Communication Proposal
Melora Cybul, Jenny Oh,

A+PR Communication Proposal | Cybul, Oh, Pike and Young

Alek Pike and Brittany Young

1

3 December, 2014

Executive Summary
The University of Alabama’s Advertising + Public Relations (A+PR) department is within
the College of Communication and Information Sciences (C&IS). A+PR was established in
1974 and offers undergraduate degree programs in advertising and public relations, as
well as 12-month and two-year master’s programs in advertising and public relations. It is
the largest department in C&IS with 426 advertising and 953 public relations
undergraduates and 19 graduate students.
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A+PR has a diverse group of stakeholders and their relationships with the department are
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defined through resource exchanges of funding, human capital and information. There are
four categories of A+PR stakeholders: internal, external partner, external industry and
external institutional stakeholders. Collectively, these categories include parents, current
and prospective students, faculty and staff, business professionals, industry leaders, major
companies, alumni, the West Alabama community, competing universities, C&IS, UA and
governments.
Based on its environment and stakeholders, A+PR is poised to take advantage of
opportunities including global educational mobility, industry growth and technology
advancements to minimize threats from competing universities and cost-conscious
consumers.

The purpose of this communication plan is to enhance departmental communications with
stakeholders by leveraging a national reputation through distinguished faculty members
and superior programming.
A+PR’s strategic goal will be achieved through a Summer N’tensive Advertising + Public
Relations Program (SNAP) presented by The Plank Center for Leadership in Public
Relations and A+PR, branded promotional materials, online student portfolios, MOOCs,
webinars and an alumni network. To ensure success, the implementation of research-based
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initiatives will begin Spring 2015.
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Client Research
The intention of this research is to provide a brief overview of our client, The University of
Alabama’s Advertising + Public Relations (A+PR) department, and develop a foundation for
a strategic communication plan. In completing this research, our team cast a wide net to
determine the client’s strengths, weaknesses, opportunities and threats (SWOT) to enable
the client to develop and implement a communication plan that furthers the current A+PR
five-year strategic plan.
As A+PR is a department within the College of Communication and Information Sciences
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(C&IS) and The University of Alabama (UA), we thought it was important to include a
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broader history of each entity and the macro-environment in addition to highlighting
information about A+PR’s products, brand identity and brand extensions, stakeholders and
communications. After completing the research, we conducted a SWOT analysis, which
then informed our purpose and driving forces for the communication plan.

External Factors: The Macro-Environment
An analysis of the macro-environment reveals some factors influencing A+PR, which will
contribute to and help define areas of strategic focus in the communication proposal. The
analysis assumes A+PR’s primary industry is colleges and universities in the U.S. and its
products are defined as the degrees awarded. A+PR offers undergraduate and master’s
degree programs, representing 66.3 percent and 26.9 percent of the entire industry,
respectively (Isakowitz, 2014). To read the extended external analysis, see Appendix A.
The industry is highly regulated and subsidized by the government, resulting in several
policies impacting UA as a whole and the client indirectly. Many policies and laws have
specific economic implications for industry institutions, specifically those dealing with
funding, scholarships and publicly posting cost estimates (U.S. Department of Education,
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2008). Despite rising tuition rates and decreasing scholarship funding during the economic
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recession, many students elected to postpone entry into the workforce which stagnated
industry growth but failed to significantly decrease demand (Isakowitz, 2014).
Educational attainment, demographics and perceptions have changed significantly over the
last several decades. The gap between minority and white students has shrunk (specifically
African American and Hispanic students) and individuals identifying as lesbian, gay,
bisexual or transgender have higher educational attainment than the American public as a
whole (Pew Research Center, 2013d; 2013c). Another growing proportion of demand is
from international students (specifically those from Asian countries). The value of
education has also risen; according to the Pew Research Center (2013a), the median
income for individuals with bachelor's degrees is at least $15,000 higher than individuals

