions, ranging 
from the admissions process to recent graduate experiences. The chat sessions 
resulted in 220 of 260 students applying to the University.11

	
 Social media contests can also be effective social media recruitment 
methods. Misercordia University in Pennsylvania created Facebook contests for 

prospective high school students to win bookstore gift cards and other prizes as 
incoming freshmen.11 Facebook can be an excellent source for connecting to 
prospective students. Erudient, an Indian international education company, 
suggests allowing students to apply to the university straight from the Facebook 
page. The company also suggests analyzing metrics to check how Facebook 
pages are being used and to benchmark the university against competition.35

UT: Branding Considerations
	
 The University of Tennessee has created guidelines for the branding of 
the University which must be followed for any college, school or organization 
that is affiliated with the University. For this campaign, all advertisements must 
fall within these branding guidelines. All advertisements and printed materials 
must contain the "UT" orange logo with the college name, a certain 
photographic style, specific colors and typography. There has also been 
guidelines created for internet usage. All college and school websites must fall 
within the University's selected web page template. A set of guidelines has also 
been established for social media usage for colleges and schools. Any promotion 
materials used in the marketing plan for this campaign must fall within all 
branding guidelines established by the University.14 

Client Profile
The School of Advertising and Public Relations

	
 The School is proud to employ 13 full-time faculty members who teach 
a wide array of classes designed to mold creatives, executives, communicators, 
planners, and more. The School has been nationally recognized for its excellence 
in education and research and continues to produce impressive alumni.33 As seen 
in Table 2, both the Advertising and Public Relations curriculums are fast paced 
and group intensive. The most notable difference between the curriculums is that 
advertising is a five-semester program, which includes additional time spent on 
creative design and account management that consists of business strategies, 
case studies, and creative briefs. Public Relations consists of four semesters and 
aims to strengthen students’ written and verbal communication skills. For Public 
Relations majors, the addition of a finance course and a management course will 
earn students a minor in business administration, while Advertising majors need 
only the finance course to complete this minor.
 	
 For both Advertising and Pubic Relations, most students began their 
college careers at different programs, both within and outside the University of 
Tennessee. From 2007 to 2012, an estimated 42% of Public Relations majors 
and 28% of Advertising majors were transfer students from outside the 
University. As of January 2013, 61% of Advertising majors and 67% of Public 
Relations majors arrived at their destination in the College of Communication 
and Information after beginning their college educations at a different area 
within the University, most commonly the College of Arts and Sciences (50% of 

P

2



Situation Analysis  A D P R
current Advertising majors and 47.6% of current Public Relations majors) and the 
College of Business Administration (26% of current Advertising and 27% of 
current Public Relations majors).

Table 2: Advertising and Public Curriculum Breakdown
ADVERTISING PUBLIC RELATIONS

Semester 1
        Advertising 250

Semester 2
        Advertising 310: AD Design 
        Advertising 340: Research Methods

Semester 3
        Advertising 350: Creative Strategy
        Advertising 360: Media Strategy 
        Advertising 380: Professional Seminar                                                                                                  
	
           
Semester 4
        Advertising 450: Management
        Advertising 480: Issues 

Semester 5
        Advertising 470: Campaigns

  *Public Relations 270 must be taken before
    Advertising 470
  *Statistics 201 must be taken before 
    Advertising 340

Semester 1
        Public Relations 270

Semester 2
        Public Relations 310: PR Design
        Public Relations 340: Research Methods  
        Journalism and Electronic Media 200                                            

Semester 3
        Public Relations 380: Professional Seminar
        Public Relations 320:  PR Communication 
        Public Relations 370: Cases 

Semester 4
        Public Relations 470: Campaigns
        Journalism and Electronic Media 400
                (Can also be taken in Semester 3)

   *Advertising 250 must be taken before Public
     Relations 470
   *Statistics 201 must be taken before Public
     Relations 340 

                                                                                   Source: CCI Advising Curriculum 

Competitor Analysis
Direct Competitors

	
 Direct competitors for the School of Advertising and Public Relations are 
other schools and majors within the University of Tennessee. Since the fall of 
2007, 30 students have transferred from the College of Arts and Sciences, 17 
students transferred from the College of Business Administration, eight students 
were undecided and four students were education, health and human sciences 
majors before they became PR majors.9 The College of Business Administration is 
considered another direct competitor for the Advertising major because most 
students categorize advertising as a facet of business rather than communications.  
According to Dr. Hoy’s advertising questionnaires, almost 20% of the respondents 
started out in some department of the College of Business Administration while 

26% of the PR respondents did the same.9 The following colleges are considered 
direct competitors for the School of Advertising and Public Relations due to 
common interests of students and similarities within the colleges. These colleges 
are then broken down into specific majors that meet similar criteria with the 
Advertising and Public Relations majors.

	   The College of Arts and Sciences is the largest, most comprehensive, and 
most diverse of the eleven colleges at the University of Tennessee, Knoxville. 
More than 7,500 undergraduate students have an academic home in one of the 
college’s sixty undergraduate majors and pre-professional programs.2 Students 
interested in the college are able to find more information on their website at 
http://artsci.utk.edu/ to gain an in depth view of all the college’s majors. As per 
Dr. Hoy’s questionnaires, the most majors from which Ad and PR students 
switched are English, graphic design, and psychology. There were also many 
undecided majors that have transferred to the School of Advertising and Public 
Relations that were previously within the College of Arts and Sciences. The 
College of Arts and Sciences uses a number of tools to reach its current and 
prospective students by giving them access to a list of facts and information 
about each major the College provides.
	
 The College’s website is hosted at http://artsci.utk.edu and uses the 
typical branding guidelines set by The University of Tennessee. Studies in the 
arts and sciences embrace the broad range of disciplines offered by the college 
and reflect its breadth, scope, and diversity. The disciplines of the humanities are 
studies of human values, capacities, and achievements, while the arts are written, 
visual, and performed interpretations of the physical, emotional, and psychic 
worlds in which they find themselves.3
	
  The website is split between the Department and Schools, Majors and 
Minors, Graduate Programs of Study, Interdisciplinary Undergraduate Programs, 
Professional Programs, Pre-Professional Programs, and College Scholars. This 
section mainly focuses on the website’s use of the particular majors stated above.  

	
 The School of Art occupies approximately 66,000 sq. feet. within the Art 
and Architecture Building. The building is home to the School of Art (Studio Art, 
Graphic Design, and Art History) and the College of Architecture (Architecture 
and Interior and Landscape Design) who occupy extensive studio/classroom/
office space surrounding a huge, open, commons space filled with natural light.16
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 The graphic design major is specifically designed to provide the basic visual 
education for students who wish to pursue careers in graphic design-related fields 
such as advertising, art direction, three-dimensional design, publication designs, or 
electronic media.17 However, the specific page designated to the major is lacking 
creativity. The website shows only text stating the requirements to earn the degree. 
Graphic Design does not currently have a social media presence to speak of missing 
the chance to bring awareness to its program. 

	
 The Department of English’s website informs current and prospective 
students about which concentrations of English that the University of Tennessee has 
available such as creative writing, literature, rhetoric, and technical communication.  
The Department of English has a large faculty with more than forty full-time 
professors and a distinguished record in both teaching and research.4
	
 The website gives a feel of what students will be learning and doing in the 
concentration that best fits their personality and skills. The Department of English 
may not have all its information on social media but readily uses its Twitter account 
to keep its followers up-to-date on things and events that are currently happening at 
the University of Tennessee, but, more specifically, current English majors. The 
Department of English’s social media is managed by UTK’s Department of English’s 
Undergraduate Office that can be found using the Twitter handle @UTKEnglishMaj. 
It has a total of 268 tweets, 89 followings, and 153 followers as of February 21, 
2013.20

	
 The Department of Psychology is committed to enhancing knowledge of 
psychological principles and practices through scholarship and rigorous research.  In 
addition, the faculty is committed to promoting the discipline of Psychology through 
professional service at the national and local levels.7 The Department of Psychology 
has five different concentrations that are clinical, counseling, biological, 
developmental and social psychology. There are more concentrations at the graduate 
level that the University of Tennessee offers.  The website shows the application and 
the coursework that is needed to complete a psychology degree. 
	
 The Department of Psychology is considered a research department where 
students and faculty can actively pursue research. The Department of Psychology 
offers undergraduate work leading to the B.A. degree in psychology. The Psychology 
Department's offices, laboratories, and Psychological Clinic are housed in the Austin 
Peay Building with additional laboratory facilities in the Walters Life Sciences 
Building.6     

The College of Business Administration at the University of Tennessee 
consists of approximately 7,500 undergraduates.30 There are also 2,824 
undergraduate students in concentrations and collaterals within the College of 
Business Administration.  
	
  The main majors the College’s website highlights are marketing and 
management. The website differs from the other competitors in that it is more 
compact. The homepage shows tabs but they are able to be expanded to find 
exactly what the student wants. The homepage shows current news updates in 
the form of a slide show as well as “quick links” that navigate the user to social 
media sites as well as event calendars. The breakdown of each major can be 
found through the “about” section of the college so students are able to see what 
departments fall under the College of Business Administration. The College’s 
website has more of a professional feel than the other main competitors. The 
men and women portrayed in the photographs are wearing suits or jackets 
giving visitors their sense of branding and professionalism.

The College’s social media presence is a little different than the College 
of Arts and Sciences. The College utilizes Twitter as updates about its news and 
the university as a whole. The College’s Twitter handle is @UTKBusiness and 
has 664 followers. Once again, the College of Business shows similar branding 
attempts like its photographs where people are wearing professional attire. The 
college also utilizes LinkedIn, which is a good choice for it because LinkedIn is 
considered a professional social media site. Meredith Hulette is the social media 
correspondent for its LinkedIn page. The college joined Facebook on August 28, 
2009 and has received 1,124 “likes” as of January 2013.8 The College’s 
Facebook page has also been given the same creative feel as its website and 
other social media sites.

	
 The Department of Marketing and Supply Chain Management has a 
total of 489 students within its major. It is considered a direct competitor 
because of the similar structure of classes as well as similar coursework. It is the 
third largest major within the College of Business Administration. Its vision for 
demand and supply integration brings together faculty, students and executives 
from around the world.  These relationships generate internship and job 
opportunities, while real-time challenges in the workplace spur research 
direction and classroom content. They are committed to theoretically based, 
practically applied business research as well as teaching excellence.13
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 The department’s website is strictly information based helping current or 
prospective students find their way. It has limited use of aesthetically pleasing 
graphics and resources but clearly identifies itself as one of the highest ranked 
programs.
	
 The department’s social media use is limited. It uses Facebook to 
connect with its fellow students as well as any other followers. Its Facebook page 
has only gained 240 “likes” since its creation on September 15, 2009 but has not 
been used since October 27, 2012 to reach its fans.

Indirect	  Competitors
While it is important to keep in mind that the true competitors lie within 

the different majors of the University of Tennessee, one must also take into 
account the indirect competitors that are represented by other university 
Advertising and Public Relations programs. Although these competitors will not 
be the main focus of the campaign, delving into the strategies, tactics, and 
creative of other universities will bring to light valuable insights that can be 
incorporated into the campaign for our client. Two of the top programs, both in 
Advertising and Public Relations, which are similar to that of the University of 
Tennessee are the University of Alabama and the University of Georgia. Both 
universities are part of the South Eastern Conference. Based on the 
questionnaires and personal interviews, students tend to enroll in colleges close 
to home or venture out to schools that they are familiar with rather than what the 
school has to offer. The University of Alabama and University of Georgia are 
comparable in size as well as academic standings. While it is the university 
website that students most likely visit when choosing a school or major, this 
competitor analysis will focus on the school’s branding and resources available 
to students via its online presence.

