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The Genesis of this Strategic IMC Branding Plan began three years ago, when a Fundamentals of IMC class 

created plans that could not be used, as two colleges were being merged into what is now CCI. Most  

recently, Dr. Jay Rayburn and his colleagues were tasked to create a “business plan” for IMC. In a  

conversation with Bill Smith, they both agreed that the next logical step would be a marketing  

communications plan to complement the execution of the new phase. 

 

Smith took the opportunity to his present Fundamentals class, who did not whole-heartedly agree with his 

proposal, as there was no budget commitment. And that became the true challenge. Smith ran corporate  

parallels, where under the same circumstances, he was hired in entrepreneurial startups and had to create 

a plan, allowing management to know: What does it take to position the entity as a leader in its respective  

category? 

 

It should be noted that IMC is ahead of the curve in many ways, inasmuch as it started the category (IMC)  

albeit Northwestern University’s Medill has taken the perceived leadership role as number one. But, Smith 

thought of a similar situation years ago, when Avis was introduced to the world as No. 2 by Bill Bernbach,  

father of the Creative Revolution. Bernbach positioned Avis as the “We Try Harder” corporation, and the 

rest is advertising and public relations history. 

 

Smith told the class, “Throw away the book on this one, feel no constraints, that great communications is 

risk (paraphrasing Bernbach), and think nonlinear (Bob Schmitterer).” To this end, Smith added: “Think of 

IMC as a business partner, and you want to solidify its No. 2 position in the marketplace.” The teams in each 

class responded enthusiastically, took a crash course in account planning, and created a strategic plan. The 

teams mixed traditional tactics with some off-the-wall strategies, all the time keeping in mind that with the 

budget constraints, many tactics can be created and executed in-house, as the School of Communication 

has a wealth of talented professors and students willing to advance the school to a new plateau. 

Preface 

1 



Ta
b

le
 o

f 
C

o
n

te
n

ts
Ta

b
le

 o
f 

C
o

n
te

n
ts

  

2 

Situation Analysis………………………………………………………………………………………………3 

 Executive Summary………………………………………………………………………………..3 

 Background…………………………………………………………………………………………….4 

 SWOT…………………………………………………………………………………………………….5 

 Communications Audit………………………………………………………………………….5 

 Competition……………………………………………………………………………………………5 

 Next Steps……………………………………………………………………………………………….5 

Research Results………………………………………………………………………………………………..7 

 Testimonials…………………………………………………………………………………………..11 

Target Audiences……………………………………………………………………………………………..12 

Positioning……………………………………………………………………………………………………….13 

Measurable Objectives and Strategies……………………………………………………………..13 

Branding Tactics……………………………………………………………………………………………...14 

Program Measurements…………………………………………………………………………………..18 

Budget……………………………………………………………………………………………………………...19 



Florida State University has one of the top Integrated Marketing Communication  

programs in the United States. However, the College of Communication and Information feels 

as if the program is not reaching its potential. Dr. Jay Rayburn and Dr. Stephen McDowell 

tasked William Smith’s graduate students in Foundations of Integrated Marketing  

Communication (IMC) to establish ways the program can increase awareness as well as overall 

interest in the program. 

  Dr. Rayburn’s stated goal from the beginning was to increase awareness of the  

Integrated Marketing program at Florida State while also improving the program for current 

students. Several teams of Foundations of IMC taught by Mr. Smith conducted extensive  

research for a majority of the Fall 2011 semester. The research results from the groups  

confirmed that the best way for Florida State’s College of Communication and Information to 

increase awareness of the program is to attract students starting at Florida State University, 

and then increasing awareness of the program across the country. 

 After conducting a series of additional interviews and obtaining new and useful  

insights, the Legacy Consultants determined the best routes for increasing awareness of the 

program. First, a targeted segment of the student population at Florida State University need 

to be specifically pursued. Second, the College of Communication and Information needs to 

improve its website as well as its means of connecting with students outside of the University 

to increase enrollment of students from other undergraduate institutions. Both steps will  

benefit from the increased interest in the Integrated Marketing program at Florida State  

University, displaying that it is indeed one of the top programs in the nation.  
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Executive Summary 

IMC at FSU 

Florida State University has one of 

the top Integrated Marketing  

Communication programs in the 

nation. However, they are not 

competing as well as they could be. 

This IMC plan aims to change that 

through a number of aggressive 

strategies. With the implementation 

of this plan, FSU can be known as a 

competitor in the field of IMC 

SOLUTIONS 

This Integrated Marketing Plan aims 

to create solutions in which Florida 

State University can be seen as a 

competitor in the field of IMC rather 

than remaining in the shadows. FSU 

has all the right tools, but they are 

not being implemented properly. 

With a few easy (and some more 

extreme) steps, Florida State  

University can gain popularity 

among students pursuing a degree 

in the field of Integrated Marketing 

Communication.  
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Background 

Florida State’s Integrated Marketing 

program is very diverse. It allows 

students to choose from three 

different tracks of IMC—straight 

IMC, Digital Marketing, or Hispanic 

Marketing. 

The varying curriculum allows  

students to tailor the program to fit 

their future career needs. This is part 

of what has led to Florida State  

University’s alumni success stories.  

Not only does the varied curriculum 

lead to greater student success, but 

each program can also be tailored to 

fit each student’s personal strength. 

