


206 Paul Miller Building
Oklahoma State University
Stillwater, OK 74078

(832) 465-3563
claire.jackson@okstate.edu

April 8, 2013

Dear Dr. Holtzhousen and Dr. McGuire,

Thank you for the opportunity to create a comprehensive marketing plan for the Oklahoma 
State University’s School of Media & Strategic Communications Graduate Program. It has been a 
rewarding experience to build a campaign for our soon to be Alma Mater. 

Tailored to Suit You is a campaign targeted at working professionals and undergraduate students 
who are considering attending graduate school, now and in the future. These potential students are 
looking for a master’s program that they can tailor to suit their lifestyle and their personal interests. 
For this campaign, our main strategy is to create online and/or hybrid courses. Along with this, we 
have incorporated workshops to prepare professionals for APR certification and to improve skills in 
social media, graphic design, video production, etc. 

With the implementation of our campaign, we are confident that the Oklahoma State Unviersity 
School of Media & Strategic Communications Graduate Program will see an increase in enrollment 
and in alumni and donor support. 
 
Again, thank you for this opportunity.

Best, 

Chrome X Communications

                                                                                                                               
Claire Jackson, Executive Director   Deb Schlegel, Research Director

                                                                                                                               
Alexa Ivins, Editorial Director    Dana Terhune, Digital Director

                                                                                                                               
Sara Cantrell, Director of Strategy   Rosie Anderson, Creative Director
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The Oklahoma State University School of Media & Strategic Communications Graduate Program is 
an established master’s program that provides a Master of Science in Mass Communication with 
an emphasis in Media Management. The hands-on curriculum focuses on news media and strategic 
communication management. 

Classes are available on the OSU-Stillwater and OSU-Tulsa campuses, and students can choose one 
of two course options: the thesis option, requiring students to complete a research thesis, or the 
project/creative component option, requiring students to create and implement a creative project. 

In order for our communications campaign to effectively reach desired potential students, we have 
established specific target audiences of potential applicants: working professionals and current 
undergraduate students. Working professionals who are looking to advance their careers with a 
master’s degree are the most important target audience for the graduate program because of their 
experience in the communications field and the program’s emphasis on building professionals to the 
management level. Undergraduate students are still school-focused from their undergrad and ready 
to continue their education with a higher learning program. 

Primary research was conducted in the form of surveys, personal interviews and a meeting with 
the administrators of the graduate program to evaluate what steps need to be taken to provide the 
school with a new strategic communications plan. 

Our campaign was created not only to reach the indicated student target audiences, but also to 
encourage donor support, build alumni relations and to increase  brand outreach and awareness 
within the Oklahoma community and the community of communications professionals. 

The objectives of our campaign are as follows:
1. To increase the application rate to the Oklahoma State University School of Media & 
Strategic              
    Communications Graduate Program by 20 accepted, attending applicants for the Fall 2014 
Semester.
2. To increase the application rate of the Oklahoma State University School of Media & 
Strategic              
    Communications Graduate Program 10 accepted, attending applicants by the Fall 2014 Semester.
3. To increase alumni participation in graduate program events and marketing efforts by 25 percent 
     by the Fall 2014 Semester.
4. To double the donations from those received last year in support of the Oklahoma State 
     University School of Media & Strategic Communications Graduate Program.

The specific strategies and tactics associated with these objectives can be found on page 22.

Chrome X Communications is confident our campaign will reach the targeted 
audiences, influence potential students, increase enrollment numbers and 
donations, establish relationships with alumni, and build the brand of the Oklahoma
 State University School of Media & Strategic Communications Graduate Program. 
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The Oklahoma State University School of Media & Strategic Communications Graduate Program 
has formed its reputation around well-educated faculty and top-of-the-line research. The graduate 
program offers courses in Stillwater and Tulsa, which feature facilities with the latest software 
programs and technology. However, the graduate program needs to make several improvements in 
the coming year. These include a decline in enrollment, lack of a strategic marketing and advertising 
plan, little variety in class structure and course material, and weak alumni and donor relations. From 
our research, we have found that the largest barrier to graduate school enrollment is time. This 
is based on the information gathered from personal interviews with business professionals. The 
undergraduate students surveyed would prefer a graduate school curriculum with a hybrid class 
setting. This would allow for at least half of the course material and lectures to be online, so more 
working professionals would be able to attend. Many student and professional respondents said the 
location of the in-class-only program would hinder their enrollment. A completely online program 
would allow for students to enroll from international destinations, as well as across the United States.

The majority of communications professionals who did not attended OSU for their undergraduate 
education had not heard of the graduate program at all and they were not interested in seeking 
out graduate program information on their own. These professionals want the graduate program 
information to be readily available online and through social media presence.  Donors who were 
surveyed said they would be more willing to give financially if they knew specifically where their 
money is going. This can include a building improvement fund or student scholarships.

The Oklahoma State University School of Media & Strategic Communications Graduate Program 
is tailored to suit the individual goals and needs of its students, and Tailored to Suit You is a 
communications plan emphasizing the multiple paths a student can take to complete his or her 
master’s degree. Every student has different responsibilities and work experiences, and this plan 
outlines how the Oklahoma State University School of Media & Strategic Communications Graduate 
Program can utilize online/hybrid course options, workshops and new, creative class ideas  to fit the 
needs of all types of students. Whether you are a working professional or a full-time undergraduate 
student, the Oklahoma State University School of Media & Strategic Communications Graduate 
Program will suit you. 
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COMPANY

The Oklahoma State University graduate program is based within Oklahoma State University’s 
School of Media & Strategic Communications. The program is available on both the Stillwater and 
Tulsa campuses. The program is avaliable to working professionals, and recent undergraduate, who 
are interested in pursuing a greater understanding of media and how to manage it. 

Because of its curriculum and outstanding faculty/staff, the School of Media & Strategic 
Communications is noteworthy because it has been accredited by the Accrediting Council on 
Education in Journalism and Mass Communication (ACEJMC) since 1928. 

Information on the program is widely accessible online. Although the degree program and some of 
its characteristics are documented on several search sites, the program was not ranked among top 
U.S. graduate programs. The goals of the Oklahoma State University School of Media and Strategic 
Communications Graduate Program are to prepare students for careers in mass communications 
management and for further graduate study, and to increase awareness and enrollment in the 
program and to recruit more students for the Tulsa program.

In the past, the graduate program has thrived with higher enrollment numbers and held greater 
interest among students. Current enrollment numbers are generally low with little awareness 
of the graduate program being generated within the OSU community. However, the graduate 
program has not been updated since the school underwent a rebrand in 2010, which included a 
change in name from the School of Journalism and Broadcasting to The School of Media & Strategic 
Communications. Other changes include the renaming of curriculum and classes. Currently, the OSU 
SMSC Graduate Program has low outreach to alumni and low alumni support. The school is also 
restricted by budget, and the University has not set aside funds for the SMSC program to develop 
and carry out the necessary marketing plan.