University of Alabama
	
 The University of Alabama is a student-centered research university and 
an academic community united in its commitment to enhancing the quality of life 
for all Alabamians.22 Founded in 1831 as Alabama's first public college, The 
University of Alabama is dedicated to excellence in teaching, research and 
service. “We provide a creative, nurturing campus environment where our 
students can become the best individuals possible, can learn from the best and 
brightest faculty, and can make a positive difference in the community, the state 
and the world.”22

	
  Fall 2012 enrollment totaled 33,602, which included 28,026 
undergraduates, 4,987 graduate students, and 582 professional students; 90.74% 
of the undergraduates and 61.46% of the graduate and professional students were 
enrolled on a full-time basis; 46.37% of the undergraduate students were male; 
38.8% of the undergraduate students and 45.6% of the graduate and professional 
students were out-of-state students for tuition purposes, 12.4% of the 

undergraduate students and 13.5% of the graduate and professional students 
were African  American.10

AD & PR at University of Alabama
	   The Department of Advertising and Public Relations (APR) is to 
“serve as a leader in the generation and dissemination of innovative concepts 
and methods to solve advertising and public relation’s problems, and to 
provide innovative, high-quality instruction for students.”23 
	
 The APR curriculum for undergraduate majors includes courses in 
communication research, strategic writing, design, management, and media 
and campaign planning, among others. The Capstone campaigns course 
requires students to work with local and regional organizations to help solve 
real communication issues.23

	
 APR is the largest department in the College of Communication . The 
1,020 undergraduate majors in Advertising (377) and Public Relations (643) 
represent more than half of the students in the College. The number of APR 
majors has grown significantly from 550 majors in 1996.23

The website for the University of Alabama is relatively 
straightforward; however, with this comes a painfully plain interface and lack 
of frills. The advertising homepage is strictly text with vague descriptions of 
the major and what to expect as a student. However, the greatest strength of 
this page are the links to the right side (Figure 1). This image displays the links 
that indicate the eight-semester course schedule as well as a link that is 
equivalent to that of the University of Tennessee DARS Reports. This is great 
in helping students keep track of their classes in such a way that they do not 
have to navigate throughout the University’s entire 
website. The Public Relations site is the same.

However, in terms of creative strategy, 
both sites coincide with the University of 
Alabama’s colors of crimson, black, and gray. 
There is no individuality to the different schools 
and the development of a school brand seems 
almost nonexistent. There is a complete lack of 
personality on all aspects of the school’s online 
presence not excluding the social media outlets. 

Alabama Social Media
There is a complete lack of social media 

resources linked to the homepage for each major. 
Although there are Facebook and Twitter accounts 
available, they are not accessible through the 
website. Instead, a student must search within the social media sites 
themselves in order to find the designated accounts. The Facebook page is 
under the name,  The University of Alabama Advertising and Public Relations 
Dept. with only 350 “likes.” The page lacks information and posts do not occur 
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on a regular basis with the majority being posted from the school’s twitter account, 
@BamaAPR. Although the Facebook page is greatly lacking in aesthetics and 
information, @BamaAPR seems to possess a wider reach with 1,652 followers and 
over 1,000 tweets with an average of one to two tweets per day. 

                         The University of Georgia
	
 Founded in 1785 as the United State's first state-chartered university, the 
University of Georgia is the oldest and largest of Georgia's institutions of higher 
learning.29 Fall 2012 enrollment totaled 34,519, which included 
26,259 undergraduates, 6,606 graduate students, and 1,654 first 
professional students. 93% of undergraduates and 80% of graduate 
and professional students were enrolled on a full-time basis. The 
undergraduate student body was 43% male and 24% minority. 1,078 
undergraduate and 1,355 graduate and professional students were 
from 121 foreign countries.25

                                                 Grady College
	   Grady College of Journalism and Mass Communication was 
established in 1915 and is one of the oldest and most distinguished 
communication programs in the country. Its three departments -- 
Journalism, Advertising and Public Relations, and 
Telecommunications -- are consistently ranked among the very best in 
the nation.27 As of 2012, Grady College has 411 Advertising majors 
and 297 Public Relations majors.26 The Grady College of Journalism and Mass 
Communication administers the Peabody Awards program. Often cited as the most 
prestigious award in electronic media, the Peabody Awards recognize excellence, 
distinguished achievement and meritorious service by radio and television networks, 
stations, cable television organizations, producing organizations and individuals. 
The Peabody archives, housed at UGA, contain some of the best radio and television 
programs produced in the last six decades.29

However, when looking at Grady’s website, one gets a completely different 
experience. Although the site seems cluttered with countless linkable icons and tabs, 
it is surprisingly very easily navigated. There is no separation between the School of 
Advertising and Public Relations, but through its online appearance, the Grady 
College seems to be held in high esteem with the scrolling articles featuring 
celebrities, articles of praise, and influential publications like that of the Public 
Relations Review. The sidebar links provide information for every aspect of the 
school including faculty, programs, student organizations, research, and even the 
facilities offered to the students of the school providing room numbers, guidelines 
and rules to abide by, and the offerings of each facility available. 

There are alumni links and an easily visible internship packet accessible to 
students as well as a downloadable Room Finder map that will show students 
directly to their classrooms. Its website is very visual almost inviting one to look 
through every link. The creative strategy also coincides with the overall scheme of 
the University of Georgia with the use of blacks, reds, and grays. 

	
 There seems to be no great weakness of the Grady College in terms of 
its portrayal online other than the fact that the two schools of advertising and 
public relations are not separated as majors. However, its branding of being a 
top program is proven through its many sources of undeniable credibility 
represented by its “Points of Pride” page that speaks on the accomplishments 
of students and faculty alike. The breakdown of indirect competitor’s 
enrollment statistics can be seen in Table 3 below. 

Georgia Social Media
With more than 1300 “likes” to its Facebook page, the Grady College 

of Journalism and Mass Communication, University of Georgia keeps students 
well informed as postings range from educational articles, to the recognition of 
faculty and students, to announcements about upcoming events and career 
fairs.  Students are able to utilize this page to connect with alumni, professors, 
and other students as various networks of people are integrated within this one 
page. Although there is not a separate page for the actual schools of advertising 
and public relations, it is still very beneficial to students in terms of 
information and professional connections. 

Links to its Twitter account, @UGAGrady, has more than 4,802 
followers with a consistent creative strategy to the rest of its sites and outlets. 
Other social media sites readily available on the school’s homepage include 
Twitpic, LinkedIn, and Flickr (Figure 1.2).

   

Competition Comparison
While the University of Tennessee’s online presence greatly outdoes 

that of the University of Alabama in seemingly all aspects whether it be access 
to social media outlets, available links, resources, or creative, Georgia seems to 
be ahead of the curve. Although the busy and cluttered pages may seem 
overwhelming at first glance, the site is extremely user friendly with any 
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University Total 
Enrollment

Undergraduate Graduate Professionals Males Females

University 
of Alabama

33,602 28,026 4,987 582 38.8% 61.2%

University 
of Georgia

34,519 26,259 6,606 1,654 43% 57%

Indirect Competitor Enrollment
Table 3: Indirect Competitor Enrollment

   Figure 1.2
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information a prospective or current student would need or want to know. It boasts 
credibility and a highly esteemed program from homepage to last link and a real 
sense of pride. Although it is only one school a part of an entire university, its 
online charisma marks its own personality and identity, exactly what the School of 
Advertising and Public Relations is striving for at the University of Tennessee. A 
complete breakdown of the School of Advertising and Public Relations direct and 
indirect competitors can be seen in Table 4 below. When comparing the various 
competitors, it can be seen that the School of Advertising and Public Relations has 
enrollment numbers far less than the majority of the majors and other universities 
represented. The School is also not utilizing certain social media platforms like that 
of the colleges at Alabama and Georgia including LinkedIn and Flickr. 

                                Consumer Analysis
                                 Advertising Students 

 In terms of Advertising students at the University of Tennessee, female 
students are slightly more dominant at 59%. Current students are residents of 
Tennessee with only 11% being from out of state.  28% of current Advertising 
students have transferred from either junior colleges or other universities.1 They 
are seen to be business minded, team oriented, planners, leaders, creative, and do 
well with multi-tasking.
  Some saw that advertising was an interesting mix of creative talent and 
business knowledge. Advertising students see themselves as motivated, ambitious, 

determined, and the type who work well under pressure.18 Advertising students 
like to be well connected. They do this through social media sites such as 
Facebook, Twitter and Pinterest.
 In terms of current students, the majority of Advertising students did not 
choose the University of Tennessee for the major alone, while most did not 
originally declare the major at all. The number one reason why students chose to 
attend the University of Tennessee for their undergraduate degree was purely 
financial. The other reoccurring reasons that the current students in advertising 
chose UT are tradition, location, and their love for the Vols. Most students picked 
the University as a whole and not just for the education aspect. 
 Once students chose the University of Tennessee, they made their initial 
choice of a major. Most students did not start off in the major that they originally 
chose as indicated by Table 5. Data from our primary research showed that only 
about one-fourth of the current advertising students surveyed chose advertising as 
their major. Almost another one-fourth of the current Advertising students chose 
to be undecided. The remaining were a wide range of majors, but mostly 
consisted of business, arts and sciences, or other communications majors. Table 6 
shows that the majority of major changes came during the students' sophomore 
year, but some took up to 6 semesters before they changed.
 When choosing their majors, the advertising students that were surveyed 
all stated similar reasons as to how they came to their initial decision. Whether it 
was a hobby or a high school class that got them interested, they chose this major 
because they wanted to like their job years down the road. However, it seems that 
their interests had changed throughout the years. Many current advertising 

Competitor MatrixCompetitor MatrixCompetitor MatrixCompetitor MatrixCompetitor MatrixCompetitor MatrixCompetitor Matrix

University College School Facebook 
"Likes"

Twitter 
Followers

Major 2012-2013 
Enrollment

University of Tennessee

College of Communication and 
Information School of Advertising and Public Relations 295 144 Advertising 76

University of Tennessee

College of Communication and 
Information School of Advertising and Public Relations 295 144

Public Relations 94

University of Tennessee College of Arts and Sciences

Department of English 2 160 English 415
University of Tennessee College of Arts and Sciences Department of Psychology 57 N/A Psychology 246University of Tennessee College of Arts and Sciences

School of Art 237 139 Graphic Design 18

University of Tennessee

College of Business 
Administration

Department of Marketing and Supply Chain 
Management

240 N/A Marketing 489

University of Alabama College of Communication and 
Information Sciences

Department of Advertising and Public 
Relations 385 1772 Advertising 377University of Alabama College of Communication and 

Information Sciences
Department of Advertising and Public 
Relations 385 1772

Public Relations 643

University of Georgia Grady College Department of Advertising and Public 
Relations 394 167

Advertising 411
University of Georgia Grady College Department of Advertising and Public 

Relations 394 167
Public Relations 297

Table 4: Competitor Matrix
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Situation Analysis  A D P R
students chose their major because they had previous work experience, internships, 
or had an influential Advertising 250 teacher.9 Results showed that after getting 
acquainted with the University and all it has to offer, the Advertising students' 
interests began to shift, resulting in a change of major. This decision was influenced 
by course work and other students on campus.

