
CASE STUDY

Site benefits from students’ point of view
IntegratedMarketingCommunica-

tions intheUniversityofTennessee’s
CollegeofBusinessAdministration
isasenior-levelelectiveforunder-
graduatestudents.Workinginteams,
studentsareaskedtoapplytheir four
yearsofbusinessknowledgetode-
velopareal-worldintegratedmarket-
ingcommunicationsplanforanarea
organization.

Lastspring,studentsworkedwith
eCampusTours.comtoenhance
awarenessof theWebsiteandin-
creasevisits tothesitebycollege-
boundstudents.

Thecompany:eCampusTours.com,
adivisionofstudent loanprovider
Edsouth, isacollege-planningWeb
sitecreatedin2000.Thesite features
360-degreevirtualcampustoursto
morethan1,300colleges.Students
cansavefavoritetoursandarticles,as
wellasschedulevisits toparticipating
schools.Onaverage,eCampusTours
receivesmorethan150,000unique
visitorspermonth.

eCampusTours includesarticles
aboutcollegeplanning,campuslife,
careerexplorationandpayingfor
college.Thesitecontainsadatabase
withinformationonmorethan10,000
scholarships,andeveryyearseveral
$1,000scholarshipsareawardedto
randomly-selectedwinners.

Students:Undergraduatestudents
DanielDegaetano, JosephCones, Jes-
sicaMathews,KatCheshireandVic-
toriaMontgomeryweresupervised
byCindyRaines,course lecturerand
directorofcommunicationsforthe
CollegeofBusinessAdministration.

Approach:Thestudentsinvestigated
thecompany’sstrengths,weaknesses,
opportunitiesandthreats.Theyalso
conductedaninclusivecustomer
analysis thathomedinonthetarget
audience’svaluesandneeds.The
groupestablishedanannualobjective
of increasingsitevisitationbymore
than130,000studentswith40,000
visitingthesitemorethanonce.

Teammembersanalyzedpotential
brandinginitiatives,keypositioning
alternatives, regionalopportunities
andacoremessagingstrategy—how
doeseCampusTours.comwantto
differentiate itselfamongitscompeti-
tiontoattractandbuild loyaltywith

itsdesignatedtargetaudience?The
groupevaluatedgraphic imagingop-
portunities; traditionalandnontradi-
tionalmarketingchannels; theuseof
publicrelations,eventsandsponsor-
ships;andtheuseofconsumerpro-
motionsandgive-aways.

Result:Thestudentsrecognized
that lackofawarenessamongthetar-
getaudiencewasamajor issueforthe
Website.

Thegroupproposedanewposi-
tioningstatement, “100sofcampuses
…onlyamouseclickaway,” torein-
forcethesite’scomprehensiveoffer-
ingsof informationandeaseofuse.

Althoughthegroup’smarketing
planneededtohaveanationalreach,
thegroup’smarketingresearchdis-
coveredthat theNortheastwouldbe
themostopportuneareatofocusits
campaignbecauseitsstudentsmore
frequentlyattendout-of-statecolleges
thananyotherregionofthecountry.
Thegroupalsoidentifiedstudents
whoarethefirstsiblingtoattendcol-
lege,astheywouldn’thaveoldersib-
lingstohelpinfluencetheircollege
decisions.

Thestatesthegroupfocusedon
includedVermont,NewHamp-
shire,Connecticut,Maine,Rhode
Island,Massachusetts,Marylandand
Delaware.Sixof thesestatesranked
amongthetop12nationally interms
ofthepercentageoffirst-time,first-
yearfreshmenleavingtheirhome
stateforcollege.Nationally,24per-

centoffirst-timefreshmenleavetheir
stateofresidence.Vermontranked
secondinthenationwith60percent
andNewHampshirerankedthird
with53percent.

Thegroup’smarketingplanfo-
cusedonSATcenters intheeight
chosenstates; thegroupdiscovered
that themajorityofstudents inthat
targetedgeographicareawhoaspire
toattendcollegetaketheSATtest,
rangingfrom86percentofcollege-
boundstudents inConnecticut to67
percentofcollege-boundstudents in
Vermont.Notforgettingthat their’s
wasanationwidecampaign, the
groupdecidedtoalsomarket through
DECA,anationalassociationofhigh
schoolstudentsthatpromotes lead-
ership,careerpreparationandcom-
munityservice.DECAexists inmore
than4,500schoolsandhas180,000
members.

Thegroupproposedtosetupa
tableandbanneroutside420SAT
testingcenters(210centersduringthe
springand210centersduringthefall)
acrosstheeightstates.TheeCampus-
Tours.comrepresentativestaffingthe
tablewouldencourageSATtesters
tosurfeCampusTours.comtoexpe-
riencefirst-handthebenefitsof the
site.Therepresentativealsowould
handoutagoodybagtoeachstudent
leavingthetestcenter.Thebranded
eCampusTours.combagwouldcon-
tain“post-examnourishment,”such
asSmarteescandiesandfunfacts

aboutdifferentcolleges. Italsowould
containanoffertodownloadafree
songfromiTuneswhentheindividual
registeredateCampusTours.com.

ToreachtheDECAaudience, the
grouprecommendedadvertisingin
theDECAhighschoolconference
guideat theorganization’s fourna-
tionalconferences,advertisingonthe
backcoverof theJanuary/February
andSeptember/Octoberbi-annual is-
sues(timeswhenstudentsweremost
consideringcolleges),andposting
ayear-roundbannerontheDECA
mainpage.

Additionalsuggestions included:
■Adjustingthelayoutof thehome

pagetoemphasizethat thesite isa
not-for-profitbusiness, reducingany
perceptionof“spam”possiblyassoci-
atedwiththesite;

■AddingtotheWebsiteareasfor
socialnetworking, funandgames,
andcollegefunfacts;

■Creatingacampussearchengine
wherebyastudentcouldbealigned
withacollegesimilar tohisorher
personalitybyansweringseveralkey
personalityquestions;

■Changingthesite’sprimary
colorsfrompurpleandlimegreen
(researchindicatedthat thepurple
remindedthetargetaudienceofchil-
dren’s televisioncharacterBarney)to
navyandlimegreen.

“Thefeedbackgatheredfromthe
students’ researchcombinedwiththe
commentsgeneratedfromstudent
interviewshashelpedtoconfirmour
theoriesofwhatcouldmakeeCam-
pusTours.commorepopularamong
ourtargetdemographic,”saidTanya
Ickowitz,assistantvicepresidentof
Edsouth/eCampusTours.com.“The
stepswewouldliketotaketoappeal
totheyoungergenerationdonotnec-
essarilymatchthecorporatemind
set, sobyusingthis information,our
creativeteamwillbeabletomore
soundly justifyexistingproposals to
seniormanagement.”

■
Companies and organizations
interested in participating as clients of
the College of Business Administration’s
marketing students should contact
Cindy Raines at craines1@utk.edu.
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