CUSTOMERS

The Oklahoma State University SMSC Graduate program has multiple market segments that make 
up its customer market. It targets not only recent graduates, but also current undergraduates, and 
even high school students. By marketing the SMSC graduate program to seniors in high school who 
plan to major 
in communications when they attend OSU, the graduate program is putting itself in the back of 
these student’s minds. The same goes for undergraduates enrolled in the School of Media &
Strategic Communications. 

Another big market segment would be professionals already working in communications. 
Some of these professionals may be frustrated with their job, or they have reached 
a ceiling in their career that keeps them from making a bettersalary, or getting a
 desired promotion. Targeting these professionals will bring in the SMSC
 preferred student, which is someone withreal life experience rather than those who 
have just graduated. 
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CONTEXT

A few uncontrollable factors affecting Oklahoma State’s graduate program are funding, enrollment 
rate, the economic conditions, society and culture. Many desired candidates simply cannot afford 
to attend because of the cost; however, President Obama plans to solve some of these financial 
problems in order to recover our economy  (Luzer, 2013); (Faust, 2009).

Another factor is the risk of losing a current job’s, and there may be no guaranteed job after 
completion of a master’s degree (Lewin, 2013). Our research shows that the enrollment rate is 
declining; however, the number of applicants has remained the same. 

Another uncontrollable factor is the way a potential candidate was raised in his or her home. 
Studies have shown that young adults with a high socioeconomic background are more likely to 
attend more school after completing an undergraduate degree, as opposed to those with a low 
socioeconomic background who are more likely to receive help with funding. Ethnicity can also 
help determine the enrollment rate and who is receiving financial support for graduate degree 
opportunities (Lei, 2010).

COLLABORATORS AND COMPLEMENTORS

There are several uncontrollable factors external to the School of Media & Strategic 
Communications Graduate Program. Oklahoma State University’s alumni and donors are two of 
the most important complementors to the graduate program. Their ongoing support and financial 
donations help strengthen and build the program. 

Other collaborators include clients and businesses such as Public Relations Society of America 
(PRSA), Advertising Club (AdClub) and Society of Professional Journalists (SPJ). PRSA and AdClub 
help students gain a greater understanding of the public relations industry, as well as the value and 
power of social media. SPJ teaches professional and journalistic codes of ethics. 

Employers also play important roles as collaborators. Students are motivated to pursue higher 
education for future job benefits and employers who favor candidates with master’s degrees, or 
encourage/support employees who are seeking their degree while working simultaneously can 
influence enrollment rates.
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COMPETITION

Direct competitors to the OSU SMSC Graduate Program include traditional classroom-based 
graduate programs and online programs. These graduate programs provide competition for the 
SMSC program by providing specialized training students can take directly into a work setting 
after completing their degrees. Online programs can be accessed by students all over the world 
and allow students to participate while still working full time. Other competitors offer industry 
specialized courses, like healthcare or education communications, which allow students to have a 
more narrowly tailored education. 

DIRECT REGIONAL COMPETITORS
The University of Oklahoma offers a Master of Arts in Mass Communication Management. This 
program provides coursework to prepare students for management-level positions in the industry. 
Students combine research and in class theory by learning through coursework and independent 
study with faculty. Outside courses in marketing, business administration and other fields can be 
chosen to complement the program according to student’s interests. 

The University of Texas offers a Master of Arts in Advertising, both with and without a research 
component.  Its reputation as a prominent university in the Big 12 and a respected communications 
program with many resources are strengths of the program. Its location in Austin can be an 
advantage for those wanting to attend graduate school in that region. The program offers university 
fellowships, scholarships and the opportunity for graduate development awards. Graduate students 
can get involved 
within the program by joining the Advertising Graduate Council and connecting with alumni and 
faculty on the AdGrad networking website.

TOP RANKED ONLINE COMPETITORS
Ranked by www.thebestcolleges.org

Gonzaga University offers an online Master of Arts in Communication and Leadership Studies that 
prepares students for management level positions. The program won the National Communication 
Association’s Innovation Program Award, which listed the program’s strong focus, high-quality 
teaching, and multiple class content delivery systems as a few of the reasons the program rose 
above 
competition. Students in the program come from a variety of communication backgrounds and 
find the program to be good preparation for a Ph.D. program. 

Kent State University offers an online Master of Arts in Journalism and Mass 
Communication/PR, and is one of the first universities to offer a completely online 
master’s degree in public relations. The program is geared toward 
knowledge in social media, management, crisis communications and 
branding. Graduates are prepared for management level positions. 13
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RESEARCH METHOD 1: PERSONAL INTERVIEWS

OBJECTIVE
The goal of this research was to gage the knowledge of communications and human resource 
professionals on the Oklahoma State University School of Media & Strategic Communications 
Graduate Program. We also wanted to determine if they think graduate level programs are 
important and how their business or organizations feel about employees having master’s degrees. 
These opinions are important for us to see how a master’s degree is valued in multiple aspects of 
the professional world. 

METHODOLOGY
Research was conducted through personal interviews with 11 participants who hold positions 
as hiring managers, business executives, professors, advisors and administrators in the 
communications, public relations and advertising fields. We asked a series of interview questions, 
some in person and some via phone, email and Skype correspondence. The interviews were 
completed between the dates of Feb. 5 and Feb. 15, 2013.

SAMPLE
Serving as the first sample are professionals between the ages of 20 and 60 employed by various 
businesses in Oklahoma City, Tulsa and Stillwater. 72 percent of the sample were female profession-
als. The respondents are in various stages of their careers; some are mid-level employees, other are 
senior-level coordinators. 

This group is appropriate for the businesses and clients target market because they represent a 
wide variety of aspects of the communications field. Some hold master’s degrees and some do not. 
There are hiring managers, HR professionals, agency and corporate communications employees. 
This offers a variety of opinion to cover the wide range of possible perspective on the topic.
 
KEY FINDINGS & IMPLICATIONS FOR CAMPAIGN
Although our subjects came from different areas of expertise, some had master’s degrees and some 
did not, most were unfamiliar with the SMSC graduate program. The majority of the subjects do not 
believe that pursuing a master’s is a substitute for real-world experience, which is a critical point for 
those deciding whether or not pursue a master’s degree. 

Many respondents were also skeptical that online programs may not be the best way for students 
to earn a Master’s degree. A variety of online master’s degrees exist, and some employers question 
the validity and level of expertise of an online program. We need to consider this when potentially 
marketing a program online.  
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Those working as managers or directors stated that a master’s degrees are valuable for those 
looking to become directors or executives in the company they work for. Working in an agency does 
not necessarily require a master’s degree for career advancement; however, corporate positions 
could require master’s degree to be qualified for some promotions. Those looking to work in 
corporate or executive capacity should consider a Master’s degree. 