                              Public Relations Students
 Nearly all (93%) of the current public relations students are female. Most are 
residents of Tennessee with only 18% of current PR students being from out of state. 
42% of current PR students transferred to UT from either junior colleges or other 
universities. Current Public Relations students see themselves as outgoing, people 
oriented, social, and good communicators. Many students claim to have strong 
writing and presentation skills. Public Relations majors are always on the move and 
have a variety of skills. This tends to be one reason they chose a major that would 
give them such diversity and flexibility.19 Like most college students, PR students are 
very fond of social media and are always using social networking sites such as 
Twitter, Facebook and Instagram to keep up to date. 
 Like many Advertising students, the majority of the current Public Relations 
students did not choose the University of Tennessee for a specific major. Some did 
not originally decide on the major until after they had been at the university for some 
time. The primary reason why students chose to attend the University of Tennessee 
for their undergraduate degree was for financial purposes as well. Most current PR 
students were from Tennessee, so it was much cheaper for them to go to an in-state 
university. Other students grew up loving the Vols, so going to school at UT was not 
a complicated decision for them.9
 Many Public Relations students started thinking about a major during their 
junior year of high school and, starting at orientation, only about 15% of the current 
public relations students surveyed chose PR as their initial major while 37.4% chose 
to be undecided as seen in Table 5. The remaining PR students were a wide range of 
majors, but mostly consisted of business and arts and sciences majors. Once at the 
University, students realized that their original major did not fit their ideal career 
path, thus many switched majors. While some took up to six semesters to decide on a 
major, the majority changed their major within the end of their freshman year or 
sophomore year as depicted in Table 6.
 When choosing their majors, the current Public Relations students surveyed 
stated similar reasons as to how they came to their initial decision. Many chose the 
major because they knew someone that was a Public Relations major or in the field 
of Public Relations. Others felt that they had the skill set needed to fit the major. Yet, 
some students were influenced by a course, and this caused them to switch majors. 
From Dr. Taylor's research, 62% of essays mentioned that past experience influenced 
their major decision. Of that 62%, 19% mentioned having internships within the field 
and 25% mentioned some form of work experience that influenced their decision. 
Another factor that influenced current PR students in picking their major was PR 
270. The teacher leading the class had an influential roll in the students decision to 
continue with the major or not.19
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Original Major Current Advertising 
Students

Current Public Relations 
Students

Major PercentagesPercentages

Advertising 22.5% 3.7%

Architecture 2.5% N/A

Biology 2.5% N/A

Business 12.5% 18.5%

Communication 
Studies

N/A 3.7%

Engineering 2.5% 3.7%

Graphic Design 10.0% N/A

Journalism 7.5% 3.7%

Marketing 7.5% 7.4%

Pre-Dentistry 2.5% N/A

Psychology N/A 3.7%

Public Relations 5.0% 14.8%

Sports Management N/A 3.7%

Undecided 25.0% 37.4%
Source: Dr. Hoy’s Questionnaires

Table 5: Current Student’ Original Majors

When Current Students Change 
Majors 

When Current Students Change 
Majors Semester Percentage

Did Not Change 22%

1st Semester 8%

2nd Semester 22%

3rd Semester 12%

4th Semester 22%

5th Semester 11%

6th Semester 5%

Total 100%

Table 6: When Students Change Majors

Source: Dr. Hoy’s Questionnaires



Overview
 The number of declared Advertising and Public Relations majors has 
drastically decreased in the past four years. The first step in solving this dilemma is 
to discover exactly who the primary target markets for the School actually are. 
There are two potential markets that were examined within our primary research: 
high school students and current University of Tennessee freshman and sophomores 
who are undecided or unhappy in their current major. Alumni of the School of 
Advertising and Public Relations as well as current students have also been 
included in our research to gain insights on the aspects of branding and current 
perceptions of the School. 
	
 Based on secondary research, The University of Tennessee will be 
implementing a new change for incoming freshmen in 2013. Beginning in the fall, 
students entering the University will declare a major while having their progress 
tracked towards that specific path. With this in mind, Torch Integrated Marketing 
looks to delve into the “major” decision process of both high school students as 
well as current college students to gain insights as to what market segment will 
prove the most beneficial to target in order to increase the number of majors within 
the School of Advertising and Public Relations. 
	
 Therefore, the two potential market segments of current high school 
students and current college freshmen and sophomores who are undecided or 
unhappy with their major, were the focus of our research. Current Advertising and 
Public Relations students as well as Alumni served as key informants during this 
research stage but were not considered potential market segments. Results for high 
school students were based on a focus group of six students attending UT in fall 
2013, as well as 32 responses to a survey that was distributed to surrounding 
Knoxville area high schools. Current college student insights were gathered using a 
survey that drew from 110 respondents as well as eight personal interviews 
obtained from current College of Business Administration and College of Arts and 
Sciences students. Lastly, current Advertising and Public Relations majors provided 
valuable insights of current perceptions and opinions about the School through an 
Advertising focus group of nine students and eight personal interviews for Public 
Relations. Alumni serve as a public yielding insights about the current branding 
strategy and perceptions about the School of Advertising and Public Relations in 
general. We collected 10 advertising alumni questionnaires and nine public 
relations alumni questionnaires via email. The following are key insights gained 
from our research. All primary research documents may be found in Appendix 1. 

  “Major” Influences
! The first step in our research was to determine the process of selecting a 
college, a major, and the influences behind these decisions amongst our potential 
target markets. We found that 80% of high school students chose their given 
university based on financial factors such as in-state tuition and scholarships, which 
suggest that these students are much more concerned with the cost of college over 

Consumer Insights
available majors offered by the University. We also learned that 97% of high 
school students had selected their intended major based upon their personal 
interests and the job opportunities associated with a major that reinforced these 
interests. The survey also pointed out that roughly 90% knew that Advertising 
and Public Relations were majors offered at the University. However, one out of 
five thought advertising was located within the College of Business 
Administration. Public 
Relations, though, was 
correctly placed in the 
College of 
Communication and 
Information (97%). In 
our focus group, when 
students were asked if they had already chosen a major, five out of six claimed 
that they were “dead set” on a specific major. However, later in the focus group, 
four out of six indicated that they would be open to switching majors upon 
arriving to college when approached with a more interesting option. 
	
 Current college students within the College of Arts and Sciences and 
the College of Business Administration felt differently in terms of the reasons 
why they chose the University of Tennessee. The largest contributing factors 
included proximity to their home, parents’ influences, in-state tuition, and 
learning communities. All of the students within these colleges who were 
interviewed reported having changed majors at least once at the University of 
Tennessee. Summer orientation and second semester freshmen year proved to 
be the times in which the majority of these students changed. However, of the 
110 survey responses, a mere 10 transferred from other universities or 
community colleges. Due to this small percentage of transfers, our marketing 
efforts will be directed to a broader market as opposed to focusing on this 
highly specific sub-market of current college students.
	
 When asked what the most influential way to get information about 
selecting a major was, social media ranked top among Freshmen, Sophomores, 
and Juniors, placing over search engines, family, friends, and college advisors.
	
 Ultimately, while outside factors played a large role in why students 
chose to attend the University, they had little effect on the selection of a major. 
This means that, while on campus, students are open to almost any major that 
can properly market itself to appeal to student interests. Therefore, it will be of 
vital importance to ensure that students know about the School of Advertising 
and Public Relations and the programs it offers. 

 Awareness and Perceptions
	
 Our primary research uncovered many different levels of perception 
and awareness for the School amongst our potential target audiences. In our 
focus group of current college freshmen and sophomores who were not already 
in Advertising or Public Relations, we utilized a projective technique that 

 A D P R

“I chose a major based on my interests, 
but also because of what kind of money I 

could make in the future.”

9



involved creating collages with images and text about the perceptions of advertising 
and public relations as majors, career paths, and professionals. The following 
collages indicate how certain students view the Advertising and Public Relations 
majors and are also available in Appendix 1. 

	
 These collages and their descriptions provided insight that both majors 
appear “glamorous” to outsiders. Students recognize that these are very social 
majors that require a lot of creativity and on-the-spot thinking. These insights will be 
very important to our creative campaign, as we will be able to distinguish 
Advertising and PR careers from other corporate jobs. Figure 1.3 shows images that 
indicate the most commonly stated descriptors in relation to word size, where larger 
words were stated more often. These words have been stated or used on the page 
when the student was asked to describe his or her collage. 
	
 From the survey distributed to current Arts & Sciences and Business majors, 
we found that one out of five thought that the Advertising major was in the College 
of Business Administration while one out of ten thought Public Relations was 
housed there. Most of the respondents had not heard anything about the School of 
Advertising and Public Relations. 

Our survey also revealed the importance of the professor in the major 
introductory classes. One respondent said that the teacher he had for Advertising 250 
had given him a negative view of the entire advertising industry and had completely 
turned him off of the major. It should be noted that students who had Dr. Haley all 
expressed appreciation for his enthusiasm and love of the craft and stated that he 

Advertising
PRConsumer Insights  A D P R

Advertising Public Relations 
Figure 1.3

helped to convince them that advertising was the major for them. Few people 
had much to say about the specific professors of Public Relations 270, but the 
same idea rests that, with the wrong professor, students are not getting a proper 
introduction to the major as a whole and therefore are not becoming interested 
in continuing the programs.

Community: “A Part of a Family”
Our focus group and interviews with current Advertising and Public 

Relations majors revealed an overall positive perception of the School. Current 
Advertising students said that they like the community aspect of the School 
and felt like “part of a family.” The curriculum for both the Advertising and 
Public Relations majors is heavily group-based. At least one class every 
semester is dedicated to semester-long group projects that require meeting 
anywhere from once a month to three times a week. These meetings allow 
students to become close and forge friendships that will last beyond their time 
at the University. These courses also prep students for careers that are strongly 
based on teamwork and initiative. Few other majors do this. By highlighting 
this aspect of the School, we can attract students who like to be a part of a 
team and create relationships. 

Capstone Campaigns Courses
	
 Both the current Advertising and Public Relations students as well as 
the majority of the alumni questioned expressed the importance of the 
capstone Campaigns classes. These classes, they noted, are the best way to 
prepare students for the job market. Many alumni mentioned that they were 
adequately prepared for the position they earned after graduation due to the 
knowledge they gained from Campaigns, while one former student stated it “is 
the closest thing to real world experience a student can get.” 
	
 On another note, several alumni mentioned the need for the Social 
Media Campaigns class to be mandatory for both Advertising and Public 
Relations students. This class, one alumnus noted, prepares you for the jobs 
that are available today. Anyone that is not an expert in social media will not 
be successful in today’s Advertising or Public Relations industry. It is 
necessary to keep up with emerging technologies and always be “one step 
ahead.”

Socially Acceptable
	   Social media will play an important role in reaching our selected target 
markets. When surveyed, 93% of high school students reported using social 
media at least once a day. Facebook, as expected, was the leading platform 
with 87% share, followed closely by Instagram (77%), and with Twitter and 
YouTube tying for third (76%). The current college students shared a very 
similar pattern. Facebook was first (95%), followed by Twitter (77%), 

Focus Group Collages
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One PR alumni flatly stated that “No internship = no job,” while another 
suggested partnering with alumni for internships. Overall, the alumni were 
happy with their experiences at UT and felt that they had been adequately 
prepared for the professional job market upon graduation.

Our Target Audience
	
 After completing primary research, Torch Integrated Marketing has 
identified two primary targets and one public. Through primary research, it was 
concluded that high school students were not a viable or cost efficient market as 
the majority indicated that they would switch majors upon their first or second 
semester of college anyways.With this in mind, it would be more effective to 
reach them in their early semesters while in college as opposed to trying to reach 
them while still in high school. Therefore, the primary audience is as follows. 

