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Purpose 

 This report is made in support of my application for employment to the position of Marketing 

Director, NorthWest Arkansas Community College (NWACC). Its purpose is to demonstrate my approach 

to marketing through an explication of my marketing philosophy and a presentation of a sample 

marketing plan.  

 The sample plan should be viewed as an example of how I would proceed with the marketing 

planning process, i.e., how to create  a plan. Any specific examples of creative materials, e.g. logos, 

graphics, advertisements, or use of particular mediums should be viewed as a starting place for ideation, 

and not, necessarily, what I ‘would do’ if hired. This is due to the project’s constraints. There are just too 

many assumptions, i.e., lack of market data and clarity as to institutional objectives, to make categorical 

recommendations. Additionally, the process of marketing planning and implementation is viewed as a 

highly collaborative endeavor. In the absence of the creative input of marketing staff, any plan is 

incomplete.  

Approach 

 Every plan to accomplish any task needs a starting point. This report begins with a review of 

NWACC document, “Ends, Goals, and Measurables 2009-10,” assuming that it still represents the 

college’s values and priorities, and a discussion of the author’s current thinking on the achievement, 

through marketing, of these goals. This analysis and discussion will be followed by a sample plan which 

reflects my approach given these assumptions. 

Review: Ends, Goals, and Measurables 

This concise working document sets out to: 

1. identify various communities served by the college; 

2. sets goals for improving services provided; and 

3. establishes certain performance measurements. 

The communities identified are: 

1. The ‘Learner’ community – with emphasis on access for the under-served. 

2. The ‘Business” community – with emphasis on enhancing collaboration/cooperation. 

3. The “Owner (taxpayer)” community – with emphasis on economic development. 

4. The “K-16” community – with emphasis on creating pathways to post-secondary training. 

5. The “College” community – with emphasis on internal organizational and workplace culture. 

The remainder of this analysis will focus on the ‘Learner’ community, primarily because it is only in 

this community where marketing is discussed and specific goals laid out for the marketing director. 

However, any plans for the achievement of goals set for each community should contemplate the 

marketing needs of each. That is to say, each community has goals that to be achieved require a 

marketing component not referenced in the document. Therefore, in the event that I’m hired, a similar 



analysis of each community would precede the planning process. Also, in deference to the need for 

comprehensive planning, the sample plan that follows will contemplate reaching across all communities. 

The Learner Community 

 This section of the document identifies the college’s main objective relative to this community 

and sets forth four strategic goals for achieving the objective: 

1. The objective 

I. “Provide expanded access to high-quality educational opportunities for the 

population in general, especially for under-served learners in all age groups who 

are disconnected by choice or circumstance.” 

2. The goals 

I. “Provide learning opportunities, programs, and services to meet the needs of our 

community.” 

II. “Develop and implement a continuous improvement plan that assesses student 

learning and recognizes and rewards effective teaching.” 

III. “Develop and implement services and programs to facilitate learners’ academic 

persistence.” 

IV. “Develop and execute a College branding initiative to increase awareness of 

education and training opportunities offered through NWACC.” 

i. This goal is expressly assigned to the NWACC marketing director and it is 

understood to be the focus of the marketing plan. 

ii. It is my view that this goal is flawed in its construction in that it conflates 

the terms “branding initiative” with “increasing awareness,” and, by 

implication, with advertising and promotion. The discussion that follows 

elaborates. 

Marketing philosophy 

 Marketing, branding, and advertising are all related terms, but distinct in meaning. Below is a 

brief discussion intended to give the reader some clarity on those distinctions from my perspective. 

 Think of marketing as EVERYTHING an organization does which communicates its essence, or 

core promise to its stakeholders. So in this view, marketing includes components: advertising, public 

relations, media relations, event coordination etc. It also includes the less obvious, how staff members 

provide services, for example, has a marketing function; how a faculty member represents the College 

publically has a marketing function; a public presentation by the president has a marketing function. 