For example, students can choose 

from straight course work, a  

communication residency, or a  

master’s thesis. This allows the  

program to be further specialized, 

permitting each student to reach 

their goal in his or her own comfort 

zone. 

These are not the only strengths for 

the Integrated Marketing Program. 

To find out more, continue reading 

this strategic plan for a layout of the 

strengths, weaknesses, as well as 

tactics to overcome any obstacles 

the program is currently facing. 

 

 

 

 

 

 

The Florida State University is located in Tallahassee, Florida. The university was established 

in 1851, and in 2010, was named to be one of the “Budget Ivy League” schools by the Fiske 

Guide to Getting into the Right College. Florida State University is one of the primary  

graduate research institutions in the state of Florida, awarding more than two thousand 

graduate and professional degrees each year. 

The Integrated Marketing Communication program at Florida State University has become 

very successful in placing its students in job positions over the past several years. The  

professors are very knowledgeable in the subject area and are known, also, for their research 

in the field. 

According to their website, “The Integrated Marketing Communication graduate program is 

designed for students interested in integrated study of advertising, public relations,  

multicultural marketing, strategic communication, management, IT project managers, digital 

media production, digital marketing communication technologies and applied research.” The 

program lends itself to many different areas of study, including straight Integrated Marketing  

Communication, Digital Marketing, and Hispanic Marketing. Also available, are certificate 

programs such as Digital Video Production, Project Management, and Hispanic Marketing. 

The diversity of the program allows many students from different previous areas of study to 

come together to learn a cohesive program in the positive effects of Integrated Marketing 

Communications. 

In addition to its experienced professors and programs, the Florida State University attracts 

many students based upon its convenient location. Many students choose Florida State  

University over competitors in the north because of its warm Florida weather and easy  

access to other areas of Florida, including homes and beaches. Florida State University gains 

most of its students due to programs such as Bright Futures and The Florida Prepaid College 

Plan. These, in combination with in state tuition, allows many students to be able to afford an 

undergraduate degree, and then a master’s or PhD at a much lower cost. 

The greatest challenge that the Integrated Marketing Program faces is overcoming the lack of 

communication about the program itself. According to students, the College of  

Communication and Information lacks sorely in getting information out to students about 

what is available to them. For example, alumni networks are seldom used and most students 

don’t know what resources are available to help them with their studies.  

The IMC plan developed for the College of Communication and Information aims to create a 

better flow of information among prospective, current, and former students. As of right now, 

most students who know of the program in Integrated Marketing Communication heard 

about it from undergraduate professors here at the Florida State University. This plan aims to 

increase awareness of the program in other areas on the east coast of the United States of 

America.   

A little history about Florida State University’s  

Integrated Marketing Program 

Reasons to choose IMC at 

Florida State University 

     4 



 

Strengths 

 Various emphasis courses: FSU IMC master degree provides various emphasis area such as Digital, Hispanic, Integrated marketing. This 

is strong part because students can more focus on specific area in IMC world. 

 Hispanic Marketing. We have one of the only Hispanic Marketing programs in the nation.  There also is a Hispanic Marketing Board 

where people that work in Hispanic Marketing at big-name companies in Florida connect with our Hispanic marketing students. 

 The sunny Florida weather is a major attraction to students from undergraduate universities up north.  

 Convenience: Many students have Florida Prepaid or Bright Futures. That in combination with a campus somewhat closer to their home 

causes many students to choose Florida State University over other universities. 

 FSU has one of the most experienced faculty. This allows students to learn from professors who have experienced the IMC business first 

hand, not just through research. Great combination of academic types and practitioner types. 

 Huge undergraduate base. 

 In class courses as well as availability of online courses 

Weaknesses  

 Lack of Alumni network: Many students do not utilize alumni network to promote themselves or to seek advice. By seeking  

communication with alumni, more students could be enthused to find out more about the program in order to obtain a greater 

knowledge base of what Integrated Marketing Communication is all about as well as possible job opportunities upon graduation.  

 Website: FSU IMC website does not consider graphic factor. Simply, compare Medill’s course page vs. FSU course page. 

 The College of Communication has difficulty communicating. Most students in the Integrated Marketing Communication program are 

former Florida State University students who heard about the program via undergraduate professors. Very little is done to recruit out of 

state students, or even to make the school known.  

 Other schools do not even consider Florida State University a competitor when it comes to the Integrated Marketing Communication 

program. 

 Perception in undergraduate students that the IMC program does not focus any on research.  

 Thin faculty ranks 

Opportunity 

 Social requirement : Society requires people who are understanding integrated marketing communication. This requirement has been 

increased since early 2000 because companies started to seek efficiency in communication. 

 Networking from the faculty that are still involved in the business world.  

 There is a great demand for IMC graduates in the work force, as IMC is a continually growing profession. 

SWOT Analysis 
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Communications Audit 

A background of the Florida State 

University has been completed, the 

current strategy has been defined, a 

SWOT analysis has been shown, a 

communications audit has been 

completed and several competition 

situations analyzed. The IMC  

consultant will now combine this 

information with the research  

conducted by the planners to  

examine precise target audiences as 

well as objectives, strategies and 

tactics to attract students to the 

Integrated Marketing program.  