The Navigators
	
 The Navigators are the potential Advertising students. They are freshmen 

and sophomores at the University who are undecided, or unhappy in their 
current major of marketing, and graphic design. They are males and females 
who are both creative and business minded. They are passionate and hope to 
pursue a career that is ever-changing. They are aware of trends in 
technology and media and are always seeking new information and they 
enjoy working in groups or teams and have a competitive nature. 

The Travel Agents
The Travel Agents are the potential Public Relations students. They, too, 

are freshman and sophomores at the University who 
are undecided, or unhappy in their current majors of 
English, psychology, and marketing.  They are women, 
often in sororities, who want a “glamorous” lifestyle. 
They like variety and change and want excitement in 

their daily work tasks. They are interested in event planning and 
working closely with clients to ensure success. They also work 
well under pressure. They enjoy working in groups or teams to 
complete assignments, whether they be at the school level or in 
a future career. 

The Frequent Flyers
	
 The Frequent Flyers are the University of Tennessee’s 
Advertising and Public Relations alumni as well as current 
students. They are the public for the branding of the School of 
Advertising and Public Relations. They are current majors or 

have graduated from the program and continued on to have 
successful careers in their given fields of study. Whether they graduated 

from the program in its first years or as recently as Fall 2012, they know what the 
School represents and the reputation it possesses. They will be able to provide 
feedback on the campaign based on what they have learned before and after 
graduation. This will help the School to be able to reach its potential goal of 

Consumer Insights  A D P R
YouTube (68%), and Instagram (63%). The majority also reported 
using these social media platforms on their smartphones. 
	
 While the School of Advertising and Public Relations 
currently has an online social media presence, it needs to be vastly 
expanded and improved. We have seen from our research that 
students are using these platforms more and more to gain 
knowledge about schools and majors. Therefore, 
it must be up-to-date and more influential.

Website Woes
	
 Members of all of our prospective 
markets and key informants universally agreed that the 
School’s website is not representative of its character. 
The majority of our agency’s insights on this topic came 
from the current Advertising and PR students, along 
with several alumni of the School. Using words such as 
collaborative, creative, innovative, togetherness, and 
originality, as a way to describe the School, the current 
Advertising and PR students believe that the website 
does not give off the true feel of the School. They believe 
that the School should personalize its website in order to 
attract more students, however, staying within the 
University’s branding guidelines must be adhered to. The 
current students, along with the alumni, believed that the 
website was “bland” and “boring” and that the creativity of 
the Advertising and PR students should be represented in a 
better way.

 Some participants also believed that the website was 
difficult to navigate. Without an easy to navigate website, 
prospective students will not be able to gain the information 
they need about the programs. This will hinder any possible 
major transfers the School is hoping for.

Vol Viewpoint
The alumni interviewed were asked what factors 

should be highlighted in a new branding campaign for the 
School. They suggested the importance of the intimate class 
sizes, the one-on-one teacher/student interactions, and the 
Campaigns classes.
	
 The alumni also mentioned some drawbacks to the 
programs. For Advertising specifically, concern was raised for 
the lack of design and creative classes. While students are molded for the business 
side, the creative is often overlooked. In order to be successful today, a 
professional needs to know how to do both. Another review that most Alumni had 
was the fact that internships are not required, or even encouraged all that much. 

Navigators

Frequent Flyers

Travel Agents

11



attaining an increased number of majors for both its Advertising and Public 
Relations programs as guided by their knowledge and advice. 

	   Based on our research, Torch Integrated Marketing has decided upon 
several objectives in order to meet and achieve the two goals set forth by the School 
of Advertising and Public Relations: branding the School and recruiting for the two 
majors. The campaign uses a variety of marketing communication methods in order 
to reach these objectives by focusing on overall education of the qualities and 
benefits that the School has to offer students. The proposed campaign will run the 
course of 12 months beginning in October 2013 and concluding in September 2014. 
Based on the highest percentages of when our markets tend to switch majors with 
22% switching in their second semester and 22% switching in their fourth semester, 
it is important that the timing of the campaign reflect these behaviors. Therefore, by 
introducing the campaign in the fall, students we are targeting would have already 
taken the introductory classes or, for those who have not, will then be able to sign up 
for them for the spring semester. This same logic can be applied to ending the event 
in September 2014. 

 Primary Marketing Objective
To recruit at least 60 new students for each of the two majors of advertising and 

public relations per academic year.
	
 To accomplish this overarching campaign goal, it will be necessary to first 
complete the following branding and communication objectives. This will ensure 
that the target markets are properly informed about the majors which will then 
encourage selection.

 Branding Objectives
To increase positive sentiments towards the School of Advertising and Public 

Relations and its presence within the College of Communication and Information 
among faculty and students throughout the University.

	
 Our primary research suggests, although around 90% of the target markets 
are aware that Advertising and Public Relations exist as major choices, they are 
unclear as to which particular college they belong to at the University of Tennessee. 
Many believe that advertising is associated with the College of Business 
Administration while a smaller, but still significant number believes the same about 
Public Relations. It is important to increase brand awareness and positive 
recognition of the School of Advertising and Public Relations so that students know 
the correct location to seek information about the School and its majors as well as its 
numerous benefits to students personally. 

Communication Objectives
To increase knowledge among students that the Advertising and Public Relations 

majors are housed within the College of Communication and Information.

	
 Our research suggested that, while most students within the target do 
not know that the Advertising and Public Relations majors are in the College of 
Communication and Information. If they did, they did not know what the majors 
entailed. Increasing knowledge of the programs will allow students to make an 
informed decision about the majors, whether it be to take an introductory course 
or switch majors entirely. 

 To increase awareness of the Advertising and Public Relations majors among 
the Navigators and the Travel Agents. 

	
 Through the utilization of advertisements and event marketing, students 
within the target markets will be able to learn more about the majors offered 
within the School. Our primary research suggested that, while many upper 
classmen knew of the Advertising and Public Relations majors, by the time they 
learned of them, it was often times too late to switch and still be able to graduate 
within four years. By increasing awareness among the Navigators and Travel 
Agents, there will still be time for them to take the introductory courses and 
switch majors while still graduating in four years.

To increase beliefs that the Advertising and Public Relations majors are a 
good blend of business and arts among Navigators and Travel Agents.

	
 Our primary research suggested that members of our targets did not 
know what Advertising or Public Relations majors did in their given programs. 
Through marketing communications we will be able to highlight the 
combination of creativity and business savvy that it takes to be an Advertising 
or Public Relations major in order to appeal to our markets and encourage 
learning more and selecting the major.

To encourage Navigators and Travel Agents to visit the website and social 
media for the two majors to learn more about the programs. 

To encourage the Navigators and Travel Agents to sign up for the 
introductory classes (Advertising 250 and/or PR 270) to learn about the 

programs.

To increase interest among the target markets by 20% to either select or 
change their current major to Advertising or Public Relations.

	
 Our research found that one of the main reasons students do not select 
either Advertising or Public Relations as majors is because they do not know 
that they exist or within which college the reside. Utilizing online means such as 
the website and social media outlets will allow members of the target to find out 
more information about the majors and try them out through the introductory 
classes. 

Campaign Objectives  A D RP

12



Concept Testing  A D P R
 Concept Testing 

	
 In order to develop powerful positioning statements regarding the overall 
branding of the School of Advertising and Public Relations as well as the individual 
majors offered, six concepts were tested across each of these three aspects among 
our audience segments of Advertising and PR students. All related material to 
concept testing may be found in Appendix 2. The concepts are as follows:
Branding: Frequent Flyers (n = 26)
	
 A: The School provides a solid foundation for its graduates as they 
	
     enter the professional world 
	
 B: The School provides a variety of skill sets to students to succeed
	
 C: The School has small class sizes
	
 D: The School’s professors are accessible to students
	
 E: The School houses majors balancing business fundamentals and
	
      artistic personalities
	
 F: The School’s students gain skills that prepare them for a variety of
	
      careers
Advertising: Navigators (n = 30)
	
 A: Advertising majors are out-of-the-box thinkers
	
 B: The Advertising program provides a tight-knit community
	
 C: The Advertising major offers a diverse and exciting curriculum that                  
	
      teaches valuable skills
	
 D: An Advertising degree means more than a normal degree 
	
 E: Students gain skills that prepare them for a variety of careers
	
 F: The Advertising major is for those who do not want choose 
	
      between passion and success
Public Relations: Travel Agents (n = 33)
	
 A: Public Relations majors enjoy a variety in their daily lives
	
 B: The Public Relations major offers a diverse and exciting
                  curriculum and teaches students valuable skills
	
 C: Public Relations majors enjoy a “fairy-tale” life full of excitement
	
      and new challenges 
	
 D: Students gain skill that prepare them for a variety of careers
	
 E: The Pubic Relations major is about creativity and is far from bland
	
      or boring
	
 F: The Public Relations major is for those who do not want to choose 
	
      between passion and success
	
 In order to assess the reactions of our audiences to each of the above 
mentioned concepts, participants were asked to complete various questionnaires 
consisting of questions that pertained to believability, uniqueness, personal 
relevance, and behavioral intent.  Finally, respondents identified which two 
concepts they most preferred and why. The following assessment further explains 
the preferences of the concept testing across our various audiences and is displayed 
in Table 7 on the following page. 

What Missed the Exit 
	
 The three branding concepts that tested the weakest amongst our
public of Frequent Flyers were the concepts that referred to the School as having 
small class sizes, that it provides a variety of skill sets to students, and that the 
School’s professors are accessible to students. One respondent indicated, “These 
concepts I feel are not the strongest selling points of the School. I gained so 
much more as a student than what is being portrayed by these statements.” These 
types of comments were indicative of responses from the School’s alumni and 
current students alike. 
	
 When focusing on the Navigators’ responses, the three concepts that 
tested the weakest stated that an ad degree is more than a normal degree, 
advertising students were out-of-the-box thinkers, and the curriculum is diverse 
and exciting. Many students indicated that there are many majors on the 
University’s campus that offered exciting curriculums and that they felt that not 
just Advertising students proved to be out-of-the-box thinkers. Therefore, the 
majority of the respondents within this audience felt that these concepts seemed 
“generic” and “just like many other majors.” These concepts tested significantly 
lower than the other concepts evaluated. 
	
 The Public Relations Travel Agents decided that the three lowest scoring 
concepts were that Public Relations majors enjoy a variety in their professional 
lives, the major offers a diverse and exciting curriculum, and students do not 
have to choose between passion and success. Students said similar comments as 
the Navigators in that they felt that these concepts could be representations of 
many majors that are offered at the University of Tennessee saying that these 
ideas are not “descriptive of what to expect”  or “effective in persuading” in 
terms of gaining the interest of potential students.  
	
 	
 	
        On the Right Path
	
 While evaluating the results of the concept testing, it became evident 
that a couple concepts proved to be very popular among our various audiences. 
The Frequent Flyers were asked to select their two favorite concepts from the 
list previously provided. In terms of the branding concepts that tested with the 
highest numbers among our Frequent Flyers, concept A and E were the 
strongest. Concept A held the idea that the School of Advertising and Public 
Relations provides a solid foundation for majors as they enter the workforce and 
was closely followed by concept E that maintained the idea that the School 
houses two of the University’s most attractive majors, balancing business 
fundamentals and artistic personalities. Both concepts were well received in the 
areas of believability and personal relevance indicating that not only were these 
the most believable concepts but that the Frequent Flyers had much more of a 
personal connection with these statements. Concept A boasted 77% (20/26) of 
the participants choosing it as their favorite while concept E resulted in 69% 
(18/26) preferring it. Therefore, due to the overwhelming responses for both 
these concepts, we recommend that they be combined into one concept that can 
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Winning Concepts
Scale

1-Very 
Unbelievable

1-Very 
Similar

1-Message is not 
for me

1-Major is not 
for me

1-Very 
Unlikely

1-Very 
Unlikely

1-Very 
Unlikely

Winning Concepts
Scale

5-Very 
Believable

5-Very 
Different

5-Message is for 
me

5-Major is for me 5-Very Likely 5-Very Likely 5-Very LikelyWinning Concepts

Winning 
Concepts are...