The responses of these professionals are valuable to the research portion of this project. These 
professionals are using their master’s degrees to be successful in their profession, and they are 
the best source of information regarding the use of graduate level degrees in the field. 

COMPLETE RESEARCH FINDINGS
A CD has been included for questions and answers. 

RESEARCH METHOD 2: ONLINE SURVEY

OBJECTIVE
The goal of this research was to measure the sentiment of business people and employers in the 
communications field toward potential employees and professional contacts with graduate degrees.

METHODOLOGY
The survey was hosted online using Survey Monkey and distributed to students, professionals 
and employers in the communications field and customized for each respondent. There were 369 
respondents to this survey. The survey questions for our target audience were combined with a 
variety of questions for other target markets and some demographic questions, making the survey 
appropriate and customized for each respondent. 

SAMPLE
The anticipated respondents to our portion of the survey were business professionals in the 
communications field. This includes agencies and communications departments in a variety of 
fields. These respondents fell into two segments. The first would be aged 22-40, these are people 
who are establishing and growing their careers in communications and may be considering 
graduate school. They have high media usage, so an online survey would be an appropriate delivery 
method. The second group are aged 40-65, these are people who hold higher management 
positions and may have already completed a graduate school program. These professionals in the 
communications field have a higher expendable income and have influence in the hiring process. 
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KEY FINDINGS & IMPLICATIONS FOR THE CAMPAIGN
Our communications plan was created based on the key findings and implications found via the 
online survey. Based on primary research, the findings that stood out and led us to the creation of 
our campaign were as follows:
• 70.8 percent of responders said that an employee with a master’s degree ranked more favorably 

than candidates without a higher degree. 
• Hybrid programs are well-received and a positive source of education delivery: 46.6% of 

respondents said they would be inclined to hyrbid graduate.
• Graduate students are predominately motivated to attend a program due to better job 

opportunities and higher income: 40.6% of respondents were motivated by higher income and 
43.7% were motivated by better job opportunities. 

• A majority of working professionals belive that attending a master’s program would be 
beneficial to their career: 69.7% of respondents said they agree or strongly agree that attending 
graduate school would be beneficial to their career. 

• Donors donate their money wisely, giving to causes they know will directly benefit the studnets 
in order to make a difference

• Professors are major drawing factors and strong points of our program. 

COMPLETE RESEARCH FINDINGS
Included CD for questions pertaining to businesses and clients. 
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STRENGTHS:

  •    The master’s program is available in Stillwater and Tulsa
  •    Close proximity to OKC and Tulsa businesses provides a network of local professionals
  •    Alumni had a positive student experience and maintain a positive attitude toward the SMSC   
        Graduate Progam
  •    Faculty and staff are experienced, well educated and also focused on student success
  •    Affordable tuition compared to competitors
  •    Easily accessible for Stillwater/Tulsa residents; Within a reasonable commute for Oklahoma   
        City residents
  •    Students have access to cutting-edge technology
  •    The Oklahoma State University School of Media & Strategic Communications program is 
        accredited by the ACEJMC for the 2012-2013 academic year
  •    The school has a unique program offering
  •    The program creates connections for future job
  •    Graduates have a strong portfolio

WEAKNESSES:

  •    No active marketing plan / inadequate marketing efforts
  •    No alumni relationship building/maintenance and insufficient resources to communicate with
        alumni
  •    The Paul Miller building needs renovations
  •    Unknown budget and financial resources that can be used to enhance marketing efforts 
  •    Classes are not easily accessible for full time working professionals
  •    Low program awareness across the OSU campus and among SMSC undergraduates
  •    Low enrollment rate for graduate program
  •    Few scholarship opportunities available for students 
  •    Lack of reputation as a strong communications master’s program 
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OPPORTUNITIES

  •    Create a marketing campaign geared toward generating awareness and increasing enrollment
  •    Increase communication and collaboration with departments across OSU
  •    Increase donor awareness for support of graduate school initiatives and create more 
        scholarships
  •    Use of social media to engage and communicate with alumni, donors and clients/businesses
  •    Utilize online and hybrid courses to better serve distance learners and working professionals
  •    Create better communication and relationships between undergraduates and alumni 
        through social media, to encourage alumni to give back to the school and to encourage
        students to become active alumni
  •    Create an APR certification class as an incentive for working professionals to go back to school
        for the master’s degree
  •    Host networking socials and workshops for master’s students and  alumni to connect

THREATS:

  •    Other successful graduate programs in communication, including schools that have newer 
        facilities or offer an online program
  •    Potential for donor fatigue with the state funding process for higher education 
  •    Unstable economy and job market
  •    Little funding from OSU to create a PR/marketing plan for the SMSC graduate program
  •    Rising cost of graduate school nationally
  •    Valued professors leaving the school
  •    Employers who do not place high importance on a graduate degree
  •    Low number of active graduate school alumni 
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Our goal is to build a cohesive, strategic marketing and advertising plan to span 
across the target markets, to increase program enrollment and to build alumni 
and donor relations. 

GOAL:

Tactic 1: Use professors, alumni, or current students as promotional speakers to cover 
the importance of higher education and graduate level degrees in the communications 
industries. The spearkers will attend meetings of the Public Relations Society of 
America, The American Communication Association and Women in Communication in 
states surrounding Oklahoma. These presentations from professors, former students 
and current students will include exciting information about the program and describe 
the substantial benefits of obtaining a master’s degree. The information and promotional 
information will be presented in a passionate and realistic way from those who have 
received their master’s degrees or are currently working toward them. The designated 
speakers will be knowledgeable in all aspects of the school and will make themselves 
available to any interested professional or potential students. 

Target Audience: Working professionals

Objective: To increase the application rate of the Oklahoma State University School of Media & 
Strategic Communications Graduate Program by 20 accepted, attending applicants for the Fall 2014 
semester.

Profile: Susan is a public relations professional and a member of the Tulsa chapter of PRSA. She 
is 28 years old and has been working at two different PR agencies in the last six years. She has 
reached a job ceiling and is interested in graduate school in order to further her career; however, 
one stipulation is she needs to be able to continue working simultaneously. Like other professionals, 
she may be hard to reach because her agency career keeps her extremely busy. She has high media 
usage and a small amount of expendable income that she has saved to put toward a master’s 
degree.

 Strategy 1: Spread awareness of the SMSC graduate program through presentations at
             professional gatherings in Oklahoma, Texas, Arkansas and Kansas.
  
 

        

                                 Budget for speaker:
        •  $0
        •  Because of professor/current student/alumni would be speaking at a 
                                     professional organization luncheon or event, the organization itself 
                                     would cover any costs 
        •  Suggested speakers: Danny Shipka, Joey Senat, Bobbie Kay Lewis
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                           Budget for travel:
  •  $250
  •  Depending on the event, this cost may also be covered by the hosting 
                               professional organization, if not, this cost would allow for gas to drive 
                               to Dallas or Kansas and would cover a hotel room

                           Evaluation: The success of this tactic would be measured by the growth in the 
                           number of working professionals reached through these presentations that 
                           express interest in the program; asking for more information, visiting the school 
                           or applying to the program. 
 