Up until now, communications at the College of Communication and Information has been  

disorganized at best. Most people don’t know what IMC is. The website is sorely lacking in  

information and students feel as if they have to hunt someone down to learn what they need to 

about their respective programs. The website does not give any indication as to what resources 

are available; let alone what can be expected from the program. Students feel disconnected 

from its professors and faculty, and they want to be able to give the program a face. Advertising 

for the Integrated Marketing Program appears to be non-existent, causing many students to 

search for other schools, without knowing that there is a wonderful program right in his or her 

backyard. Sporadically, special events are held for students to create a community feeling 

amongst graduate students, but little information is given out ahead of time and with little in-

centive to attend.  

There are several major players in this area, for example, Medill school in Northwestern  

University, Emerson College and West Virginia University (although this program is strictly 

online). All of these universities have Integrated Marketing Communication program.  

For now, Medill school ranks the first place and tries to be the best in Integrated Marketing 

Communication. Medill has the location benefit since it is close to Chicago. They claim that 

their students learn their crafts on the street of Chicago and Washington D.C.  The most  

important thing is that they operate an alumni system from where the students can easily 

contact to their interested companies and areas so that they can get a lot of firsthand  

information and experience through communicating with those alumni who are called 

“Integrated Marketing Communications Ambassadors”. They even have a list of companies 

that have hired IMC grads which is really a huge attraction for students. For Emerson College, 

it is also a competitive player. They have a good reputation in their journalism school’s  

history which gives their IMC program a better platform to exhibit their students. For West 

Virginia University, IMC program is exclusively provided online, and they also offer their  

degree or IMC certificate to the students who are busy serving or have served country.  

Next Steps 

Florida State University, although one of the top Integrated Marketing 

Programs in the United States, faces some tough competition. 

Competition 

Threat: 

 Other schools: Other schools have better reputation such as Medill and Emerson. 

 Enrollment in the IMC program is down, and if the trend continues, Florida State Univer-

sity could be at risk of losing the program.  

Although well established, other schools (such as Anthropology) have already been cut. 

 Cost of Graduate School (not a direct link from the IMC site)                                                                        

 The economy—not being able to hire more professors 
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Prospective Students: 

 Information from prospective students was gathered through casual interviews. Most questions were asked outside of undergraduate 

communication courses to get a sense of the undergraduate opinion of the Integrated Marketing Program. 

 Most students who heard about the IMC program here at FSU heard about it through professors in the undergraduate program. 

 Many who had heard of it were disappointed in the lack of information on the College of Communication website. 

 Many felt as if they had to pull strings in order to find out anything regarding the program. 

 This led them to believe that the program is somewhat disorganized. 

 It also gave the program a very impersonal feel. 

 Many of these students had not started considering schools out of state. They were only just beginning their research for graduate 

school and Florida State University was the top pick thus far. 

 If not interested in pursuing IMC, these students who considering trying to find degree programs that were strictly in advertising in the 

major metropolitan areas up north. (New York, Chicago, etc.)  

 None of the students I spoke with felt as if they were being recruited to Florida State. Just the opposite – they felt as if they had had to 

struggle to get information. Many hadn’t even had the time to start looking, causing a great amount of stress. 

 Most students interviewed are looking at going into digital marketing or straight IMC. There were several students with a Hispanic  

background interested in Hispanic Marketing, but those who were not considering this route weren’t even aware that we had that  

option. 

 Many chose this route because they felt that with the rise of social networking the digital marketing would be more conducive to 

getting a job upon graduation. 

 When asked what they were looking for in a graduate program, many of these students stated that they wanted some flexibility. When 

informed about the multiple certificate programs as well as the thesis/residency/classwork option, many were very much intrigued 

about Florida State’s Integrated Marketing Program. 

 Yet another reason many were considering attending Florida State for graduate school was convenience. These students have already 

almost completed their bachelor degree here and were comfortable within the College of Communication as well as with the campus 

layout. Most of these students are willing to consider other universities, but are not sure if they want to give up the convenience of 

Florida State.  

 When asked if they were familiar with the Academic Common Market, many of these students said they were not. Most had come from 

high schools in Florida and had no need to apply for in state tuition because they would already be receiving it.  

 No out of state students or students from other Florida universities were interviewed as prospective students. 

 

 

 

Research Results 
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 Prospective students varied across a wide spectrum ranging from zero awareness to extensive knowledge of Florida State’s Integrated 

Marketing Communications (IMC) program. Many of these communications students were familiar with IMC but a small amount were not 

aware that FSU had a program offering a Master’s in the field. Those who had considered it have looked at the course website or talked 

with professors. The course website was met with mixed reviews as some like its layout of the program and faculty  accomplishments while 

others failed to find the “important information” they were looking for. This information included things like where graduates are, what 

they are doing, what jobs should be expected after a degree, breadth of the degree, and employers take on the field- among other things. 

Of those who had been to the website, none found it to be excellent, opinions ranged mostly from poor to  

adequate.  

Current Students: 

 Information from current students was asked through casual interviews, much like those of the prospective students. However, these  

interviews appeared much more casual since many of those interviewed are friends from the program. 

 Those students who came from Florida State University had heard about the program either from a professor in the undergraduate  

program or from surfing the College of Communication’s website. Students who graduated from a different undergraduate institution  

discovered the program by searching the school through search engines such as Google. 

 The only recruiting mentioned by students was through Betsy Crawford. She held multiple graduate student workshops to give  

undergraduates a bit of insight into the Integrated Marketing program at Florida State. She would also remain in constant contact and was 

willing to work with any students who wanted to further their knowledge of the Integrated Marketing program.  