Believability Uniqueness Personal 
Relevance (1)

Personal 
Relevance (2)

Behavioral 
Intent (1)

Behavioral 
Intent (2)

Behavioral 
Intent (3)

Frequent Flyers: The school provides a solid foundation for 
majors as they enter the workforce

Means 4.15 3.23 4 3.31 3.77 3 4.33

Frequent Flyers: The School houses two of the most attractive 
majors balancing business fundamentals and artistic 
personalities

Means 4 3.73 3.88 3.58 3.62 3.92 3.86

Navigators: Advertising majors gain skills that prepare them 
for a variety of careers

Means 3.27 3.07 3 2.83 2.6 2.03 N/A

Navigators: Advertising is for those who din’t want to choose 
between passion and success

Means 3.4 3.27 2.93 2.6 2.5 1.93 N/A

Travel Agents: PR is about creativity and is far from bland or 
boring

Means 3.95 3.7 3.7 4.1 3.9 3.9 N/A

Concept Testing  A D P R
be used to reach this public and develop a strong positioning statement for the 
overall branding efforts of the campaign. The Frequent Flyers liked the idea of 
the School providing “solid foundation” for the students as they believed it is this 
foundation that truly sets the Advertising and Public Relations students apart 
from the rest in terms of preparedness for the future. Concept E spoke to the 
diversity of the School and how it balances both the business and creative aspects 
of the industry, playing to the strengths of many students but also allowing for a 
variety of personalities among the students. Not only does this diversity prepare 
students for the workforce, but provides a well-rounded learning experience. 
	
 The Navigators questioned also had two concepts that tested really well. 
Concept E, “Advertising students gain skills that prepare them for a variety of 
career options,” was one of the top two favorites with 70% (21/30) while concept 
F, “The Advertising major is for those who do not want to choose between 
passion and success,” was chosen by 43% (13/30). Due to the overwhelming 
popularity of these two concepts in relation to the others, it is recommended that 
these two concepts also be combined in the development of a stronger positioning 
statement. These ideas proved relevant to the students as many place obtaining a 
job upon graduation of high importance, and with advertising, they are more 
likely to have a wide array of options. They also indicated that the variety of 
careers available with advertising is enticing as it allows the opportunity to have 
experience in many different fields, keeping everyday work exciting and 
challenging. Concept F, in particular, was popular due to the reason that students
found that this aspect proved unique to the advertising major as students were 

not forced to choose between their passions and success. 
	
 With regard to the Travel Agents tested, Concept E, “The Public 
Relations major is about creativity and is far from bland or boring,” was chosen 
as the favorite by 64% (21/33). This concept boasted the highest numbers in 
areas such as believability, uniqueness, personal relevance, and behavioral 
intent. Students chose this concept because many described public relations as 
having a variety of not only skills and career paths, but day-to-day work as well, 
which will be used in the overall positioning of this major in the campaign. 
They liked that this major consists of an exciting curriculum that is not only as 
diverse as the possible career options the major prepares students for, but offers 
new challenges daily. 

Key to Table 7:

 Personal Relevance (1):  Which of the following best describes how you feel about
                                            this message?
 Personal Relevance (2):  Which of the following best describes how you feel about
                                            this major/branding element?
 Behavioral Intent (1):      How likely are you to learn more about this major?
 Behavioral Intent (2):      How likely are you to switch majors?	


 Only Applicable to the Frequent Flyers:
 Behavioral Intent (1):      How likely are you to be a brand advocate or recruiter?
 Behavioral Intent (2):      How likely are you to support the School financially?
 Behavioral Intent (3):      How likely are you to guide dissatisfied students to the School?	


Table 7: Winning Concept Breakdown
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Branding Strategy

	
 Based on the winning concepts, Torch Integrated Marketing recommends that 
the School of Advertising and Public Relations be branded as the academic platform 
providing a solid foundation built upon business fundamentals and artistic personalities 
with the primary goal of developing the framework for successful graduates. Through 
its diverse curriculum and emphasis on real-world application, the School prepares 
students for the future by offering them the essential tools and resources needed to thrive 
in a vast array of career options. This positioning of the School is unlike any other at the 
University of Tennessee as students are not forced to choose between business and 
creativity, while still gaining essential resources in which to succeed upon graduation. 
This idea serves as an overarching “green light”   driving the development of the 
positioning statements for the individual programs. 
	
 The Advertising positioning statement plays to the business fundamentals 
and artistic personalties indicated by the overall branding, but narrows its focus to 
the varied career possibilities that students may consider. This positioning will 

prove successful as indicated by the results of 
the concept testing placing job possibilities as a 
great determining factor among the Navigators. 
Navigators show concern about the need to have 
a wide array of career options available when 
entering the workforce. Finding a 
job after graduation proved to be the 
dominating apprehension among 

potential advertising students. The wide 
variety of careers available within this field of study is an enticing feature of 
the School of Advertising and Public Relations.
	
 The Public Relations positioning statement still falls under the 
umbrella branding strategy but emphasizes the tools that students are 
equipped with in order to help them achieve. The statement  provides 
evidence of the winning concept of the program not being bland or boring as it 

points out the diverse curriculum 
and the tools gained to handle the 
new and exciting challenges faced 
when studying public relations. 
	
 Therefore, by using the 
winning concepts to effectively 
position the School in which all aspects 
can be integrated in branding the School as 

a solid foundation offering variety and the tools to succeed upon graduation, the 
campaign will prove to not only be consistent through all efforts but more effective in 
reaching the designated markets. All efforts will indicate that the School of Advertising 
and Public Relations is “UT’s Best Kept Secret”  which will serve as the tag line for the 
School throughout the campaign.

   
Branding

The School of Advertising and 
Public Relations is the academic 

platform providing a solid 
foundation built upon business 

fundamentals and artistic 
personalities while offering 

relevant tools to students and 
developing a strong framework 

for their future success.

         Advertising
The advertising major provides  
students with a diverse skill set 

based on business principles 
and creative expression that 

prepares them for a variety of 
successful careers in their field 

of passion. 

              PR
       The PR major 
encompasses creativity 
through communication 
where students learn a 
diverse curriculum that 
is exciting and offers new
       challenges daily. 

“The open door policy that most of the faculty 
has, the passion that the faculty has for the 
subject matter and the friendly competition 
that develops amongst the other students really 
helped to keep me motivated.”

“I think it is important for me to be 
successful and passionate about 

what I do, otherwise I won’t 
like it.” -Navigators

“Learning new things and having new 
experiences while being able to be creative 

seems really exciting.” - Travel Agents
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Creative Strategy 
	   Based on our winning concepts as well as our related 
positioning statements, we then developed three creative 
objectives for each major to test. These six objectives were tested 
on members of the Navigators (n = 8) and the Travel Agents
(n = 8) via e-mail or in-person through the use of posters. These 
posters also included the new logo that was created by Torch 
Integrated Marketing and will be further discussed in the 
Branding Considerations section.  All aspects of creative testing 
can be seen in Appendix 3.
Advertising: Navigators 

1. Create the impression among the Navigators that the 
advertising major meshes business fundamentals with 
creative expression.

2. Represent to the Navigators that the Advertising 
major instills in students a variety of useful skills. 

3. Express to the Navigators that there is a vast array of 
career options available to Advertising majors. 

Strategy One: Public Service Announcement
	
 This strategy was a response to the discovery that our 
Navigators respond most positively to the concept that the 
advertising major was a combination of creativity and business 
fundamentals. By expressing this through humor in a mock PSA 
we intended to increase believability and create a factual 
perception from the Navigators of this idea. Respondents did not 
connect with this particular form of expression but they did 
comprehend the general message that “students don’t have to 
choose between business and creative.”

Strategy Two: OMG Sushi
	
 The idea behind the ROI graph, which could also be 
perceived as a sushi roll, is to creatively portray the variety of 
skills that are taught to advertising majors. Through the 
progressive advertising curriculum, students gain skills in 
writing, media planning, complex problem solving, creative 
thinking, research and design.  This ad requires the respondent to 
think rationally and creatively, resulting in the conclusion that 
advertising is perfect for those who are interested in both 
qualities and skill sets.  This ad was not well accepted among the 
Navigators, partially due to its complex nature and the fact that 
its message is not immediately present. The overall design was 
well liked and the humor aspect appreciated, but the message 

seemed to be lost. 
Strategy Three: Choose Your Destination
	
 This strategy was intended to portray the endless number of 
career opportunities available to Advertising majors upon 
graduation. The overall focus was to appease the looming fear of 
being unable to find a career by showing the Navigators that they 
are not limited in their professions and in fact have many available 
options to choose from. All respondents positively recognized this 
ad, one of which said after viewing the ad, “You can go many 
places with an advertising major.” 
Strategy Testing Results
	
 “Choose Your Destination” was the clear front-runner of the 
three strategies. Respondents were attracted to the idea that the 
Advertising major can “take you places” as well as the “Manhattan 
feel” of the ad.  Also, the idea that they would not be forced into a 
job but would actually be able to choose a career they enjoyed 
resonated with the respondents.  Torch Integrated Marketing felt 
that this ad could be a launch pad for our entire campaign 
encompassing the idea that the Advertising major propels graduates 
into the future of their choosing. 

Public Relations: Travel Agents
	
 1. Express the diverse skill set that will prepare prospective 
	
     Public Relations students for a variety of career 	
      
	
     opportunities. 
	
 2. Portray the usefulness of the skills provided by being a 
	
     Public Relations major in helping pursue their dream 
	
     job. 
	
 3. Express that the field of Public Relations is ever 	
   
	
     changing, and the Travel Agents must adapt to any 
	
     challenges that arise.

Strategy One: Major in Style
	
 The idea behind this strategy was to attract the Travel Agents 
by appealing to their sense of fashion. Although the respondents 
liked this tactic and were in favor of the colors, they thought it was 
not descriptive enough saying, “You would have to get up close to 
tell what it was for, it could be for anything.” Therefore, this proved 
to be a problem as the goal is to break through the clutter of campus 
advertising.

Strategy Two: No Decision Required
	
 This strategy was well perceived among the Travel Agents in 
regards to aesthetics but conceptually it was viewed as “too busy” 

Strategy 1:PSA

Strategy 2: OMG Sushi

Strategy 3: Destination
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and one respondent said “cute but I wouldn’t stop walking to read it.” This 
lack of intent to learn more about the Public Relations major after viewing the 
ad seemed to be a theme among the Travel Agents. This ad scored positively 
in reference to likeability but did not present any glaring indication that it 
would stand out significantly enough to draw action from the Travel Agents.   

Strategy Three: All In One Bag
	
 The All In One Bag strategy had the primary initiative of being a 
relatable strategy by playing off the idea that Public Relations offered a 
variety of skill sets that would set one apart. This was represented by the 
everyday items a female might carry in her purse but then linked to a skill that 
the PR major provides. It received an overwhelmingly positive response from 
the Travel Agents. They viewed it as extremely relatable, “eye-catching” and 
“clever.” Also, the majority of the respondent’ s claimed that they would 
indeed be likely to learn more about the Public Relations major after viewing 
this ad.  