Each of these functions communicates – represents - the core promise of the organization in some way. 

The execution of all marketing functions by any organization is, or will lead to, its brand.  

An organization’s “brand” can be best viewed as its promises delivered. It is the position, or 

place within the community’s mind where an organization resides. It is a fundamental answer to the 



question: “Who is NWACC?” It is a fallacy to believe that an organization “brands itself” as this or that. 

Ultimately, any organization’s brand is formed by the population it serves. That is to say, you’re not 

merely who you say you are; you are who your communities say you are, i.e., for all practical purposes, 

perception is reality. The best any organization can do to influence a community’s perception of it – its 

brand - is to ensure consistency between its publically avowed identity and its service delivery. 

If, for example, an organization advertises exemplary service, yet customers experience what 

they perceive as sub-par personal attention, its brand will likely be the latter, not the former, despite 

what any advertisements may claim. Successful marketing is the continuitious communication of 

promises made and delivered. It is this continuity that gives any organization its best chance to acquire a 

positive brand image among its stakeholders. In this sense, ‘brands’ are negotiated between 

organizations and the communities it serves. 

NWACC has a brand. However, at this writing it is unknown or undisclosed. Therefore, the first 

step of this marketing plan should be to find out what NWACC’s current brand is through a 

comprehensive marketing survey. Identifying NWACC’s current brand is crucial to message creation. 

Before effective messaging can be created, the message creator needs to know if the message is 

intended to maintain or change current perceptions. As a service organization, NWACC needs to know 

where, if any, there are discontinuities. 

Equally important to the branding project is to have an understanding of the organization’s 

answer to that same question: Who is NWACC, or, who does NWACC want to be? Once we know both 

who NWACC believes it is and who its communities believes it is, we can begin crafting a narrative to 

bring these into unity. Advertising is a primary tool used for this organizational storytelling.  

In sum, marketing is everything an organization does that communicates and delivers in some 

way its promises. Advertising is one tool among many used to market an organization. An organization’s 

brand is ultimately whatever consumers say it is, and organizations can only work to influence its brand 

through consistency between word and deed. 

Strategic Goal 4 (Remix) 

 Given the above, Strategic Goal 4 is divided into two parts in order to better reflect the 

marketing philosophy that guides this report: 

1a. Develop and execute a branding initiative that reflects the values and priorities of 

NWACC. 

1b. increase awareness of education and training opportunities offered through NWACC 

(This assumes community awareness is low. Do we know this?). 

 

  



The Marketing Plan 

 This is not so much a marketing plan as it is a plan for marketing planning. It is 

representative of how I would systematically approach the problem. 

Step-by-step: 

1. Conduct a comprehensive community market survey, including a SWOT analysis, focus groups and 

key stakeholder interviews to identify NWACC’s current brand and to determine current level of 

public “awareness of education and training opportunities offered through NWACC.” 

1.1. A marketing objective cannot reliably be set in the absence of data. 

1.2. Strategic communications cannot be created without understanding the beliefs, attitudes and 

perceptions of its audiences. Are we changing minds, or maintaining current perceptions of the 

college? 

1.3. Effectiveness of any campaign cannot be measured without first establishing a baseline.  

 

2. Set objectives and goals 

2.1. For the purpose of this sample plan, I’ll use the re-articulated Strategic Goal 4 above. However, 

it is understood that the planning for Strategic Goal 4, 1b, is subject to change, even complete 

elimination, based on data uncovered in any market survey.  

 

3. Message Creation 

3.1. Based on beliefs, values and perceptions of known communities identified by market survey. 

3.2. This is the creation of a strategic narrative that tells the organization’s story in light of market 

data. 

 

4. Media Plan 

4.1. This details a structured approach to organizational storytelling. 

4.2. Identifies mediums, reach, frequency, consistency and includes a marketing calendar. 

 

5. Measure 

5.1. The effectiveness of any campaign should be measured. Baselines are established in the 

marketing survey. Subsequent duplicate surveys are made after a specified time to determine 

changes in community attitudes that can be attributed to messages. 