                           Timeline: This tactic would take place during the months of September, October
                           and November because this is the time of year when individuals are applying to
                           graduate programs. 

               Tactic 2: Provide collateral materials for promotional bags given out at events like the
                Kansas City PRSA PRISM Awards or the Dallas PRSA Communications Summit. These 
                events put the school’s name and logo in front of hundreds of professionals at once. 
                Offer to give them promotional materials that they may be buying anyway, and include
                fliers in a giveaway bag or information packet. Promotional materials puts the name of 
                the school in front of potential applicants, and if they are not considering graduate 
                school now, they may later, or may recommend the program. For sample giveaways see
                Appenxix I.

   Budget (these are examples of items we could send with their costs, not all of them   
   must be used and not all need to be used at once):

   Promotional Materials:
   •  Tote bags - $0.68 each
   •  Business card shaped magnet - $0.07 each 
   •  Cups – $0.31 each
   •  Crown stick pen with orange lids - $0.15 each
   •  Total for 1000 of each and estimated setup costs: $1,680
   •  www.qualitylogoproducts.com

   Collateral Materials:
   •  Printing paper for fliers and brochures - $42 for 5,000 pages
   •  Printer ink - $150
   •  Large format posters (18x24 semi gloss) - $18 each
   •  www.upprinting.com
   •  www.shopping.hp.com
   •  www.staples.com
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                                        Timeline: The initial order for collateral materials should be made in June         
                                        2013. Collateral materials should also be designed and ready for print by the 
                                        end of the Summer of 2013.

                             Tactic 3: Use social media (Facebook, Twitter, Instagram) to connect with working
                             communications professionals and those in professional associations across to country, 
                             offering facts about the school, information on obtaining a Master’s degree and 
                             interesting tid-bits that will attract the attention of working professionals.

                           Budget: 
                           •   $0
                           •   Managing Facebook, Twitter and Instagram is free.
                                       •   Using a social media platform managing system like HootSuite costs nothing
                                            as well 
     
                                        Evaluation: Using a manager like Hootsuite is a great way to see actual logisitcal 
                                        information about exactly who and how many people are receiving the social 
                                        media message. Also, any direct feedback or commentary made by followers and
                                        friends can be easily managed. 

                                        Timeline: Because social media is a quick, effective and basically free way to 
                                        advertise, the social media campaign would begin in June and continue
                                        throughout the entire campaign 

                     Strategy 2: Create collateral material that can be distributed electronically.

                             Tactic 1: Add information and resources to the landing page for the graduate program 
                             on media.okstate.edu to include student work samples or research findings, and 
                             display a student run blog. Create tabs with quick links to the graduate program 
                             application, alumni page and donor link to the kickstarter program detailed under the
                             donors section. For a sample of what could be added to the website, see Appendix II. 

                            Budget: $0

                                        Timeline: The new pages for media.okstate.edu should be designed during June
                                        and July 2013 and should be up and running by the beginning of the school year 
                                        in August. 

                                        Evaluation: The success of the website can be evaluated by the number of 
                                        hits to media.okstate.edu. The success of each page can be also 
                                        be evaluated by hits or clicks on certain links.
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                     Tactic 2: Create advertisements with quick facts that can be distributed through social 
                     media channels. These will be produced by current graduate students, which will keep 
                     costs low and allow for more portfolio material. For a sample advertisement, see 
                     Appendix III. 
 
                    Budget: $0   
 
                                Timeline: The advertisements should be created during June and July, and be 
                                ready to launch in August.

                                Evaluation: The success of the advertisements will be shown through increased 
                                attendance at events and increased application. On the application, the school 
                                can ask, “Where did you hear about the Graduate Program?” to determine 
                                which applicants were referred from an advertisement.
                 

 Tactic 3: Utilize the student produced quarterly newsletter distributed electronically to 
                     potential applicants, students and alumni. The newsletter can include new research 
                     findings, alumni profiles, student profiles and articles about industry trends. This will 
                     be produced by current graduate students, which will keep costs low and allow for more
                     portfolio material. For a sample newsletter, see Appendix IV. 

       Budget: $0

             Strategy 3: Restructure the class curriculum to offer hybrid and online course options to 
             meet the needs of more students, and add new workshop style class that offer hands-on 
             learning situations, which will help attract students. 

            We will invite students interested in a purely online course option to tryout a class online for 
             a few weeks before deciding if they want to continue with the course. For example, 
             Dr. Lewis could take a short course offered in graduate level and offer this class at a 
             discounted price to working professionals in a condensed amount of time (4 weeks) and 
             then at the conclusion of the course, the students could decide if they enjoyed online
             learning and if they would be interested in online courses or partly online (hybrid). 

             Evaluations could be made when we ask for feedback from the professionals that tested the 
             online course. We could take their specific feedback and use that to determine if the 
             online option is effective or not effective. Also, test scores or participation from 
             students  would be a good way to evaluated if the information provided is getting 
             across to students. 
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                    Tactic 1: Offer classes with a communication focus on healthcare administration, 
                     education administration and business administration. This will allow students who 
                     want to go into these specific fields get a well rounded media management education, 
                     while taking classes focused on their desired field.  This could be facilitated through a 
                     partnership with professors in other colleges at the university. 

         Tactic 2: Offer a preparation class to prepare professionals for certification exams, like 
                     the APR. The format for this class will be a combination of a webinar and a GMAT prep 
                     course. Professionals will be able to enroll in the class, as a non-OSU student, 
                     which will be held once a week for six weeks. This will draw professionals to 
                     the school who may  not have interest in a master’s degree at this time.

        Tactic 3: Offer a portfolio workshop that will help students integrate their professional 
                     experience and their school thesis into one portfolio.

         Tactic 4: Offer a workshop series once a month about industry topics and skills 
                     professionals fee they are lacking. Topics could include social media, graphic design, 
                     website construction on WordPress or Wix, etc. Current graduate school students can 
                     teach the workshops as a way for them to gain professional experience by giving 
                     directions to a group of professional peers. This workshop series also serves as an 
                     opportunity for students to gain experience in event planning.

Target Audience: Undergraduate students

Objective: To increase the application rate by 10 accepted, attending applicants by the Fall 2014 
semester.

Profile: Christina is 21 years old and is currently a junior enrolled in the undergraduate program in 
the OSU School of Media & Strategic Communications. She is a full-time student who is supported 
by her parents and supplemented by scholarships while going to school. She is media savvy, and 
more technologically inclined than other target publics. Christina may be easily targeted for the 
graduate program because she is a current student and would be more likely to consider enrolling 
in the Oklahoma State University School of Media & Strategic Communications graduate program 
because of her current ties to the university. She is interested in a program that is well rounded and 
has educated professors and a variety of opportunities to help her grow professionally.