Strategy Testing Results
	
 After analyzing feedback from the Travel Agents it was identified that 
only one of the strategies drew a spark from the Travel Agents and produced 
promise to seek further information about Public Relations. Torch Integrated 
Marketing recommends the “All In One Bag” approach. This ad features a 
large purse, which can also be tied into the winning Advertising strategy 
encompassing the idea of travel, and reaching the Travel Agents’ desired 
destination in life by using the tools provided within the bag. The creative 
testing results for the six strategies can be seen in Table 8. 

Hey, What’s the Big Idea?          
	
 Based on the overwhelming popularity of the “Choose Your Destination” 
strategy among the Navigators and the “All In One Bag” strategy among the Travel 
Agents, Torch is able to deduct the characteristics and qualities that will attract our 
markets based on what they hold in high esteem. Therefore, the Big Ideas among 
both of our markets can be established in order to develop a more comprehensive 
visual campaign that will play to these aspects. Both of the below Big Ideas 
coincide with the branding of the School as previously established. Not only do the 
ideas speak to the solid foundation that the School provides, but specifically hones 
in on the relevant skills and tools students are provided as well as the successful 
futures that students can achieve. Keeping this in mind, the Big Ideas for the 
Navigators and Travel Agents are as follows:
Navigators:
	
 The School of Advertising and Public Relations houses the Advertising 
major which provides students a vast array of career possibilities to ensure 
that they are able to choose their own professional path. 
Travel Agents:
	
 The School of Advertising and Public Relations houses the Pubic 
Relations major which provides students with a diverse skill set that prepares 
them for any new challenge or career possibility. 

Strategy 1: Major in Style Strategy 2: No Decision 
	
       Required

Strategy 3: All in One Bag
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Creative Testing ResultsCreative Testing ResultsCreative Testing ResultsCreative Testing ResultsCreative Testing Results

Strategies

Creative 
Pieces

Message is 
for someone 

like me

This major 
is for 

someone 
like me

You are likely 
to learn more 

about the 
majorStrategies

Strongly Agree = 5       Strongly Disagree = 1Strongly Agree = 5       Strongly Disagree = 1Strongly Agree = 5       Strongly Disagree = 1

PSA AD 1 4.15 3.23 3.69

OMG Sushi AD 2 3.96 3.19 3.13

Choose Your 
Destination

AD 3 4.03 4.11 4.04

Major in Style PR 1 3.85 3.31 3.92

No Decision Required PR 2 4 3.73 3.88

All in One Bag PR 3 4.15 4.03 4.35

Table 8: Creative Testing Results
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Media Plan Summary

	   In order to effectively introduce and differentiate the School of 
Advertising and Public Relations and its majors from the vast competition of the 
University of Tennessee, Torch Integrated Marketing must first appeal and 
impact its target audiences. As previously stated, our two target markets consist 
of Navigators as well as Travel Agents. These students consider themselves to be 
creative, problem solvers, and are seeking an exciting major with a vast array of 
career opportunities. Primary research found that 100% of our two markets 
classify themselves as heavy online users utilizing this media at least once a day. 
With this in mind, as well as their geographic location isolated primarily to the 
University of Tennessee, Torch Integrated Marketing must show the School of 
Advertising and Public Relations as a viable alternative or most appropriate 
option for those among our target markets against all other competition on the 
University’s campus. Therefore, it is important to first raise awareness of not 
only the School itself, as there is currently no form of promotion, but its newly 
developed branding in order to urge students to consider and ultimately choose 
the School of Advertising and Public Relations as their course of study. Torch 
Integrated Marketing recommends a campaign with a heavy focus on digital 
marketing with a combination of events while utilizing a brand ambassador 
program for ongoing branding and recruiting efforts. 

Both the current size of the target audience and the overall campaign 
budget of $1,800 allocated for all events, promotional efforts, and recruiting 
initiatives, will give rise to certain financial limitations. In order to effectively 

reach such a large target who are very familiar with the product category, but not 
the School of Advertising and Public Relations itself, will prove difficult with the 
allocated small budget, especially with the new School branding. Therefore, it is 
imperative to gain sponsors specifically for this branding and recruiting effort to 
aid in the funding of events and promotional tactics. Although the digital media 
will prove crucial in raising awareness, curiosity, and overall information of the 
School, its main purpose will be to serve as a channel for those potential students 
to interact with the School. This will, in turn, create a relationship between student 
and School. However, the use of events and other promotional tactics will be 
needed in order to drive the target markets to the School’s online presence. 
Therefore, it is essential that these events be effective, and can only be so with the 
right funding and materials. It is the main goal of these events and programs to 
generate word of mouth discussion for the School that one of its majors is a 
perfect choice, and motivate them to declare Advertising or PR as their chosen 
field of study.  

Timing for the campaign will be an important factor in reaching the target 
market. With all campaign efforts taking place on the campus of the University of 
Tennessee, the timing must coincide with the school year. Therefore, the campaign 
will be administered from October 2013 until September 2014, although many 
aspects may be used in future school years. The heaviest efforts will take place in 
November and December 2013 as students register for the upcoming semester’s 
classes as well as August 2014 and September 2014 to promote the large 
recruiting event. Ongoing efforts will take place throughout the year through all 
digital media. All media objectives are seen in Table 9 below. 

Target Audience Creative 
Requirements

Reach and 
Frequency

Geography Budget Sponsorship Promotion Social Media Timing

Males and females, 
18-20, who attend the 
University of 
Tennessee and are 
undecided or 
marketing, 
management, English, 
psychology or graphic 
design majors. Target 
seeks an exciting 
major and enjoys the 
variety of career 
options that the 
School of Advertising 
and Public Relations 
provides.

To select media 
that allows for 
visuals which will 
emphasize how the 
School is different 
from other majors 
by emphasizing 
diversity, 
creativity, 
relatable material, 
excitement, and 
future success.

Attain a 60% 
reach across all 
media/events 
and a frequency 
of 4 among the 
Navigators and 
the Travel 
Agents for 
specified months 
of the campaign. 

Campaign will 
be focused on 
the campus of 
the University 
of Tennessee 
and its 
students. All 
other areas 
reached will be 
due to word of 
mouth. 

Accomplish all 
stated objectives 
within a budget 
of $1,800.

To select 
sponsors which 
are a good fit for 
and will enhance 
the School brand 
while either 
developing or 
strengthening 
long-term ties 
with the School. 

Utilize a large 
scale event to 
increase awareness 
and curiosity as 
well as developing 
a brand 
ambassador 
program ensuring 
the constant 
promotion of the 
School, its 
branding, and its 
recruiting efforts. 

To build an 
interactive 
relationship with 
the Navigators and 
Travel Agents 
using social media 
platforms giving 
them an in-depth 
look into the 
majors of 
advertising and 
public relations. 

To develop a  
campaign that will 
will run for 12 
months. The 
campaign will 
begin in October 
2013 and conclude 
in September 
2014. 

Table 9: Media Objectives
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Media Recommendations

	
 The primary efforts of the campaign will utilize digital media to reach the 
Internet savvy Navigators and Travel Agents . This medium will provide already 
avid users of social media and the Internet with another channel in which to 
explore with the ultimate goal of creating awareness and establishing a 
connection with the School. This tactic is also the most cost efficient for the 
$1,800 budget, allowing the use of money to be distributed to other aspects of the 
campaign’s tactics. However, the problem is actually driving students to the 
appropriate digital resources to reach them with the branding and recruiting 
messages. Therefore, strategic timing of events and other promotional efforts 
including that of the brand ambassador program, must be executed effectively in 
reaching and piquing the curiosity of the target markets. Not only will these 
events initiate a tangible interaction with the School of Advertising and Public 
Relations and potential students, but will increase awareness, provide an outlet for 
students to have their questions answered, and ultimately launch a word of mouth 
campaign directly driven by our target market if the event and promotional efforts 
are performed successfully. This strategy almost serves as a circular tactic in 
which the events and promotions drive students to the digital media and messages 
while, simultaneously, the digital efforts drive potential students to the events. No 
matter the avenue the students take, each leads to the same conclusion---
awareness. Specifics of the aforementioned strategies and tactics are discussed in 
details below.
	

ONE VOICE
	
 In order to make everything consistent within the branding of the School 
of Advertising and Public Relations, Torch Integrated Marketing recommends one 
simple aspect for the campaign--One Voice. One Voice will be the name of the 
School of Advertising and Public Relations’ Brand Ambassador Program that will 
serve as a year long internship for chosen applicants. Applicants will sign-up for 
One Voice in August 2013 with interviews taking place in September 2013 with 
faculty. Faculty will choose the top 12 candidates from both Advertising and 
Public Relations including a mixture of both juniors and seniors. This program 
will serve as a mutual benefit for both the School and students as students will 
gain experience in on-campus advertising, social media, event planning, and 
branding while the School will have a designated group responsible for constant 
distribution of materials and ongoing efforts of exposing the campus to the new 
branding and recruiting endeavors. All of the following media recommendations 
will be implemented by One Voice under the direction of a faculty representative. 
In conclusion, these ambassadors are a part of an elite group chosen to represent 
the School of Advertising and Public Relations and on certain days need to look 
the part. With this in mind, Torch Integrated Marketing has designed a t-shirt for 
such occasions that ambassadors are to wear around campus. This shirt is seen in 

Figure 1.4. These students and their hard work will ensure that the School of 
Advertising and Public Relations truly has One Voice. 

SOCIAL MEDIA
	
 Our research suggests that most college students use at least one social 
media platform almost every day. As this is the case, increasing the School’s 
presence on social media will help the School gain a larger recognition among 
the Navigators and Travel Agents. By having a larger presence on social media, 
the School can draw more undecided freshmen and sophomores or those 
considering switching majors by increasing learning more about what the 
School has to offer. Therefore, digital platforms will prove to be a dominant 
factor in the Torch Integrated Marketing proposed campaign. The overall 
strategy for all social platforms is to increase the awareness of the School of 
Advertising and Public Relations and the majors within it among undecided 
freshman and sophomores and those considering switching majors. This will 
be achieved by the utilization of the School owned Facebook and Twitter with 
the addition of Instagram, and LinkedIn.

Figure 1.4

Front

Back
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Facebook
Tactical Objective: 
To increase Facebook “likes” by 30% from 294 to 383 among the Navigators 

and Travel Agents by the conclusion of the campaign. 
The use of a thriving Facebook page for the School for Advertising and 

Public Relations can allow potential Advertising and PR majors to become more 
acquainted with the School. According to our research, Facebook is the most 
widely used social media platform with the greatest amount of reach amongst the 
Navigators and Travel Agents. By posting material that the target audiences can 
relate to and gain information from, the School will increase engagement. This 
will, in turn, increase interest in the specific majors. Posts and updates can 
include: up-to-date information about events going on within the two majors, 
current student work, alumni mentions and follow-ups (“Where Are They 
Now?”), etc. This will give students recognition as well as show potential 

Advertising and PR majors the kinds of work that current students and alumni 
do. In order to be successful, the Facebook analytics of Reach, Virality, and 
Engagement must be utilized to learn which types of posts work and which do 
not. The strategy can then be adapted to encompass the more popular trends in 
order to stay on target and relevant. An example of Torch’s recommended new 
Facebook page that will reflect our creative strategies is seen below in Figure 1.5 
including the newly revamped School social media logo.