As can be deduced from the above, the reliability of steps 2-5 is entirely dependent on the results 

and analysis of data gathered in step 1.  However, to offer the hiring committee a glimpse of what I 

might create, the following samples are provided using a number of various assumptions. Among the 

assumptions is the notion that the college’s current brand is known, and that it approximates the 

college’s current promise of “Learning for Living.” Also assumed is that program awareness is low among 

our learner community. 

  



The Goal: 

1a. Develop and execute a branding initiative that reflects the values and priorities of 

NWACC. 

1b. increase awareness of education and training opportunities offered through NWACC 

These are really two separate goals, requiring a bi-level approach: 1. A universal approach that 

reaches across all communities, and, 2. Targeted campaigns aimed at under-served populations 

within our communities.  

Branding Initiative: Universal Theme 

As stated above, the college’s brand is its negotiated identity. It is the result of its communities’ 

interpretation of promises made and the actual service experience. 

The inferred objective of any branding effort is to communicate the college’s core promise to all of 

its communities (stakeholders). 

Currently, the college communicates its core promise through the NWACC logo and the tagline, 

“Learning for Living.” I like this. And, assuming it is also well received (understood) by our communities, I 

would be reluctant to abandon it. However, in communicating this core promise, I’d strive to provide 

some context for its interpretation. While such promises are necessarily abstract in order to 

communicate across multiple audiences (communities), some context which frames the promise 

positively betters the chance of our successfully influencing its interpretation. 

One idea to achieve this is through a playful alliteration using the NWACC (ĕn-whack) moniker, 

better defining the tagline “Learning for Living.” 

1. Envision – Engage – Enrich – NWACC 

2. Long form: 

a. Envision…your future 

b. Engage…your mind 

c. Enrich…your life 

d. NWACC…Learning for Living. 

3. Alternate consideration:  “text speak” 

a. Nvision – Ngage – Nrich – NWACC 

4. Defined: 

a. Envision…your future should be visually connected to career. Advertisements should 

feature original photos depicting people involved in various occupations, connecting our 

communities to their career aspirations. 

b.  Engage…your mind should be visually connected to career training/academic 

instruction. Advertisements should feature original photos depicting students engaged 

in classroom and on-campus training, connecting our communities to the college. 



c. Enrich…your life should be visually depicted by individuals and families enjoying the 

fruits of their labor, enjoying life, at home and elsewhere, original photos depicting the 

fulfillment of the American Dream, connecting our communities to their ultimate ends. 

d. Overall, this concept aims to provide context for the “Learning for Living” tagline, aiding 

in its preferred interpretation. 

It should be reiterated that this concept functions as a starting point for ideation. This is an example of 

what I might bring to the marketing team for brainstorming and collaborative refinement. It’s important 

to the overall quality of the final product and implementation of the campaign that staff has substantive 

input and a sense of ownership. 

Increasing awareness 

 The second part of the stated goal is to increase awareness of the programs and opportunities 

available at NWACC. As previously stated, this assumes that awareness is low and in need of raising. For 

our purposes here, I’ve additionally assumed that market data will reveal varying levels of awareness 

among different sub-group populations within our learner community. This assumption would lead me 

to consider narrowly targeting those groups. 

Targeted groups: 

1. Minority populations – Hispanic 

a. There is a growing Hispanic population within the NWACC service areas which appears 

under-served. A campaign in Spanish should be considered using culturally appropriate 

mediums. 

2. 1st generation learners 

a. Arkansas suffers low educational attainment on a per capita basis relative to other U.S. 

states.  This has implications beyond the learner community. It impacts our Owner 

Community and Business Communities as well. 