 Strategy 1: Spread awareness of the program through undergraduate classes and extra
             curricular organizations.
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              Tactic 1: Offer classes with a communication focus on healthcare administration, 
              education administration and business administration. This will allow students who 
              want to go into these specific fields get a well rounded media management education, 
              while taking classes focused on their desired field.  This could be facilitated through a 
              partnership with professors in other colleges at the university. 

 Tactic 2: Offer a preparation class to prepare professionals for certification exams, like 
              the APR. The format for this class will be a combination of a webinar and a GMAT prep 
              course. Professionals will be able to enroll in the class, as a non-OSU student which will   
              be held once a week for six weeks. This will draw professionals to the school who may     
              not have interest in a master’s degree at this time.
 
             Timeline: June 1-June 30

                         Evaluation: The success of this tactic may be measured by determining the 
                         number of undergraduate students who attended the guest speaker presentation.
                         Follow up research should be conducted via online survey to determine  
                         undergraduate attendance, opinions and thoughts about the guest speaker and 
                         perspective of the SMSC graduate program.  

              Tactic 2: Throughout the school year, use social media websites like Facebook, Twitter, 
              Instagram, etc. to connect with members of on-campus clubs, Greek chapters and 
              student government. Social networking platforms improve communication and 
              productivity by disseminating information to our target audience. It is an efficient tool 
              that results in increased productivity. Social media will allow the SMSC graduate 
              program to improve its reputation and client base with minimal use of advertising. It 
              will offer our target audience with facts and information about obtaining a master’s 
              degree in the communications industry. 

                         Budget: $0

                         Timeline: June 1- May 31
 
                         Evaluation: The success of this tactic may be measured by the number of
                         subscribers the SMSC graduate program’s social networking platforms has, as well
                         as the amount of times the program has been mentioned on a student’s social 
                         media websites. Follow-up research should be conducted via online to
                         determine undergraduate’s opinions and involvement in the SMSC 
                         graduate program. Also, the number of new subscribers the 
                         graduate program has on its social networking platforms can 
                         show how well it is doing in its marketing efforts. 
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                       Tactic 3: Throughout the school year, use collateral materials like fliers and giveaways 
                       like tote bags, magnets, notepads, pens, cups, etc.) to help advertise the SMSC graduate 
                       program. All collateral materials will have the SMSC logo. This will allow the graduate 
                       program to communicate the best message for its brand and express what distinguishes 
                       it from its competitors. College students enjoy free items. As a result, passing out 
                       tangible items will make it easer to attract their attention. We will also provide contact 
                       information of the school representatives to those who are interested. (Business cards 
                       of the school representatives will be provided upon request) For a flier example, see 
                      Appendix II. 
                                             
                                  Budget (Promotional materials can be kept on hand to be used at any time, for 
                                  examples, see Appendix I):
                     •   Use paper and ink already on hand to print fliers. Budget to purchase   
              these materials is quoted under strategy 1, tactic 2 for working    
              professionals.                                  
                                 •   Prices for a bulk order of promotional materials is quoted above under   
              strategy 1, tactic 2 for working professionals.
                     •   T-shirts with the graduate program logo on the front and corporate   
              sponsor logos on the back can be designed with funds from the    
                   corporate sponsorship program. For an example, see Appendix V.

                                  Timeline: June 1- June 30

                                  Evaluation:The success of this tactic may be measured by determining the 
                                  number of promotional materials passed out to students by the end of the 
                                  month. Success can also be measure by the amount of students who use these
                                  collateral materials, in hopes to market to other interested SMSC graduate
                                  students. Follow-up research should be conducted to determine opinion of the 
                                  brand, knowledge of the SMSC graduate program and interest in applying/joining
                                  the program. 

              Strategy 2: Create collateral material that can be distributed electronically.
  
                      Tactic 1: Add information and resources to the landing page for the graduate program
                      on media.okstate.edu to include more information about the graduate program. This
                      could include student work samples/research findings, a student-run blog, testimonials
                      or student features, an events calendar, a direct link to the application and professor 
                      biographies. For an example of potential additions, see Appendix II. 

                     Budget: $0
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                                  Timeline: The new pages for media.okstate.edu should be designed during June
                                  and July 2013 and should be up and running by the beginning of the school year 
                                  in August. 

                             Evaluation: The success of the website can be evaluated by the number of hits 
                                  to media.okstate.edu. The success of each page can be also be evaluated by 
                                  hits or clicks on certain links.

                      Tactic 2: Create advertisements with quick facts that can be distributed
                      through social media channels. For a sample advertisement, 
                       see Appendix III. 

                      Budget: $0
                                 
                                  Timeline: The advertisements should be created during June and July, and be
                                  ready to launch in August.

                                  Evaluation: The success of the advertisements will be shown through increased 
                                  attendance at events and increased application. On the application, the school 
                                   can ask “Where did you hear about the Graduate Program?” to determine which
                                  applicants were referred from an advertisement.

                       Tactic 3: Utilize the student produced quarterly newsletter distributed electronically 
                       to potential applicants, current students and alumni. The newsletter can include new 
                       research findings, alumni profiles, student profiles and articles about industry trends.
                       This will be produced by current graduate students, which will keep costs low and 
                       give them more portfolio material. Use the newsletter to reach out to undergraduate 
                       students by emailing it to their school address each time a new issue is published. 
                       Post the newsletter on the school’s Facebook and Twitter pages. Include recent 
                       awards won by students and discuss upcoming events for student on campus For a 
                       sample newsletter, see Appendix IV.
                           
                                  Budget: $0

                                   Timeline: Create in July, 2013 and Distribute quarterly between 
                                   August 2013 - July, 2014

                                  Evaluation: Evaluating these tactics can be done through reach and 
                                  frequency numbers, awareness-based metrics, perception-based
                                  metrics and analytics. Patterns and number results are a great 
                                  way to view logistic feedback information. 
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                          Strategy 3: Utilize Oklahoma State University’s activity fairs at the beginning of the
                          school year to help students get involved on campus during their undergraduate and to
                          inform them about post-graduate opportunities to help them plan in advance for their 
                          futures.

                     Tactic 1: Create giveaways to promote the program. For sample products, see
                                 Appendix I. 

                                 Budget: Costs are quoted in above tactics. Any collateral ordered in bulk can be 
                                             used for any graduate program event.

                                 Tactic 2: Host an informational session during the fall semester, two months before 
                                 graduate program applications are due. Most informational sessions are 90 minutes 
                                 to two hours. This will allow interested applicants to learn more about the program and
                                 meet professors in a less formal situation. Students will have the opportunity to 
                                 ask any questions they may have about opportunities within the graduate program. 
                                 After the session, professors will meet with interested applicants individually and 
                                 provide them with a better understanding about the program and what is has to offer. 
            