Twitter
Tactical Objective: 

 To increase Twitter followers by 20% from 161 to 194 among the 
Navigators and the Travel Agents by the conclusion of the campaign. 

By effectively utilizing Twitter, the School can establish stronger 
relationships with students and faculty on campus. By tweeting material that our 
target audiences can relate to, they can form a connection to the School. These 
tweets can include information about all of the unique careers that people with 

Figure 1.5 Figure 1.6
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Public Relations and Advertising degrees have, updates about the School’s events, 
or announcements and reminders. Also, teachers could post the best material from 
current students, with permission, so that everyone can see the type of work that 
students do in the School. By using social media to show how different the 
advertising and public relations programs are from a traditional major, the School 
can reach a larger audience and eventually establish a more meaningful relationship 
with them. It will be important to ensure that engagement (including Followers, 
Retweets, and Mentions) grows. This can be done by improving the quality and 
quantity of the tweets and can easily be monitored using these measures. An 
example of the recommended Twitter page is seen in Figure 1.6.

LinkedIn
Tactical Objective: 

To create a LinkedIn account to encourage networking among the 
Navigators,Travel Agents, current majors and alumni for the 

exploration of professional opportunities. 

	
 LinkedIn is a social media platform that the School is not currently 
utilizing. It is considered a professional social media site that encourages 

networking among alumni, peers and colleagues. Torch recommends that this 
be used in order to promote the School as a professional resource by connecting 
current and past students. This will work with our branding efforts in that it will 
emphasize future possibilities and potential professional success (Figure 1.7).

Instagram
Tactical Objective: 

 To create an Instagram that will promote all branding and recruiting 
efforts through appealing visuals and showcasing the School’s events 

and the current work of the Frequent Flyers.

By using Instagram effectively, the School can establish strong 
relationships with students and faculty on campus. One Voice would also be 
responsible for managing the Instagram account. To utilize Instagram 
effectively, the One Voice ambassadors will post content-rich, creative and 
engaging photos. The photos can be shared with the Facebook and Twitter 
accounts and can reach a broader audience if shared amongst followers. Our 
research has found that Instagram can be a beneficial and cost-effective form of 
marketing in addition to those already mentioned (Figure 1.8).

Figure 1.7 Figure 1.8
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Where The Roads Merge
	
 If Then, Than That (IFTTT) is an online resource that connects all social 
media accounts to provide a cohesive social media experience across multiple 
platforms. With the IFTTT website the Twitter, Facebook and YouTube accounts can 
be connected. Using “recipes” one can make Facebook and Twitter profile pictures 
automatically update together, tweet Facebook posts automatically, share Instagram 
photos automatically posted to Facebook and Twitter, post YouTube videos to 
Facebook and Twitter, and instantly have Instagram albums created on Facebook for 
photos and more. The IFTTT website utilizes connections for the following social 
media platforms: Facebook, Twitter, Instagram, YouTube, Blogger, BuzzFeed, 
Dropbox, Flickr, Hootsuite, LinkedIn, Vimeo, Tumblr, and Wordpress. Any action 
that can be performed on these social media platforms can be linked to any action on 
other platforms. This program will create cohesiveness with the brand and allow for 
further brand recognition.

Figure 1.9
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ON-CAMPUS ADVERTISING
	
 The primary strategy behind the on-campus advertising posters is 
to create awareness among the Navigators and the Travel Agents through 
the use of a very visual campaign. This strategy will bring the campaign to 
life as, although the ads will speak to our audiences of Navigators and 
Travel Agents, it will also raise awareness in general among all students on 
the University of Tennessee campus. This will prove crucial in successfully 
creating a brand for the School. The more the students are aware of the re-
branding and the School itself, the more apt they will be to visit the 
School’s online sites as well as attend the large scale event upon the 
campaign’s conclusion. All Navigator ads for the “Choose Your 
Destination” campaign are seen in Figure 1.9. 
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Flyer Campaign
Navigators: Choose Your Destination
	
 The “Choose Your Destination” flyer campaign will take place the length 
of the campaign with six chosen flyer designs. Each ad will feature aspects of 
travel in a black and white motif. By using this coloring, the orange headline and 
the large logo at the bottom of the ads will stand-out. Not only will this break 
through the clutter of the other on-campus advertising through its high level of 
contrast, but will still relay the message of the School even in quick passing of 
students. The travel/transportation strategy will cleverly depict the many roads 
that the Advertising major can take you in terms of career paths. This idea really 
resonated with the Navigators as a career upon graduation and the aspect of 
variety proves very important to them. This presented evidence of diverse 
professional opportunities coincides with the branding strategy by focusing and 
emphasizing the future success of students within the School. 

	
 The “Choose Your Destination” flyers will be placed in all UT housing 
facilities and key buildings throughout campus such as Humanities, the UC, AMB, 
Haslam, Trecs, the library, and other areas of high traffic on campus. This form of 
advertising is a fairly inexpensive way 
to reach a broad audience. The flyers 
will have a call-to-action at the 
bottom telling students to visit the 
School’s website. Additionally, there 
will be a QR code on each ad taking 
the Navigators to the School’s 
website or social media page.

“You can go many places 
with an advertising major.” 
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All in One Bag
	
 The “All In One Bag” flyer campaign will take place the length of 
the campaign as well with four chosen flyer designs that can be seen in 
Figure 2. Each ad will feature a different accessory that can be found in a 
women’s bag. With the Travel Agents being 93% women, this creative 
strategy is female specific in terms of design and copy. With a message 
stating, “All women come prepared, but PR women come prepared with 
everything it takes to get the job done,” the design plays on the fact that 
women carry numerous items within their bag to be prepared at all times 
just how majoring in public relations offers many tools to prepare students 
for a challenging work experience. In a clever and unique design, the four 
ads will be able to stand alone within the campaign, but will work together 
to display one complete picture of the bag and the different accessories. 
	
 Not only will this break through the clutter of the other on-campus 
advertising through its fun colors and eye catching design, but will create 
a sense of intrigue as students become aware of the creative nature of the 
ads in terms of them all fitting together. This “puzzle” will be mentioned 
in a call-out on the ads themselves urging viewers to find the missing 
pieces around campus. However, by scanning the working QR code 
below, viewers will be directed to the School’s website where they will be 
able to see the full picture of the combined advertising posters revealing 
the “smiley face.” This idea really resonated with the Travel Agents as a 
diverse skill set and career proves very important to them while the “cute”  
factor will appeal to our female audience. This presented evidence of 
diverse skills coincides with the branding strategy by focusing and 
emphasizing the relevant and crucial tools that the Public Relations  major 
offers its students. 
	
 The “All In One Bag” flyers will be placed in all UT housing 
facilities and key buildings throughout campus such as Humanities, the 
UC, AMB, Trecs, the library, and other areas of high traffic on campus. 
However, unlike the “Choose Your Destination” flyers, these ads will have 
a heavy concentration within Sorority Village. By strategically placing 
these flyers in an environment completely dominated by women with the 
majority being in the age range Torch is seeking, 
the School will be able to reach the Travel 
Agents in a more direct approach gaining a 
higher reach among this market. This form of 
advertising is a fairly inexpensive way to reach 
a broad audience. The flyers will have a call-
to-action at the bottom telling students to visit 
the School’s website. Additionally, there will 
be a QR code on each ad taking the Travel 
Agents to the School’s website as seen in 
Figure 2.1.
	
Figure 2

Figure 2.1
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Green Advertising
	
 Through the use of green advertising, the School will be able to reach a 
large audience in a way that has never been used on the University of Tennessee’s 
campus. Used in very high traffic areas of campus including Circle Park by the 
Torchbearer, the entrance to the Hodges library and Pedestrian Walkway, students 
can see how unique green advertising is, prompting them to see if they can learn 
more about it. This will, in turn, bring them to the School’s online media outlets. 
Also, by informing publications such as The Daily Beacon and the Tennessee 
Journalist through a press release (Appendix 5), the School has the potential of 
getting traditional media exposure without having to be financially obligated. Not 
only will this be an opportunity for the School to speak about the re-branding 
efforts but will feature an exciting new way in which to advertsise--green 
advertising. This will prove that the School’s curriculum is not only interesting, 
but allows students to think outside the norm.
	
  A stencil of the School of Advertising and Public Relations’ logo will be 
created in metal with which the image can be power-washed onto any cleanable 
surface, like that of a sidewalk. Depending on the “dirtiness” of the chosen 
location, the logo may last anywhere from 30-90 days after being pressure-

washed. Although normally extremely expensive, Torch has found a private 
donor who is donating the stencil to the School. This one stencil will last 
many years  and proves to be an extrememly cost effective way in which to 
promote the School and its revamped branding. With this being new to the 
University, it will draw a lot of attention from the students who see it. An 
example of what the stencil would look like is presented in Figure 2.2. 

EVENT MARKETING
With the strategy of holding an event that will be held to increase 

knowledge of the School of Advertising and Public Relations as well as its 
majors among the Navigators and Travel Agents, Torch proposes Choose Your 
Destination. This event will be held in Circle Park in the Fall 2014 semester 
during the month of September. The event will have a travel theme much like 
our Advertising campaign. After arriving, students will be given a “passport” 
that they will get stamped at each booth around the event. Some booths will 
consist of advertising information, PR information, and a description of the 
various classes taken and career possibilities. 

There will also be a photo booth 
where students will take their passport 
picture and other pictures with fun props. 
To see the pictures from the photo booth, 
students will be directed to the School’s 
Facebook page. Here the pictures will be 
uploaded for students to view in an album 
specifically made for photos of the event. 
This will give the School’s Facebook 
page more views, as well as give 
potential students more information about 
the School. 

The radio station 90.3 The Rock will also be at the event to play 
music and attract students. One Voice and faculty will run the main booths, 
while Ad Club and PRSSA will run booths that show the different careers 
within each major while giving information about the School’s extracurricular 
clubs and activities. For instance, AD Club will have booths talking about 
creative, media, research, branding and account planning, and PRSSA will 
have booths about event planning, working with the press, image and 
nonprofit work. Keeping with our travel theme, the food provided at the event 

will include Subway sandwiches. 
Once students have gotten their 
passports stamped by each booth, 
they will tear off the bottom of the 
page and give it to an ambassador to 
enter in a prize drawing. Prize 

Figure 2.2
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packages have been donated by DouglasJ Aveda Institute and Scripps Networks 
Interactive. Examples of additional prizes that has been allocated $150 dollars in the 
budget could consist of iTunes giftcards, Visa giftcards, or any restaurant giftcards. 
This sheet will have all of the student’s contact information as well as a few 
questions regarding the event to measure how helpful they believed it to be. This 
will allow us an immediate assessment of the event while providing us with the 
name and emails to distribute any further information. There will be merchandise 
with the School’s new logo, including Koozies, pens, water bottles, and passports 
that will be given out at the event. However, the use of on-campus posters will be 
strategically placed at freshmen dormitories, Sorority Village, the College of Art and 
Architecture, Hodges Library, Haslam and other high traffic locations that are 
routinely occupied by both Navigators and Travel Agents. Examples of the poster 
and all branded merchandise are displayed on this page. 