 Interesting trend: These students questioned only applied to Florida State University. This was either because they liked the convenience of 

living in Florida or because of the Academic Common market. 

 Focuses ranged across the program – straight IMC, digital marketing, or Hispanic marketing.  

 However, it was interesting to see that some students did specifically choose FSU because of the digital marketing focus as well as the  

digital video production certificate. 

 Most students said if they could change anything about the Integrated Marketing Program, they would like to see some professors more 

enthused about the subject matter. Enthusiasm gives off an air of confidence, which some professors seem to be lacking. 

 Other things students wish they could change is the lack of information and communication. They find it somewhat absurd that the College 

of Communication is having a problem with their COMMUNICATION. 

 The program lacks a face – seems very impersonal. Many students still feel as if they are just another body in the classroom rather than an 

individual 

 On the bright side, the biggest factor students like about the program is the ability to mold it into what they want to do (for example,  

making it focused on digital marketing). The certificate program is another added incentive.  

 Most think the IMC program could be better advertised even around campus. There are very few students from the College of Business. It’s 

as if they don’t we even exist and can actually work with several business degrees. Events to promote awareness of the program would 

also be helpful. 

 Most only spent around two weeks researching the program. Then again, these students said they may have taken more time if the  

information was readily available online. 

 Other information that should be posted online are the specifics for each track. Go on and list which classes need to be taken! Many  

students want to know what they are getting themselves into. With the lack of information right now, many students feel blind-sided when 

they actually start the program. 

 Very few students had friends or family who were already in the IMC program. Therefore, they were not influence by their experience. 

 Many students feel like the certificate programs are living up to their expectations, but feel as if the IMC program as a whole still needs 

work to get students enthused about their studies. 

Research Results (cont’d) 
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 Jobs after graduation: digital advertising, video production, multicultural marketing. 

 When asked which professors the students like so far, Dr. Heald and Dr. Korzenny were mentioned because they help to make dry topics 

rather interesting. 

 Least liked about FSU in general: parking. It’s terrible. 

 Many of the current students interviewed are at Florida State in the Integrated Marketing Communications program due strictly to the 

program itself. When the right information is conveyed, the program appears to have a strong draw. A large portion of the current  

student base did their undergraduate studies at Florida State so they were already familiar with both the school and Tallahassee; for 

those who hadn’t, the weather, beautiful campus, and location in the South all seemed to at least place Florida State into a consideration 

set. Factors positively influencing decisions within the program included an experienced and reputable faculty, the short-moderate 

length of the program, course offerings, and two respondents specifically noted the digital track.  

 When diving more specifically into the program it became apparent that while the faculty was an influential role for some, only about 

half of the respondents even took the time to see who is on staff. All respondents did, however, review the sample course schedules 

available on the course website to see which classes they would/could be taking. Students wanted to see that the classes were rooted in 

practical use and not simply based on theory. Current students highlighted Foundations of IMC, Communications Career Futures,  

Systems Thinking, Project Management, and Account Planning as classes that presented them with real life experience and best prepared 

them for careers after college. The certificates offered are met with mixed reviews; some think they offer a way to focus your studies 

towards a specific skillset while others view them as insignificant. The Academic Common Market is one final benefit for some (notably 

VA, TX, and AR residents) as it allowed out of state students to attend on in-state tuition. 

 While there are numerous strengths associated with the program, it is not without flaw; current students had a less than satisfactory 

opinion on classes deeply rooted in theory that possessed little “real-life value”.  Access to professors was also harped on as current  

students feel like they can talk to their professors during class but that they are sometimes difficult to reach outside of class hours. A pair 

of students were critical towards the course layout as most courses offered come from a strategic perspective and few delve into the 

creative aspects of marketing. Some other negatives are things that the program has little to no control over like a lack of large  

companies here locally to intern with/work for. There were suggestions for partnerships to be formed with companies but the  

practicalities of that will need to be further examined given Tallahassee is a small city and relatively isolated.  

Alumni: 

 Information from alumni was asked through phone interviews. Very few alumni were interviewed. 

 When interviewing alumni, we wanted to know if they would be willing to be a point of contact for incoming students. While most didn’t 

seem to mind, they did feel as if they couldn’t devote a ton of time to doing it. 

 Many alumni don’t really feel connected to the IMC program. Once  they left they took what they learned with them and have remained 

devoted to their jobs. 

 After graduation, the job search went well for most alumni. However, with the poor economy right now, many took a lot longer than 

expected to find a job. 

 After speaking with alumni, their biggest complaint was that the program seemed too disorganized. They didn’t feel as if they had all the 

information they needed while they were in the program in order to effectively take advantage of all that it has to offer. They spent the 

first year just trying to figure out how it really works. 

 Advice for prospective/current students: GO ASK QUESTIONS. They don’t really just hand you all the information you need, you really do 

have to search for it. 

 Most alumni do feel as if the program has given them the know-how they need for the real world, but it was challenging throughout the 

duration of the program. 

 Alumni echoed many of the current students program deficiencies with both feeling there is more room for critical thinking within the 

courses. These alumni felt adequately prepared upon entering the workforce but still felt there was much more room to improve. They 

found their experiences in conducting research and developing strategic plans relevant but viewed some past assignments such as  
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small papers based on terminology or other trivial concepts as seemingly pointless. Despite this complaint the majority of the alumni was 

very complimentary of the program and felt well prepared both to search for jobs and to succeed in their first jobs out of school. 