                                             Budget: 
                                 •  Classroom reservation (JB 101): $0
                                 •  Food: $50
                                 •  Drinks: $50
 
                                             Timeline: September 1- October 31
 
                                             Evaluation:The success of this tactic may be measured by determining the
                                             number of undergraduate students who attended the informational session. 
                                             Follow-up research should be conducted via online survey to determine 
                                             undergraduate attendance, opinion of informational session and perspective of 
                                             the SMSC graduate program. Personal interaction with a professor will also help 
                                             determine how well the program is marketing to its undergraduate students. 

                     Tactic 3: Create a video to play at the event that includes information about the 
                              graduate program and clips of the facility. Using graduate students to produce the video 
                                 will keep costs low and provide the students with additional portfolio material.  For a 
                                 sample video script and storyboard, see Appendix VI. 

                                 Budget: $0
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                                Timeline: The video should be produced during the months of June and July, and
                                should have all final edits complete by the beginning of the school year in August.
 
                                Evaluation: At the activity fair event, the success of the video can be evaluated by 
                                the number of students who are drawn to the SMSC Graduate Program table. The
                                video can also be uploaded to YouTube and www.media.okstate.edu and 
                                 evaluated by number of hits

Target Audience: Alumni

 Objective: To increase alumni participation in graduate program events and marketing efforts by 25
 percent by the Fall 2014 semester.

 Profile: Greg graduated with a master’s degree in media management 15 years ago and is active
within the Oklahoma State University Alumni Association, which serves to connect alumni with OSU
students. Like many other alumni, Greg is passionate about and closely connected to OSU and 
is looking for ways to stay involved with the university. He works as the Chief Communications 
Officer for a large corporation in Tulsa and has expendable income and time. While he is involved in 
the Alumni Association at OSU, he would like to be more involved as an alumni of the OSU SMSC
Graduate Program. He has above average media usage and is looking for a way to stay plugged into 
the School of Media & Strategic Communication. 

 Strategy 1: Host events for graduate program alumni.

                     Tactic 1: Host alumni tailgates during three football games where alumni can meet 
                     students and reconnect with former classmates. These three events will take place in   
                     the fall of 2013 during home football games. The tailgates will take place before the 
                     time of kick off, whether that be in the morning or mid-afternoon. An SMSC alumni, 
                     who regularly tailgates, will be the host of these events. For a sample invitation, see 
                     Appendix VII. 

                                Budget: 
                                •   Tent (one time cost): $30
                                •   Table rental: $25
                                •   Food for 100 (plates, napkins, hotdogs, buns, condiments, chips, cookies): $450
                                •   Soda for 100: $50
                                •  Total for 3 games: $1,605

                                Timeline: September, October and December of 2013. 
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                                                    Evaluation: Because there will be three chances for alumni and current students 
                                                    to attend these tailgate events, it will be evident to tell if the events are useful 
                                                    because of the numbers of students and alumni who attend. If alumni continue to 
                                                    attend these events throughout the season, we will know the event is worthwhile. 
                                                    Also, there will be a chance for feedback from alumni on the program’s website.                      

                                        Tactic 2: Inform alumni of when representatives from the SMSC Graduate Program will 
                                        be speaking at professional organization meetings in their area. This information would
                                        be available on the program’s website. Alumni in the Dallas area for example, could 
                                        attend the organization meeting and be there to answer questions or serve as a good
                                        resource for individuals interested in the program.   
                                
                                                    Budget: $0

                                                    Timeline: October, November, & December 2013
                    
                                                    Evaluation: The ability for alumni to give constant feedback on the program’s 
                                                    website will be convenient for examining if these tactics are effective. Because 
                                                    these alumni will attend professional organization meetings and be there to 
                                                    act as a positive resource, if the number of working professional applicants is 
                                                    increased thanks to influence from alumni of the school, we can assume this 
                                                    tactic was useful.
 
                                 Strategy 2: Create an alumni landing page on media.okstate.edu to create a centralized 
                                 location for alumni to get infomration and offer support. For a sample landing page, see 
                                 Appendix II. 
 
                            Tactic 1: Offer poll questions to get alumni feedback on events, ask about their favorite 
                                        OSU SMSC Graduate Program memory, etc. This is a quick way for the school to solicit 
                                        general information from alumni, and to keep alumni coming back to the webpage 
                                        checking for new information/questions. The answers to these questions can be used to
                                        improve future events or to inspire new alumni outreach methods.

                            Tactic 2: Provide an events calendar to allow alumni to stay up-to-date with  happenings 
                                        at the school. The calendar should not only include the dates of alumni events specific
                                        to the SMSC Graduate Program, but also the dates of campus wide alumni events.
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                    Tactic 3: Create an alumna of the month profile to recognize successful alumni. The 
                    article should include when they graduated from the graduate program, a brief 
                    personal and work history, their current employment, any awards they have received 
                    and a few interesting facts. Interviews/articles can be conducted/written by current 
                    graduate program students. This will allow the program to show appreciation to 
                    alumni and for students to learn more about their predecessors. 

        Tactic 4: Use social media, including LinkedIn, to bring alumni together and link them 
        with current students. This will serve as a valuable networking platform for students to 
                     find future potential employers and professional contacts, and serve as a way for alumni
                     to stay active within the school. 

                                 Budget for all following tactics: $0

                                 Timeline: The new pages for media.okstate.edu should be designed during June 
                                 and July 2013 and should be up and running by the beginning of the school year 
                                 in August. 

                                 Evaluation: The success of the website can be evaluated by the number of hits
                                 to www.media.okstate.edu. The success of each page can be also be evaluated
                                by  hits or clicks on certain links and responses to poll questions. The volume of 
                                responses from alumni as well as students can be used to evaluate social media 
                                efforts. Posts can also be evaluated by number of clicks.

 Strategy 3: Utilize the student produced quarterly newsletter as an outreach platform to 
             alumni to keep them updated on projects and events taking place within the program. 

                   Tactic 1: Show student work and research to keep alumni informed on student 
                    activities. This can be a place for students to publish their research findings, or request
                    alumni support in research activities.When preparing the newsletter students can 
                    include a section about a research project they have been working on. They can 
                    include things such as: survey, focus groups, poll and interview responses and tell 
                    the readers what their research is about and what they have found so far, or ask for 
                    support from alumni/donors. 

                    Tactic 2: Highlight active alumni. Include a section about an active alumni member
                    highlighting their success in business after completing their degree at OSU. This 
                    can be a full-page article about them, their business, and how and why they 
                    have been successful in their career. This section will be aimed at inspiring 
                     students and persuading prospective students to attend the graduate 
                    program. 
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                    Tactic 3: Allowing students to produce the newsletter will allow for another channel for 
                    alumni to see student work. Students can include their portfolio work and get feedback
                    from alumni. This will allow students to get ideas on how to improve their work from 
                    people in the industry.