Front

Back

Event Poster

Campaign Recommendations
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Timing

! In order to most effectively reach the Navigators and the Travel Agents, 
strategic timing of the campaign elements must be put in place throughout the 
school year. The campaign will begin in October 2013 and runs through 
September 2014. The faculty members responsible for the brand ambassador 
program, One Voice, will gather applications and hold interviews with the 
potential members in September leading up to the launch of the campaign. These 
One Voice representatives will be responsible for the execution of the campaign 
from October 2013 until the Choose Your Destination Event in September 2014.
Certain elements will take place every month for the length of the campaign 
including posts to Facebook and LinkedIn, tweets on Twitter, and Instagram 
photos. The responsibility to complete these posts, tweets and photos will be held 
by the brand ambassadors. In Table 10 below, there are a few months in which 
advertising does not take place. The flyer campaigns for both the “Choose Your 
Destination” and “ All In One Bag” strategies will also last for the duration of the 
campaign with exception of the last three weeks of December and June and July 
during the summer to account for the school holidays and breaks. The green 
advertising tactic will have a constant presence on the University’s campus and 
will be re-done every few months to ensure the logo is in peak condition. As 
stated previously, the “cleaned” area should last anywhere from 30-90 days, 
reflected in the timing in the table below. 

 	
 The final aspect to account for within the timing of the campaign is the 
Choose Your Destination Event that will take place in September 2014. At this 
ending point of the campaign, the use of signage and an increased social media 
presence coinciding with green advertising efforts will all culminate to ensure 
the greatest potential attendance from the Navigators and the Travel Agents. 
There will be more flyers posted per week as well as a heavy social media 
presence promoting the event. Event posters will be placed all over campus in 
especially high traffic areas including that of Sorority Village. At the event, all 
branded merchandise will be distributed in hopes for those who attended to use 
them throughout the rest of the 2014-2015 school year. Therefore, although the 
timing of the campaign will have come to an end, the merchandise will 
seemingly keep the branding efforts alive on campus spurring a word of mouth 
campaign about the event and the merchandise received. This will, in turn, 
prompt others to visit the School’s website and social media sites in how they 
too can learn more about its offerings.

Budget
	
 Receiving a budget allocation from the School of Advertising and 
Public Relations of $1,800 for the re-branding and recruiting campaign, the 
money must be distributed creatively in order to achieve such a task. While the 
majority of Torch’s funds will go to the materials and merchandise for the 

Table 10: Campaign Media and Timing Flowchart
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Choose Your Destination Event, other monies will go to the materials for the on-
campus advertising. 
	
 In terms of the flyer campaign as well as the event posters that will be 
placed around campus in the months preceding the event, an allocated estimated 
cost of $386 will be used for these printed materials. As One Voice acts as an 
unpaid internship within the School of Advertising and Public Relations, the Brand 
Ambassador T-shirts have been generously donated by Marc Nelson Denim for 
this campaign. 
	
 The greatest expense of Torch Integrated Marketing’s campaign will be 
the event which consists of printed materials, a photo booth, food and beverages, 
prizes, and branded merchandise. This event will cost the School approximately 
$1,339.42. However, this is simply a rough estimate at this point in time. Torch has 
reached out to various companies to see if this branding campaign would be 
something that would interest their company in donating either funds or materials. 
A complete breakdown of the budget can be seen on the following page. 

Sponsorship 
	
 Torch Integrated Marketing has secured various sponsors for the proposed 
campaign including Subway, WUTK 90.3, Scripps Networks Interactive, Aveda, 
and Marc Nelson.Denim.  WUTK is providing a promotional package valued at 
$2,100 within our allotted budget of $250. Aveda and Scripps will be providing 
prize packages that will be given away upon the conclusion of the event. Private 
donors have donated the green advertising stencil as well as the water and snacks 

Figure 2.3
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for the event. Marc Nelson Denim has agreed to provide 12 shirts for the One 
Voice Brand Ambassador Program. All shirts will include the logos presented in 
Figure 2.3 besides that of Subway as they provided a small discount on the food. 
All materials related to sponsors can be seen in Appendix 5. 
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Campaign Assessment
To measure the success of the campaign, Torch Integrated Marketing must 

ensure that defined objectives are accomplished. The primary marketing objective 
set by the client of obtaining at least 60 advertising majors and 60 public relations 
majors per year is easily measurable. By looking at enrollment statistics, the School 
of Advertising and Public Relations will be able to see whether the campaign and 
event produced a spike in declarations of majors or failed to increase interest. The 
communication objectives of increasing awareness, interest, and positive sentiments 
about the School of Advertising and Public Relations and its programs can be 
measured following the event as well as throughout the year. As students will have 
to fill out the information (name, year, current major, email address, etc.) on their 
“passports” and turn them in at the end of the event to be entered for the raffle, the 
School can distribute a survey through email to the students that turned them in as 
well as use the passport itself as a mini survey ensuring that the School receive some 
sort of feedback from students. This survey will inquire as to whether or not the 
event increased interest in signing up for the introductory courses of Advertising 
250 and/or Public Relations 270. Similarly, a survey can be distributed among all 
freshman and sophomores through email to evaluate the overall branding strategy. 
Questions such as “Have you seen advertisements for the School on campus?” will 
suggest whether or not awareness has been gained, while others like “Did they 
appeal to you?” can ensure that the appropriate target is being reached. 

In terms of re-branding online, analytics tools will need to be used. 
Facebook produces its own analytics which will show if the new branding strategy 
has been effective in gaining “Likes” and other forms of engagement such as 
comments or shares. The Twitter will follow a similar pattern. An increase in 
followers, retweets, and mentions will suggest an overall successful re-branding. 
Google Analytics will be used to assess the updated website. A free service, this 
program will detail click-through rates and impressions. These numbers will be of 
vital importance as the website remains the primary hub for information about the 
individual majors. 

It will be important to continually monitor the goals of the campaign 
throughout the year amongst the targets to learn if there needs to be any re-
evaluation or if it is on point with its messaging and efforts. Ways in which to assess 
the campaign can be seen in Table 11. 

                            Branding Considerations
After reviewing our primary research, Torch Integrated Marketing has 

established some recommendations for the School that, we believe, can help in 
solving the declining number of students declaring the majors. Although these 
recommendations do not necessarily fit within our main campaign 
recommendations, we find they are important for the branding of the School, in 
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Chart  AssessmentChart  Assessment
Marketing Objective Measurement Strategy

To recruit at least 60 new students for each of the two 
majors of advertising and public relations per academic 
year.

Declared majors 
statistics each semester

Branding Objective Measurement Strategy

To increase positive sentiments towards the School of 
Advertising and Public Relations and its presence within the 
College of Communication and Information among faculty 
and students throughout the University.

Online student and 
alumni survey 
evaluation

Communication Objectives Measurement Strategy

To increase knowledge among students that the Advertising 
and Public Relations majors are housed within the College 
of Communication and Information.

Online student survey 
evaluation

To increase awareness of the Advertising and Public 
Relations majors among the Navigators and the Travel 
Agents.

Online student and 
alumni survey 
evaluation

To increase beliefs that the Advertising and Public Relations 
majors are a good blend of business and arts among 
Navigators and Travel Agents.

Online student and 
alumni survey 
evaluation

To encourage Navigators and Travel Agents to visit the 
website and social media for the two majors to learn more 
about the programs.

Online student survey

To encourage the Navigators and Travel agents to sign up 
for introductory classes (Advertising 250 and/or PR 270) to 
learn about the programs.

Cross check students 
after class ends. 

To increase interest among the target markets by 20% to 
either select or change their current major to Advertising 
or Public Relations. 

   Post-event survey;
   Course sign-up statistics

Table 11: Campaign Assessment 
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order to increase awareness and potentially increase the number of majors 
declared. The first recommendation that we have for the School is to:

•Introduce a new logo that would appeal to more
             students. 

	
 Torch has designed an alternate logo that we 
believe should be considered in the branding of the 
School. Although the School currently has a logo that is 
represented on the Facebook page, many students in 
our primary research expressed their disapproval for the 
current logo. Being advertising and public relations 
students, many current and future students have a passion 
for creative expression and therefore, they believe that the logo should be 
more appealing. The newly proposed logo coincides with the branding 
strategy as well as the campaigns for both the Navigators and Travel 
Agents. With the use of the question/commentary bubble, the logo almost 
asks the question to the creative strategies presented. For example, it begs 
the question, “What is your chosen destination?” or “What’s in your bag?” 
By placing the AD & PR text in the middle, the logo offers the answer to 
such questions placing the School of Advertising and Public Relations as 
the only solution to the students “major” decision. Many students believe 
the current logo  is boring, similar to the current school website. With that 
thought in mind, our next recommendation for the School is to: 

•Change their online presence through a revamping of their
             website and other online platforms

	
 While conducting our primary research, current advertising and 
public relations students expressed their dissatisfaction of the School’s 
current online presence. Using words like collaborative, creative, 
innovative, togetherness and originality to describe advertising and public 
relations students, these individuals believe that the current website and 
social media sites are not representative of the types of students and 
relationships that the School contains. Many said the sites were bland and 
boring and that the creativity of the students within the School should be 
represented in a better way. Many students also believed that the School 
website on the University’s main website was difficult to navigate and 
made it complicated for students, current and future, to find what they 
needed. Therefore, Torch has created mock-ups for new Facebook, 
YouTube, Twitter, and Instagram pages for the School, as seen previously,  
and also recommends a reorganization of the main website. This way, all of 
the School’s sites are more exciting and also easier to navigate. This was 
not the only concern that students interviewed had, which brings Torch to 
its next recommendation.

• Place an emphasis on the introductory class faculty.

Almost every student interviewed, either by questionnaire or through focus 
groups, indicated the importance of the Advertising 250 and Public Relations 270 class. 
It is imperative that the faculty member teaching these classes be extremely enthusiastic, 
engaging, entertaining, and willing to revamp the class in such a way as to persuade 
more students to join the majors offered. Of all those questioned who were greatly 
satisfied with the class and were prompted to join the School had Dr. Eric Haley as an 
instructor. All other students greatly dissatisfied with their experience listed other faculty 
members as their instructors. Keeping this in mind, as well as the qualities Dr. Haley 
possesses, the School must place importance on the professor that teaches these classes 
as it is the first true glimpse  and trial run of the major that other students receive. For 
our final recommendation, Torch has come up with a tagline to use when creating a 
better brand for themselves. 

•The School of Advertising and Public Relations is “UT’s Best Kept Secret”

	
 We also discovered that most students in our primary research believed that the 
School of Advertising and Public Relations was located within the College of Business 
Administration, rather than the College of Communication and Information. We find it 
important for the School to make this distinction clear in order for our TA to locate 
information about the School, if needed. Because of this confusion, by using the 
statement, “The University’s best kept secret”, the School can explain, that even though 
many believe the School is within the Business College, it is, in fact, not and offers 
students a vast array of exciting curriculum and career opportunities. 
	
 Torch Integrated Marketing believes that the previous recommendations are 
important in the branding of the School. By creating a well-known and appealing brand, 
the School can ultimately attract more students and therefore, solve their main problem 
of the small number of declared majors. 

Conclusion
	
 Torch Integrated Marketing proudly accepted the challenge of re-branding the 
School of Advertising and Public Relations in order to increase the number of majors for 
advertising and public relations, both of which have been steadily declining over the last 
four years.  To accomplish this task, Torch Integrated Marketing created an entire 
campaign involving primary and secondary research, the selection of highly targeted 
markets, the creation of green advertisements, and a large scale informative and 
recruitment event. Through the assimilation of all of the above categories, based on 
research and creative pretesting, we are confident that the goals given to us by the 
School of Advertising and Public Relations can be easily met and even exceeded. 
	
 As a cause that is close to our hearts, Torch Integrated Marketing hopes to have 
displayed our love of the School through the creation of a campaign that will introduce 
others to the University of Tennessee’s “Best Kept Secret.”
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