3. Non-traditional populations 

a. Rapid changes in workplace environments driven by technological advancements create 

new training needs for workers. Consider that workers aged 30-50 can expect another 

20-40 years in the workforce. This population deserves immediate attention. 

b. An added dimension of increasing non-traditional populations is the impact on younger 

1st generation learners. Educating more parents would do more for motivating young 

people to pursue education than any other single or aggregate recruitment effort 

undertaken by the college. 

Targeting non-trads 

 One approach I’d consider for reaching this population is to design and implement a direct mail 

campaign targeting non-trads who have some college, but no degree. 

 



Rationale: 

1. A recent Lumina Foundation study identifies this population as the most likely to return and 

complete college. 

2. Census Bureau data indicates that there is a sizable population of such candidates within the 

NWACC service area. 

3. Making a direct appeal to this population would be the most effective and cost efficient use of 

limited resources to serve them. 

Idea: 

1. Create a 10-12 week direct mail campaign, 1 card every two weeks for 10-12 weeks. 

2. Theme: “Finish what you started.” Maybe even a music card featuring the Van Halen song of the 

same name. Imagine opening a card from the college that sings, “C’mon baby finish what you 

started.” This 1988 song would have instant affinity with the targeted age group 30-50 years. 

3. One side of the card would carry the universal branding message, Envision-Engage-Enrich-

NWACC, while the other would emphasize returning to finish what was started. Optimally, the 

cards would be individualized with a message containing credit hours earned, or needed to 

complete. 

4. Mailing lists should be prioritized according to credits earned, i.e., those with the most credits 

already earned should be mailed to first. 

Again, this is where I would begin the creation process by involving creative marketing staff. 

Additional advertising efforts might include quarterly newspaper inserts targeted to our communities 

(see sample). These are themed four page artifacts closely resembling a section of the newspaper. Each 

is targeted to a specific community/communities. For example, one such insert would be made in 

conjunction with the NWACC Fact Book and aimed at our owner and business communities. Editorial 

content would be written to demonstrate the college’s value to taxpayers. 

Media Plan: 

 This is where organizational storytelling is done – which mediums, in what proportions, with 

what frequencies should we use. Again, this would be largely determined by market survey data. We’d 

have an idea what our audience watches, reads and listens to after such an exercise. However, given the 

assumption that we know, a sample plan might look like this: 

� TV 35% 

� Annual presence, objective: branding 

� Radio 10% 

� Twice annually, in advance of spring/fall enrollments 

� Print 15% 



� Quarterly newspaper inserts. Branding and targeting. 

� Online & Social 15% 

� Google and Facebook branding and targeting. 

� Outdoor 10% 

� Billboards, if appropriate. Branding. 

� Other Promotional/Sponsorships 5% 

� H.S. sports teams. Branding. 

Based on a $70,000 annual budget, this breaks down: 

� TV $24,500 

� Radio $7,000 

� Print $10,500 

� Online & Social $10,500 

� Outdoor $7,000 

� Other Promotional/Sponsorships $3,500 

� Production $7,000 

However, if any marketing study would be funded by marketing budget funds, I would lobby to commit 

a minimum of $25,000, to as much as $40,000, to that process, making the first years actual media 

spending much less, +/- $45,000 - $30,000 

Sample calendar: 

Jan-Dec Television sponsorship or cable BTA* 

 Online & Social media 

Spring/fall (3 weeks ahead of semester start) Radio 

 Outdoor 

Quarterly:  Jan, Apr, July, Oct Newspaper insert 

Seasonally Other promotional/sponsorships 

  

*Direct mailing instead of TV  

*I’ve included television because it was specifically requested in the project instructions. However, I’m 

of the opinion that one only uses mediums for which they have sufficient resources to use effectively. TV 

is expensive, and, due to the limited marketing budget, I’d strongly consider doing no television, instead 

funding a project such as the suggested direct mailing. 



Samples of past work: 

 

 



 

 

 

 

 



 

 

 

 



 



  

 