 “As an Account Planner, you are a creative translator, the voice of the consumer and a catalyst for inspiring ideas. But to get there you 

have to know your target audience. Taking Account Planning at FSU helped me hone my research skills in the field. It’s not everyday that 

you’re thrust out into the world and forced to talk to strangers all to understand their point of view—until you’re working as a Planner in 

the industry, or until you’re fortunate enough to take Account Planning at FSU. That course helped me write a better creative brief (as the 

professor has been on the creative and planning sides) and taught me how to sell that brief. I am now a Brand Planner at a full service 

advertising agency. I’ve had the opportunity to work on world famous brands, and the FSU CCI and IMC programs had everything to do 

with that success” 

- Nicole Brooker, Account Planner 

 “Not only did I learn from the textbooks, case studies, and interviews in my IMC classes, but gained a huge insight into the marketing  

ndustry through creating and participating in integrated marketing proposals, plans, and pitches. I learned the importance of being able to 

plan for a brand, produce the plan, and then effectively measure the results. The program’s professors had the real-world experience and 

passion to mold these experiences to prepare me for my current career and its future path. With the foundations I learned from the IMC 

program, I’m able to say I’m comfortable with multiple aspects of digital, interactive, integrated and shopper marketing and the rapidly 

changing marketing environment.” 

- Lauren Kennedy 

 “The IMC program at FSU gave me great insight into how the world of communication works from an inside perspective. It gave me the 

opportunity to experience real world situations that put me in the place of the market strategist and account planner, and allowed me to 

see how the different facets of marketing and communications work together to produce remarkable results. Thanks to the IMC program 

at FSU, I have the skills and knowledge to be one of the most effective communicators in my field.” 

- Duncan Graham 

 “Florida State University’s Integrated Marketing Communications program provided me the opportunity to really broaden my skill set and 

gain a new perspective as to the different areas and avenues within the communications industry. With an undergraduate degree in  

public relations, FSU’s IMC program allowed me to take my skills and apply them to various applications of advertising and marketing, 

while gaining the marketing and advertising perspective to bring to public relations issues. The IMC program really allowed me the  

opportunity to experience what every avenue of the industry had in store, which really helped me to determine my professional path. My 

professors and my classmates also pushed for me to perform to my potential everyday and the professional network I’ve become a part 

of after graduation is second to none.” 

- Reginald B. Snowden 

Suggestions 

 Career related content on website 

 More aesthetically pleasing website 

 Video/testimonials on website 

 Link Academic Common Market info for out-of-state prospect/current students 

 Additional class or two emphasizing creative aspects 

 More practical coursework 

 Way for students to better interact with professors (monthly cookout, possibly) 

 IMC club 

 More available advising 

 Mentor program 

 



 

Research Results (cont’d) 
Testimonials 

 “During the summer and fall of 2010, the integrated marketing communication students 

performed an account and integrated marketing communication plan for our organization 

the Tallahassee RollerGirls, Tallahassee’s women’s flat track roller derby team. The  

experience and knowledge gained from the process was invaluable to our group and we 

were grateful for the opportunity to better understand our target audience and the  

various marketing ideas the students had. As a small organization with members  

volunteering to help run and promote our business, it’s sometimes difficult to see the big 

picture. The IMC students were able to help us see ourselves in a different way. A year 

later, I’m very happy to say that we have implemented many of the ideas that were  

presented to us and have had great feedback from our current and new fans. Our  

organization has become more  noticeable to the community and we definitely are  

planning to continue utilizing many of the strategic plans that came from this experience. 

Hope Stewart 

aka Great Wall of Gina 

Tallahassee RollerGirls.” 

 “The position of General Manager and Marketing Manager challenges me to find fresh 

ideas and dynamic viewpoints to generate new revenue. The task becomes exponentially 

more difficult due to the size of the city in which I operate and the continued success my  

origination has achieved during its 16 year tenure. I petitioned the help of FSU’s IMC to try 

and stimulate the results I was looking for. FSU’s IMC responded with an in depth business 

analysis of market perception and opportunities. The information provided for my  

business has been invaluable. No local marketing team can simulate the operation created 

by FSU’s IMC. I was exceptionally pleased with the international diversity of the team I 

was working with. Such a broad range of cultures allowed my business to adopt global 

economics and apply it to local markets. My experience with FSU’s IMC opened my eyes to 

opportunity where I once thought there was none. 

Brendan Masterson 

General Manager/Marketing Manager 

TGI Friday’s #1535 

Tallahassee, Fl 

850-422-8443” 

 

The Legacy Consultants wanted to 

interview students—past, present, 

and future—in order to best  

determine what the strong points of 

the Integrated Marketing  

Communication program were as 

well as what could be changed to 

make the program even better. 

By speaking with alumni who had 

been through the program already, 

the Legacy Consultants were best 

able to determine what needs to be 

changed about the program.  

The biggest “complaints” about the 

program was the lack of  

communication and readily available 

information. This is somewhat ironic 

since the IMC program is within the 

College of Communication and  

Information. 

Interviewing Students 
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Target Audiences 

It is very important to identify the 

target audiences  for Florida State 

University’s Integrated Marketing 

Program. Without identification of 

an audience, FSU could not  

effectively carry out this strategic 

plan. By deciding who you want to 

reach, you are better able to reach 

said audience.  