with only associate’s degrees or high school diplomas. The gender gap has lessened as the
number of women pursuing advanced degrees and careers has steadily risen. As a result,
97 percent of women with four-year degrees postpone having children until after they are
over 25 years old (Pew Research Center, 2013f).
Though distance learning, e-learning and massive open online courses (MOOCs) have
heightened competition for universities in the industry, traditional classrooms still offer
the highest perceived value proposition (Educause, n.d.). Furthermore, the Pew Research
Center (2013a) found that a majority of graduates in the U.S. wish they had gained more
work experience while pursuing undergraduate degrees (a notion that is now being
emphasized through on-campus professional training programs and project-based
programming). Rapid technological growth has brought mobile devices and social
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networking to the forefront as industry institutions are grappling with ways to integrate
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new technologies into the classroom and campus. Even with the implications of climate
change in the next century, the industry has seen little impact aside from individuals’
weather preferences in selecting institutions.

The University of Alabama (UA)
Since 1831, UA has grown gradually with its mission “to advance the intellectual and social
condition of the people of the State through quality programs of teaching, research and
service” (“Mission and Objectives,” n.d.).
Increased national recognition and presence of UA has improved its overall reputation and
attractiveness resulting in a steady increase in total enrollment (“2014 At a Glance,” n.d.).
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Figure 1: A graphical representation of enrollment growth at UA over the last 14 years.

According to the 2015 U.S. News and World Report’s annual rankings, UA ranks 38th among
public national universities and 88th among all universities including private schools
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(“University of Alabama,” n.d.).
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In fall 2014, UA recorded its highest enrollment in its 183-year history with 36,155
students. Also for the first time, out-of-state students account for about 62 percent of the
2014 freshman class and combined out-of-state (46 percent) and international students
(five percent) outnumber in-state students. Of the 16,622 out-of-state students at UA, 36
percent come from Georgia, Florida, Tennessee or Mississippi, 10 percent are from Texas
and five percent are from California (McWhorter, 2014).
Professor of higher education administration and director of the Education Policy Institute
Stephen Katsinas suggests that the shift in demographics at UA is a result of an ongoing
plan (as cited in McWhorter, 2014). According to Katsinas, while other universities have

caps on the number of out-of-state students allowed to enroll, UA strongly promotes itself
to out-of-state students. To read more about UA’s strategic goals, see Appendix B.
UA also ranked second of 50 flagship institutions in 2012 for the percentage of African
American students for enrollment (12 percent) and total degrees conferred (11 percent)
(Dai, 2013).

College of Communication and Information Sciences (C&IS)
The School of Communication was created in 1973 by merging the Department of
Journalism (founded in 1926), Department of Broadcast and Film Communication (founded
in 1940) and UA Television Services. In 1974, the School of Communication established an
additional department: the Department of Advertising and Public Relations. The School of
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Communication became the College of Communication in 1988 and The Graduate School of
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Library Service (founded in 1969) became the School of Library and Information Studies
the following year. In 1997, the College of Communication and Information Sciences was
established by combining the College of Communication and the School of Library and
Information Studies (“College of Communication,” n.d.).
C&IS has 2,759 undergraduate and 355 graduate students as of 2014, and it offers sixteen
different degree programs through its five academic units: advertising and public relations,
communication studies, telecommunication and film, journalism and library information
studies (“2014 At a Glance,” n.d.).
Following its 40th anniversary (academic year 2013-2014), C&IS named Mark Nelson the
new dean after C&IS opened a state-of-the-art Digital Media Center in the Bryant-Denny

Stadium in March 2014. The center “contributes to the teaching research and service
missions of the university and allows students to gain real-world, hands-on experience”
(Mathews, 2014a). It houses Alabama Public Radio, the Center for Public Television and
Radio, Crimson Tide Productions and WVUA-TV. Each of these media platforms offer
internship opportunities for students, with more than 100 students expected to work there
each semester.
Other organizations linked with C&IS also moved to a new campus location called the
Student Media Center. This center houses The Crimson White (the university student
newspaper), The Black Warrior Review (a nationally known fiction and poetry literary
magazine published by graduate students in the university’s Creative Writing Program),
Marr’s Field Journal (a fiction and poetry literary magazine written, edited and published
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by undergraduate students), Southern Historian (an annual journal of Southern history
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written, edited and published by graduate students) and WVUA 90.7 FM The Capstone (the
radio station for the University of Alabama Community). Each platform in the Student
Media Center also offers student jobs and internships.