                                Budget: $0 for the following three tactics
                               
                                Timeline: Create in July, 2013 and Distribute  quarterly between August 
                                2013 - July, 2014

                                Evaluation: Evaluating these tactics can be done through reach and frequency 
                                numbers, awareness-based metrics, perception-based metrics and analytics. 
                                Patterns and number results are a great way to view logistic feedback information. 

Target Audience: Donors

Objective: To double the amount in donations received last year in support of the Oklahoma State 
Unviersity School of Media and Strategic Communications Graduate Program.

Profile: Kim is the Corporate Communications Director at a large company in Oklahoma City. She 
received her undergraduate degree through the OSU School of Media & Strategic Communications, 
and went on to pursue a Master of Business Administration degree. Although she did not receive 
her master’s from the SMSC graduate program, she values employees and potential applicants who 
have attended graduate school. She is willing to support and donate to the school, as well as the 
graduate program, in an effort to encourage students in the communications field to pursue a 
higher degree. In her position she has the authority to authorize corporate sponsorships and to 
donate to the graduate school program, but would prefer to give to a scholarship fund she knows
will directly benefit a student in need.

 Strategy 1: Create a fundraising program through www.kickstarter.com to be dedicated to 
 sponsorship of the School of Media & Strategic Communications Graduate Program. On the 
             kickstarter page, donors will be able to read about the graduate program and watch a short
             video about the graduate program. This is also a platform for corporations or individuals to 
             sponsor a scholarship. For example, Devon Energy could endow a scholarship to benefit one
             female student each year. 
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                                 Money raised on this platform that is not specifically designated for scholarships can be   
                                 used to further the graduate programs communications efforts, as well as contribute 
                                 to classroom/building improvements, the creation of an online and/or hybrid program 
                                 or other necessary updates. Sponsorship is an opportunity for individuals and businesses
                                 to support the graduate program and help make the classroom experience the best it 
                                 can be. There will be multiple levels of sponsorship, which will give the donors different
                                 levels of recognition ranging from an engraved plate on the donor wall to having their 
                                 logo or name on all print collateral and the graduate program webpage.

                                 Donors will be informed of the kickstarter program through a letter writing campaign
                                 distributed via email, through word of mouth and through a donor link on the graduate 
                                 program web page. 

                           Tactic 1: Hold a donor recognition day when graduate students call donors and thank 
                                       them for their participation in the sponsorship program and provide them with updates 
                                       on the school and other potential avenues for donations. This tactic will allow for donors 
                                       to hear directly from students who are benefitting from their donations. If the students 
                                       receive scholarhip money from donors they could tell their stories to the donors they 
                                       call. If the students work in a lab that has resources donated through donor funds they 
                                       could share a thank you to the donor. These conversations will be relaxed and
                                       personable, making the donor feel comfortable and not as if the callers are asking for 
                                       more money. Students can say a quick, “Let me tell you what’s new with the school...”
                                       or “We are working on some exciting projects thanks to your generous donations.” 
 
                           Budget: $0
  
                                                    Timeline: This tactis could be scheduled for spring, March, April and May 
                                                    when students are about to graduate and can tell the donors all about the 
                                                    education they received from OSU’s SMSC graduate program.
                       
                                                    Evaluation: Renewed donations and feedback from donors are all ways to
                                                    evaluate this tactic. A document showing which students talked to which donors
                                                    and if that donor has renewed a donation will be a great way to tell which donors
                                                    enjoyed speaking directly with students. The callers can also most likely get a 
                                                    sense if the conversation was appreciated or not. 

                           Tactic 2: Build a recognition wall for donors with engraved metal plates on each
                                        brick. 
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                           Budget: 
                           •   This will use an existing brick wall in the Paul Miller Building 
                           (preferably the brick wall on the outside of JB 101)
                           •   Engraved metal plate (2x4) - $800 for 100/$8 each 
                           •   www.wvawards.com 

               Tactic 3: Create and maintain open channels of communication between scholarship 
                                       recipients and donors. Willing donors can sign up for information on a specific 
                                       scholarship recipient. These students could write monthly letters or emails to their 
                                       donor or donors could schedule quarterly phone calls with their students to get caught 
                                       up on certain projects the student is working on and their experiences in the SMSC. 
  
                           Budget: $0
                               
                                                    Timeline: This tactic would take place starting at the beginning of the academic 
                                                    year in August and ending at the conclusion of the year in May. 

                                                    Evaluation: This tactic would only be available for donors who want to stay 
                                                    actively involved in the school. Evaluations could be made by noting if the 
                                                    donors in this program continue to donate and if they show interest in staying 
                                                    informed about the school. 
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June 2013
June 1: Create collateral materials that offer facts about the school and provide contact information 
June 1: Begin writing curriculum for online/hybrid course options, workshops and APR certification 
preparation course 
June 1: Set up the www.kickstarter.com sponsorship page 
June 1: Restructure the landing page for the graduate program on okstate.edu including an alumni 
landing
page with an events calendar 
June 1: Create ads for all target markets with quick facts about the school 
June 1: Begin producing a promotional video to play at promotional events and on the kickstarter 
page 
June 1: Design and order promotional giveaways 
All Month: Build a donor recognition wall with metal plates for each donor 
All Month: Use social media to open and maintain lines of communication between target markets 
All Month: Produce the August edition of the newsletter

July 2013
All Month: Use social media to maintain lines of communication between target markets 
All Month: Complete tasks not completed in June

August 2013
August 1: Electronically distribute quarterly newsletter to potential applicants, alumni and donors 
August 1: Publish an online alumni of the month profile recognizing a successful alumni All Month: 
Provide alumni speakers during class or club meetings 
All Month: Offer online poll questions on the website to get alumni feedback

September 2013
September 13: Host an informational session for potential applicants September 14: Host an alumni 
tailgate
All Month: Provide promotional speakers to professional organizations in Oklahoma and
surrounding states and to student organizations within SMSC 
All Month: Produce the November edition of the newsletter

October 2013
October 19: Host an alumni tailgate for the Homecoming game
All Month: Provide promotional speakers to discuss importance of higher education to professional 
organizations in Oklahoma and surrounding states and to student organizations within SMSC
All Month: Complete the November edition of the newsletter 
All Month: Offer online poll questions on the website to get alumni feedback
All Month: Make information available to students and alumni on when and 
where program representatives will be speaking and list this information on the
program website. 
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November 2013
November 1: Distribute quarterly student produced news letter 
All Month: Provide promotional speakers to discuss importance of higher education to professional 
organizations in Oklahoma and surrounding states and to student organizations within SMSC 
All Month: Make information available to students and alumni on when and where program 
representatives will be speaking and list this information on the program website. 

December 2013
December 1: Begin the February edition of the newsletter
All Month: Host alumni tailgating event. 
All Month: Make information available to students and alumni on when and where program 
representatives will be speaking and list this information on the program website. 