Incoming Students: Incoming students are those who are currently either pursuing an  
undergraduate degree or those who have completed their undergraduate degree and are 
considering returning to school for a graduate degree This IMC plan will help the Integrated 
Marketing Communication Program at Florida State University attract all segments of the 
student population, but will aim to target a more specific 

 Those students who are currently pursuing a bachelor degree may attend either Florida 
State University or any other undergraduate institution. Typically, these students are 
working or have completed their bachelors in either the Communication or Business 
fields. However, previous undergraduate experience in these areas is not required. 

 Prospective students who are not currently working on their bachelor degree may have 
either just graduated and are searching for work or have worked in the field for a while 
and aim to complete a graduate degree in order to be further qualified for their position 
in the respective companies they work for. This IMC plan aims to grab their attention 
and point out the benefits of choosing Florida State University over other Integrated 
Marketing Communication programs at universities such as Emerson and Medill at 
Northwestern.  

 Prospective students are arguably the most important people to reach with this IMC 
plan. By increasing awareness of the program, this plan aims to also increase enrollment, 
thus making the program somewhat more competitive, allowing Florida State University 
to be known as competition for Medill at Northwestern and Emerson.  

 

Current Students: Many students who are currently in the Integrated Marketing  

Communication Program at Florida State University are under the impression that several 

things need to change in order to create a more organized program. This IMC plan aims to 

improve those “flaws” in their course of study, as well as notifying current Florida State  

University IMC students that changes have been made. By doing this, this IMC plan hopes to 

increase student involvement within the program as well as boosting morale and making for 

more successful students in the long run. 

Alumni: It is standard for most alumni to remain tied to the university from which they  

graduated. With this IMC plan, we aim to notify alumni of the “new and improved”  

Integrated Marketing Communication program at Florida State. By increasing pride in their 

former program, this plain aims to get alumni more involved with undergraduate students in 

order to make the transition from undergraduate to graduate studies more efficient and 

comfortable. This would allow new students to  

Businesses: The College of Communication and Information needs to attract the attention of 

businesses that their alumni would be heading to upon graduation. This would allow for a 

greater knowledge of the students’ skill sets, creating more job opportunities for the alumni 

of Florida State University’s Integrated Marketing Communication program.  

Working Professionals: This target audience goes hand in hand with businesses. Working 

professionals who are aware of the Integrated Marketing Communication program   

understand what it is the students at FSU are learning. This awareness makes FSU alumni 

more appealing in the job market. 

Who is it Florida State University’s College of Communication and  

Information is trying to reach? 

Identifying the Target  

Audience 
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Positioning 

By portraying Florida State’s  

Integrated Marketing  

Communication program as a fun 

but challenging program, the Legacy 

Consultants aim to increase  

awareness of the program, thus  

increasing the number of applicants 

and incoming students. 

 

Part of Florida State’s problem is 

that there isn’t a lot of knowledge 

about the program at all. It’s almost 

as if FSU doesn’t even exist in the 

ranks of Integrated Marketing  

Communication. By getting the word 

out about the program and making a 

positive impression, interest in the 

program should increase. 

Florida State University should look to create a new position for their Integrated Marketing 

Communications (IMC) program, a position that asserts it as an efficient blend of corporate 

communications and marketing communications highlighting the duplicities of each form of 

communication. Currently Florida State’s IMC program offers a curriculum similar to a couple 

dozen other IMC programs; prospective students and employers look upon the program with 

little to no cause to prioritize Florida State over the Northwesterns and Emersons of the 

world. 

The goal of this IMC Plan is not to simply change the positioning of Florida State University’s 

Integrated Marketing Communications program, but rather to establish a new, more  

apparent position. By positioning the program as a hybrid consolidating corporate  

communication and marketing communication, we will be creating a realizable value to be 

seen by both prospective students and employers looking to hire students in the field of IMC. 

This position would not require a complete restructuring, merely a few new course offerings 

since the basis of each form of communication has overlapping themes. These themes will 

become the center of the program providing students with complimentary skill sets enabling 

them to succeed in jobs usually performed by two or more professionals. The practical use of 

these skill sets coupled with employers’ desire for versatile employees will simultaneously 

elevate students demand to attend the program and employer’s perception of the program. 

“IMC—The Fun Place to Be” 

How does positioning help? 
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Measurable Objectives and Strategies 
 Objective: Reintroduce Integrated Marketing Communication at Florida State University 

as new and improved at a press conference at the Ruby Diamond Auditorium on March 

1, 2012. 

 Strategy: Use the press conference as a means to gain more attention for the  

 program in order to create awareness. Also, allow news outlets to report on the  

 effectiveness of the Integrated Marketing Communication program at Florida State. 

 Objective: Starting in January 2012, create awareness of the Integrated Marketing  

Program by speaking to incoming communication students at the start of their program 

of study meeting. 

 Strategy: Use the very beginning of communication students’ programs of study to  

 make the program known. Many students at Florida State don’t think about  

 graduate school until the end of their undergraduate pursuits, so use this time to  

 create buzz about the program while students are enthused about their new major. 

 Objective: Strengthen the standing of Florida State University’s Integrated Marketing 

Communication Program by increasing awareness at other undergraduate universities. 

Between January 2012 and January 2013. 