UA Department of Advertising and Public Relations (A+PR)
A+PR was established in 1974 and offers undergraduate degree programs in advertising
and public relations as well as both a 12-month and a two-year master’s program in
advertising and public relations. It is the largest department in C&IS with 426 advertising
and 953 public relations undergraduates and 19 graduate students. It has grown
continuously parallel to growth in the advertising and public relations industries (Turk
2014; Ulama, 2014).

A+PR’s mission is “to prepare highly competent, socially conscious and engaged leaders to
shape the future of global advertising and public relations.” In addition to the mission
statement, the department strives to “serve as a leader in the generation and dissemination
of innovative concepts and methods to solve advertising and public relations problems, and
to provide innovative, high-quality instruction for students (“Undergraduate,” n.d.).” For a
summary of A+PR’s core values, student statement and objectives, see Appendix C.

Stakeholders
A+PR has a complex and diverse list of stakeholders ranging across four categories.
Stakeholders’ relationships with the department are defined through resource exchanges
of money, human capital and information. The four categories of A+PR stakeholders
include: 1) internal stakeholders, 2) external partner stakeholders, 3) external industry
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stakeholders and 4) external institutional stakeholders. Individuals within stakeholder
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groups are able to move between groups due to the transformative nature of the resource
exchange. As one example, if a prospective student becomes a current student, it is likely he
or she will become an alumni and member of the professional community.

Figure 2: A visual summary of A+PR stakeholders.

1. Internal stakeholders for A+PR consist mainly of product consumers (students) and
product facilitators (teachers) with varying classifications of both groups serving to
subdivide the group.
a. Current students serve as the main focus of the A+PR mission and also
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participate in brand extensions alongside or under the direction of faculty
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members. This group relies on A+PR for resources (primarily information and
expertise).
b. A+PR faculty and staff are key long-term stakeholders that contribute to and
share A+PR resources and serve as a link with many external stakeholders.
Faculty members also facilitate service through brand extensions, providing
expertise and time to advise students and student organizations.
2. External partner stakeholders include business professionals, industry leaders, major
companies, alumni and the West Alabama community (which are aligned through
academic partnerships, recruitment or mentoring outreach initiatives).

a. Partnerships with business professionals and companies may yield faculty or
staff candidates, financial support (in the form of contributions, awards and
scholarships) and the exchange of industry relevant information. Partner
companies also recruit A+PR students for internships and post-graduation
employment.
b. Alumni represent potential donor groups, as well as faculty or staff candidates.
Alumni are a source of valuable information and can serve as guest speakers and
connections for current faculty, staff and students.
c. A+PR has forged partnerships with the West Alabama community through brand
extensions (including service learning projects, student organization activities
and faculty initiatives) designed to aid the area.
d. Examples of external partnerships include organizations like the Plank Center
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for Leadership and Public Relations, alumni like Daniel O’Donnell and local
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entities like the Literacy Council of West Alabama.
3. A+PR’s external industry stakeholders have a vested interest in the department. This
stakeholder group includes parents, current and prospective students and competing
universities.
a. As a department of a university, A+PR offers degrees (the product) for
prospective students (consumers) to purchase.
b. Parents of prospective and current students are also included in this group as
they seek a return on the financial support they provide their students before
and throughout their college education. This return is an intangible exchange;

parents might expect a valuable, positive learning experience and assistance in
job placement upon degree completion.
c. Prospective A+PR students (while not yet financially invested in A+PR) are a
valuable external stakeholder group. This group includes Alabama high school
students, out-of-state high school students, graduate candidates, non-traditional
students, transfer and international students.
d. Competing universities represent both competitive and collaborative
relationships with A+PR.
e. As an example of a competitive relationship, other universities attempt to recruit
the same students away from A+PR and force the department to differentiate
itself. In contrast, the Southeastern Conference (SEC) encourages one example of
a collaborative relationship among universities; it funds traveling professor
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grants to encourage the exchange of information and expertise throughout the
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14 SEC schools (Southeastern Conference, 2014).
4. External institutional stakeholders affect A+PR through institutional funding, human
capital and information.
a. The federal, state and local governments have strict regulations on higher
education, which must be followed to maintain funding, contracts and grants.
b. UA influences C&IS and A+PR through budget appropriations, oversight
committees and other institutional controls. For a detailed breakdown of UA
funding sources and changes since 2008, see Appendix D.
c. C&IS influences A+PR as the client is directly under its control.