January 2014
Beginning of Spring semester: Launch new class offerings 
All Month: complete February edition of the news letter

February 2014
February 1: Distribute quarterly student produced news letter 

March 2014
March 1: Begin producing May edition of the newsletter 

April 2014
All Month: Complete the May edition of the newsletter

May 2014
May 1: Distribute the May edition of the newsletter 

Throughout Campaign (August through May): 
Use social media to maintain lines of communication between target markets
Distribute advertisements through social media
Offer online poll questions on website to get alumni feedback
Publish an online “Alumni of the Month” profile recognizing successful alumni
Distribute collateral materials electronically to interested potential applicants
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Promotional speakers for professional organization events
Travel for SMSC Graduate Program speakers to and from professional organization speaking
       engagements in surrounding states
Promotional giveaways (1000 coffee cups, pens, tote bags, magnets and required setup fees)
Print collateral materials for fliers, brochures and 2 posters
Social media
Restructure of the OSU SMSC Graduate Program website
Student produced advertisements
Student produced quarterly newsletter
Guest speakers to on-campus student groups
Electronic distribution of collateral
Graduate program informational session for interested applicants
Three alumni tailgates
Sponsorship fundraising program on www.kickstarter.com

Sub Total
Contingency

Total

$0.00
$250.00

$1,654.00

$228.00
$0.00
$0.00
$0.00
$0.00

$200.00
$0.00

$100.00
$1,605.00

$0.00

$4,037.00
$4,063.00

$4,443.30
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PROMOTIONAL ITEMS:

COFFEE MUG MAGNET

TOTE PEN
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About our Graduate Programs

Plan of Study & Sample Courses

Graduate Scholarships & Financial Aid 

Graduate Degree Plans

Download the Admissions Packet

Admissions Requirements

OSU Graduate College Academic Calendar 

Graduate Faculty

Alumni Resources

Student Reserach

Download the Newsletter

SMSC Graduate Program Blog

Donate via Kickstarter

APPLICANT INFORMATION

STUDENT & ALUMNI RESOURCES

WEBSITE: HOME PAGE

46

APPENDIX II



ABOUT OUR GRADUATE PROGRAMS

Media professionals face unprecedented challenges as mass media converge. Digitiza-
tion and globalization have created a new media landscape that is constantly evolving, 
and leaders are needed to manage it. The School of Media and Strategic Communica-
tions at Oklahoma State University has created a master's degree in mass communica-
tions with an emphasis in media management that will help you meet these challenges. 
Our program focuses on News Media and Strategic Communication Management.
 
There are two options to choose from to fit your career goals at both the Stillwater and 
Tulsa campuses. The Thesis Option is mainly for students who want to teach at a college 
or obtain a higher academic degree. If you want to get a doctoral degree later, writing 
a thesis will help you write your dissertation, a longer research paper. The Project/
Creative Component Option is for students who mainly want to advance in their media 
careers. Projects could range from a series of stories about child health care to a man-
agement plan for a television station or an integrated marketing campaign for a com-
pany. Creative components could include a documentary about the state’s burgeoning 
Latino population or a promotional video for a non-profit organization.
 
Our program focuses on mass communications theory and research methods that will 
give you a more in-depth understanding of media and how to manage it. You will learn 
the theories of mass communication and media management and how to conduct orig-
inal research, such as survey research, experiments, focus groups, in-depth interviews 
and analysis of media content.

WEBSITE:
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GRADUATE FACULTY
(Keep the current images, contact information and biographies for 
faculty that are already on media.okstate.edu, but move to its own 
landing page.)

GRADUATE PROGRAM BLOG
(This page will host a graduate student run blog. Content for the blog 
posts can include exciting news from within the school, student re-
search findings or creative component projects, student profiles, and 
communication industry trends. Posts should be uploaded weekly 
and should offer a method of feedback for readers.)

GRADUATE STUDENT RESEARCH
(This page will serve as a place for graduate students to share 
their research findings. Students can also post research surveys 
on this page and visitors can participate in their research/help 
them collect data.)

WEBSITE:
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ALUMNI RESOURCES
Alumni Events Calendar:

Monthly Poll Question:We want your feedback about SMSC Graduate Program events 
and programs, as well as information about your experiences with the school. Answer the 
monthly poll question below to let us know what to continue and what to improve on in the 
future.

What was the best part about your graduate experience?

              Working with Classmates

              Research Opportunities

              The Professors

Tell us your favorite memory from your Graduate Program experience:

WEBSITE:
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ADVERTISEMENT:
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NEWSLETTER:
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NEWSLETTER:
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T-SHIRT:
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Title: Tailored to Suit You
Client: OSU SMSC Graduate School
Length: 1:  Minute 

WS: Pan across the Oklahoma State campus from 
above 
(:05)

WS: Pan across Students cheering at the OSU V. TEX-
AS (:05)

MS: Students walking into Paul Miller (:05)

MS: Students working in Room 207 (:05)

CU: Dr. Derina Holtzhousen speaks about the program 
(:15)

MS: Pan across a classroom where Dr. Cynthia Nich-
ols is teaching a class who is taking notes and partici-
pating in the lecture (:10) 45

CU: OSU SMSC Graduate Student (:15) 60

MS: Over the back shot of Student 1 working on class 
work in the comfort of his home (:15) 75 

CU: Dr. Cynthia Nichols speaks about the program 
(:10)

MS: Show Dr. BobbiKay Lewis lecturing on twitter. 
(:05)

CU: Dr. Cynthia Nichols speaks and then 
laughs(:10)100

FADE TO BLACK (:05)

MUSIC:
(Mumford and Sons “I Will Wait” insturmental fades 

in at :00)

(fades to background :05)
DR.H:  Oklahoma State is more than just a school; it 
becomes part of who you are. I think that is something 
that the OSU School of Media and Strategic Commu-
nications Graduate Program understands. We know 
you’re in a graduate program but you may also be a 
mother, father or working professional, and that is not 
lost on us. Whoever you are, being a student is not 
the only thing occupying your time, which is why we 
hace altered our program to offer classes online and on 
campus in both Stillwater and Tulsa. (:44)

STUDENT 1: I knew I wanted to further my education 
but I was hesitant because I didn’t want to quit my job. 
The online classes that the SMSC graduate program 
offers made it really easy for me. I could focus on 
my job during the day, and do my school work on my 
time. (1:10)

DR.N: With the changing media and technology 
landscapes, the creative courses we’ve added to our 
program will make sure that our graduates have and 
edge up on other professionals in the industry. These 
classes paired with all of our programs other aspects 
really make the new SMSC graduate program personal 
and convinient.  (1:30)

MUSIC:
(Fades in at 1:30)

DR. N: It’s tailored to you! (:1:40)

MUSIC:
(fades out at :1:45)

PROMO VIDEO SCRIPT:
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PROMO VIDEO STORY BOARD:
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TAILGATING INVITATION:
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