 Strategy: Use IMC tactics to create buzz at other universities. Make sure they realize 

 that FSU is one of a kind in its combination of corporate and marketing  

 communications. 

 Objective: Throughout the year of 2012, gauge changing opinions of the Integrated  

Marketing Communication program at Florida State. 

 Strategy: Interview incoming students about their changed knowledge on the IMC  

 program at FSU, examine articles on the internet to see if Florida State University is  

 gaining any recognition for the program 



 

Branding Tactics 

14 

Public Relations: 

In order to boost program recognition and national perception, awareness needs to be improved. A press release will be sent to publications 

in a position to influence students, i.e. US News, Business Week, and the Princeton Review. The press release will cover the role of IMC in the 

corporate setting and its significance in business, notably highlighting how long the field has been around and what it has evolved to. This 

release will be geared more about promoting the field rather than simply Florida State’s program. By objectively describing the field we can 

secure a wider range of publication. This release will also be posted on the website as well as included in information kits requested by  

students. 

Direct Marketing 

Informational packets should be developed for distribution upon request. These packets should be neat, orderly, and aesthetically pleasing as 

well as informative without being daunting. The FSU logo should be prominently featured throughout the packet to help associate the school 

with the information in hand. Primary information should include: admissions content, student testimonials, alumni information (what they 

do, where they are, and a salary range), business card inserts of an advisor, and contact on how to communicate with the program through 

LinkedIn, Twitter, Facebook, etc. 

Emails to department heads of related undergraduate programs (at Florida State as well as other schools across the country) would be sent 

with a brief informational .pdf file to be distributed to their students. 

Print Advertising 

In order to reach potential students, print ads will be placed both the graduate marketing and communications sections of collegiate  

information books. These books do not have IMC sections so we will have to use related fields to convey our messages. The ads will position 

the program as the optimum way to combine elements of the disciplines of public relations, marketing, and advertising into one field. 

Event Marketing 

FSU IMC will assemble a team of students to compete against student teams from Emerson, Medill, and other interested schools to present a 

real life case study. This event will be branded as the “Super Bowl of IMC” and will be publicized in Ad Age and other publications to garner 

attention for the competition. A company will present each school with the same scenario and the teams will have two days to present their 

findings at a conference. This event can be tied into an existing conference to give the programs exposure to current business professionals 

generating more attention within the professional world for the elite students, their respective programs, and IMC as a whole. 

Webinars will be conducted approximately one month before each semester’s application deadline. This webcast presentation will include an 

introduction by the dean and an overview by the department head. The event will be advertised on the program webpage, social media sites, 

and through an email listserv of potential students who have previously requested information on the program. The webinar will go over the 

admissions process, financial aid opportunities, the curriculum, the vision of the department, and why a Master’s in IMC is a smart career 

decision. It will be interactive; allowing students to openly ask questions after the presentation has been completed. 

As undergraduate students enter the school of communication, they are required to attend a conference information them of both the  

options and the policies of the department. Attendance is mandatory so this is a perfect opportunity to address all FSU communications  

undergrads. A presentation explaining what IMC is and why it’s a growing field will be given during this conference. Early exposure to the 

option of a Master’s in IMC will increase our chances of ushering undergraduate students into the graduate IMC program. 

Digital Marketing: 

The current social media presence of FSU IMC needs to undergo a massive overhaul. While the program has some social presence, it is  

relatively ineffective. A series of connected accounts should be created on Facebook, Twitter, YouTube, and LinkedIn which can be readily 

used to post relevant material to both corporations and prospective students. These accounts can be maintained by interns under the  

guidance of the Director of Communications. These accounts should be used to not only emphasis the program but to position the program 

as knowledgeable and update on IMC. Links to current campaigns, marketing tips, and other professional advice would add to the credibility 

of the school. Additionally, FSU IMC should create a blog. This blog should include stories about IMC as a practice rather than a theory. Real 

life examples will present viewers with an understanding of the practical application of the discipline. The YouTube channel should include an 

IMC movie trailer, designed to look like a real movie rather than an infomercial, presenting how IMC can improve business practices. Also to 

be included are video features of student work and testimonials from current students and alumni providing insight into the program. 



 

Branding Tactics (cont’d) 
Website: 

The website will undergo serious renovation. The template and layout will be revitalized while still trying to remain congruent to design of all 

fsu.edu pages. As an IMC program, our website should stand out as an expression of the program. IMC breaks the traditional mold of  

academia by implementing non-traditional coursework. The classes involve much more creativity, excitement, and participation than typical 

courses so the website will reflect this.  

Key material/concepts will include: 

Admissions information 

Scholarship/Grant/Assistantship opportunities 

Description of the Academic Common Market and how eligible students can receive in-state tuition despite being from out of state 

Sample programs 

Coursework examples 

Brief descriptions of available classes 

Benefits of certificates and an easy to read layout of each certificate’s requirements 

Live feeds from our social media accounts, a link to our blog 

A brief history of IMC (including FSU’s role in the pioneering of the field in academia) 

Potential jobs with description, salary estimates, employers 

A map plotting alumni 

Highlights of current and previous research work conducted by students 

Faculty information 

Professional background 

Accomplishments 

Some form of personalized philosophical statement about the field 

Easily accessible calendar of events 

A 3-5 minute VNR describing the program 

Internship opportunities should be posted in one page 

A mentor page to connect prospective students with current students and current students with alumni 

 

 

 

 

 

 

Samples of the new home page and sample sub page are continued on  page 14 of this plan. 
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Branding Tactics (cont’d) 

 

Sample Home page for the Integrated Marketing Program at Florida State University 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This new and improved home page for the Integrated Marketing  

Communication program aims to show the many facets of the program. By 

making the page contain more visual interest, the Legacy Consultants aim to  

increase site traffic in order to increase interest in the program. 