A+PR Students
Data analysis conducted on student body demographics for C&IS and A+PR indicate
roughly similar percentages in terms of students’ ethnicities. C&IS enrollment proportions
in 2013 were 81 percent White, 10 percent African American, 4 percent Hispanic, 2 percent
Non-resident Alien and 3 percent other races, with only a few percentage points of variance
from overall UA enrollment data (OIRA Factbook, 2014). While A+PR enrollment
proportions differed only slightly with 82 percent White, 6 percent African American, 5
percent Hispanic, 4 percent Non-resident Alien and 3 percent other races (OIRA, 2014).

A+PR Enrollment by Ethnicity
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Figure 3: Enrollment data for A+PR student ethnicities.

Analysis conducted on freshmen enrollment by gender reveals a stark difference between
UA and C&IS; freshmen enrollment in UA is even across gender lines, while the proportion

in C&IS and A+PR contrasts greatly with UA (male freshmen enrollment at 22 percent, and
female freshmen at 78 percent in A+PR) (OIRA Factbook, 2014).
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Figure 4: A graphical representation of enrollment by gender at UA and C&IS.
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The Millennial A+PR Student
Students aged 18-35 are regarded as Millennials in demographic and psychographic
measurement. Millennials account for close to 86 million members of the population, seven
percent larger than the Baby Boomers before them (Doherty, 2013).
Members of this demographic group display unique characteristics as a result of their
interactions with technology and attitudes toward money, work satisfaction and education.
Millennials are characterized as more willing to share information and interact on a variety
of platforms like social media and other digital communication tools (Anderson & Rainie,
2012). They also place a higher value on college education, not just at the undergraduate

level, but also advanced degrees. Millennials are 32 percent more likely to value a college
education higher than other population groups, and are seven percent more likely than
other generations to have completed some college, while two percent less likely to only
have a high school diploma (O’Donnell, 2014). Millennial women are outclassing men in
higher education numbers, garnering more degrees at every level of higher education at a
rate of four percent for associates and bachelor's degrees, and three percent for graduate
degrees.
Good health and financial security are top concerns for Millennials, with higher rates of
concern for a successful career and college education than Boomers (O’Donnell, 2014).
Millennial college graduates are 29 percent more likely than high school graduates to say
their job is a career or a track to one, and 28 percent less likely to say their job is a means to
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an end. While at work, Millennials prefer higher engagement rates, more meaningful work
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and value a sense of accomplishment in workplace or collaborative situations (Brack,
2012). Millennial college graduates ages 25-32 working full time earn more annually than
counterparts with only high school degrees, lending credence to increased importance
placed on college education and the intrinsic value of a degree (Pew Research Center,
2013a).
Millennials are financially cautious; many forgo luxury items and credit expenditures to
save money. Over 60 percent of Millennials are highly focused on minimizing personal
debt, with memories of the 2008 recession impacting debt attitudes and just under half of
the population marking it the primary financial goal (Menke, 2013). Younger Millennials

are increasing their leisure spending, but this may be a consequence of higher integration
rates of technology into leisure time (in particular, smartphones and other mobile devices).
Millennials prefer leisure time online more than other population groups, with 67 percent
of Millennials reporting they spend leisure time on social media. They are 23 percent more
likely to integrate technology into leisure time to multi-task, and 13 percent more likely
than average to use technology to plan leisure time (Grabowski, 2014a; Grabowski, 2014b).
Millennials’ use of technology spills over into personal relationships, with 41 percent in
serious relationships reporting feeling closer to their partner because of digital
conversation tools. Twenty-three percent of Millennials reported resolving arguments
digitally that they could not in person. Couples also report higher levels of frustration with
partners across the board in categories measuring tension in relationships over technology.
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Forty-two percent of them say their partners have been distracted by mobile phones in
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their presence, compared to only 25 percent of all couples surveyed. Eighteen percent
argued about time spent online (Lenhart &Maeve, 2014).