 

The website itself contains more information about the Integrated Marketing 

Program than the previous site. This will allow current and prospective  

students to obtain more information about the program, allowing them to 

better understand the mission of the Integrated Marketing Program at Florida 

State University. 
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Branding Tactics (cont’d) 

Sample sub-page for the Integrated Marketing Communication web site. 

 

 

 

 

 

 

 

 

 

 

 

 

This sub-page is an example of the greater depth experienced by visitors to the 

new site. More information is readily available. By reducing the amount of search 

time, the Legacy Consultants aim to increase traffic on the site as well as increase 

the number of applicants. 
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Branding Tactics (cont’d) 
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Additional Tactics: 

Construct a team of current students (approximately five) to serve as a go-between among the students and administration. These dedicated, 

outspoken students will have an understanding of the goals of each of the two parties and will work to bring the needs and goals of the two 

sides closer together. 

Establish partnership with recognizable and respected companies in the Southeast. These partnerships can provide internships for current 

students and also give the program more clout among other leading companies. As part of the partnership, courses (like Account Planning) can 

also do freelance work for this companies in an effort to benefit them as the internship pipeline would benefit the IMC program. 

To increase the name recognition of the program, we will explore opportunities for sponsorship- personal or corporate. A sponsorship can 

draw a large donation for the program while also giving it a standalone name separating it from the other communications programs, i.e. the 

Jobs’ School of Integrated Marketing Communication. 

Launch a guerilla marketing campaign on campus to generate buzz about the program. Sheets of paper with “What is IMC?” in bold will be 

posted around campus, especially in buildings that host business and communications classes. These will be on display for a couple of weeks to 

catch the attention of students. On a set day, all IMC students will wear “I AM IMC” shirts, given out by the department. This will identify stu-

dents of the program and incite curious students to ask about the program allowing IMC students to discuss the discipline and act as  

ambassadors for the program.  

Another way to incorporate the theme of “What is IMC?” is to change the backgrounds on classroom computers to a simple white 

backdrop with “What is IMC?” in large, black, bold font. This will reach a large number of students and hopefully drive them to 

search the school website for information. 

Recruiting will be increased to attract out of state students. A professor, current student, and department head will travel to a handful of grad-

uate school expos at carefully selected schools (based on academic prowess of related undergraduate fields). Also  

“official visits” will be setup for students displaying exemplary academic prowess on the undergraduate level. These visits will include 

tours and meetings with professors to promote the program and try to secure upper echelon students. 

Program Measurements 
The success of the strategic plan can be measured by several criteria 

 Increase in application submissions 

 Number of students who express interest in the Integrated Marketing program via phone calls or meetings with undergraduate 

counselors 

 Increased number of hits to the IMC website 

 Increased number of media mentions 

 Increased number of phone calls to the College of Communication and Information regarding information about the Integrated 

Marketing Communication Program 

 Increased activity on social networks such as Facebook, Twitter, and Google+. 

 Increased inquiry at the Career Center regarding program details for Integrated Marketing Communication 

 Increased awareness by business officials (AKA seeking IMC alumni) 

 Increase in the number of graduates from the Integrated Marketing Communication program. 



Strategic Plan 

This strategic plan was brought to 

you by the Legacy Consultants: 

 Kathleen Galligan 

 Jonathan Johnson 

 WonSuk Kim 

 Chip Reed 

 Yuqing Xiong 

Budget Considerations 

No set budget exists for the execution of an IMC branding process for the College of  

Communication and Information. Thus, the Legacy Consultants used zero based budgeting. 

With zero based budgeting, the consultants asked the question “What does it take to  

accomplish branding The Florida State University’s School of Communication (IMC) as the 

premier venue in this category?” The team looked at the process as a business, rather than a 

school of higher learning.  

Many of the elements suggested in this strategic plan can be implemented by students in the 

school’s diversified departments, from advertising, public relations, social media, film, etc.,  

resulting in little or no cost at all to the university.  Therefore, a budget cannot be set in stone 

until the College of Communication and Information decides on which tactics to use. In any 

case, there must be a by-in from each department, set time-frames, and a point person  

appointed. 

The talent leaders (professors and adjuncts) in the department can direct a piece of the  

selected branding tactics suggested by the Legacy Consultants. For example, the advertising 

club can create campaigns including print, collateral materials, promotions, and media  

strategies. Dr. Jay Rayburn is heavily involved with the public relations department. Dr. Felipe 

Korzenny can cover additional account planning, as well as the Hispanic and multicultural  

community.  These professors, among others, can take the plan into action almost  

immediately. 

Each of these professors has a multitude of students at 

their disposal, each of which want to enrich his or her 

experience, add to their portfolios, as well as be an  

important factor in furthering the  

reputation of the Florid a State University IMC program in 

the professional world 
4100 University Center, Building C 

Tallahassee, Fl 32306-2651 

 

850-644-9698 Dean’s Office 

850-644-0611 Fax 

 

http://cci.fsu.edu 

Florida State University 

College of Communication and Information 
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