Key Competitors: Financial and Program Differences
After collecting tuition and fee data for each university in the competitive set, three private
institutions (Syracuse University, Vanderbilt University, and the University of Miami) were
removed from comparison due to substantial differences in estimated costs from other
institutions in the set as the difference in cost of attendance and status likely attracts
different students.

The competitive set was further narrowed to focus on the University of Kentucky,
University of Alabama, Louisiana State University, University of Georgia, University of
Florida and University of Texas at Austin based on programming and student
organizations. Each of the above schools (considered key competitors) have a PRSSA
chapter, at least one campus-based ad agency, PR firm or other service-learning
organizations and participation in at least one of the following: Bateman, AAF, and/or
NSAC. Each university also has at least component classified as “other” which strengthens
the program.
Other programs counted for schools in the competitive set include: The National Advisory
Board (University of Kentucky); Public Relations Council of Alabama and Plank Center for
Leadership in Public Relations (University of Alabama); Madison Avenue Project and
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Student Media (Louisiana State University); “AHA!” Innovation Space, Unity PR Association
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and Kappa Tau Alpha (University of Florida); and Advertising Participant Pool and Center
for Brand Research (University of Texas at Austin).

Key Competitors' Programs
3

PRSSA

2

PR Firm(s)/Ad Agencies
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AdFed/NSAC
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Figure 5: A summary graph quantifying programs at UA and other universities in the competitive set.

Comparing UA with its five key competitors, UA's undergraduate tuition and fees are above
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average for residents (a difference of $700), but within $100 of the average cost for
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nonresident undergraduates and both resident and nonresident graduate students.
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Figure 6: This graph displays UA costs by semester (15 hours for undergraduate, 12 hours for graduate)
compared to the average costs of all key competitors.
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Reputation and Brand
Nationally Acclaimed Program. Students are more concerned about school’s reputation
and cost rather than its amenities when they select what university to attend (Santus,
2013). For the sixth consecutive year, A+PR was identified by PRWeek as one of the top five
PR educational programs in the country (“2014 Winners,” 2014). A+PR Department Chair
Joe Phelps said, “UA’s program excels in [...]relevance to the profession and how well the
judges feel students are being prepared to enter the profession” (Eaton, 2013). This
preparation is one of the key areas by which PRWeek judges PR programs. Considering
other programs in PRWeek’s most recent rankings (Georgetown University, Brigham
Young University, DePaul University and American University School of Communication),

A+PR may be considered the best advertising and public relations program in the Southern
market.
Service Learning and Brand Extensions. According to MacLeod and Urquiola (2009),
attending a reputable school is attractive to students because this is associated with
garnering more skills and achieving higher income in the future. A+PR upholds a strong
commitment to service learning, outreach and active student organizations. If students
connect the knowledge they gain from class to other experiences, they will be able to retain
and apply those lessons later on (Gose, 2014). Here are two examples of ways A+PR
students get hands-on experiences:


Public Relations Student Society of America (PRSSA): Students have the opportunity to
join the UA PRSSA chapter and participate in the national Bateman Case Study
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Competition. The UA Bateman team was awarded honorable mention in 2012 and 2013
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student. The 2013 UA Bateman team worked with Tuscaloosa schools with its antibullying campaign (“Bateman Case,” n.d.; Mathews, 2013).


APR 419 Advanced Public Relations Development: Students in Susan Daria’s class gain
real world experience partnering with the Secret Meals Project, an initiative that
benefits clients (that would otherwise be unable to obtain such services) while
furthering student learning (Thomson, 2014; Gose, 2014).

For more examples of brand extensions, student organizations and classes, see Appendix E.
Student Retention. Professor Emeritus of higher education George Kuh at Indiana
University states many students leave college because they fail to see the benefits of school.
Thus, a higher retention rate may be an indication that students see the benefits of

education more at one institution than at others (as cited in Gose, 2014). A+PR’s retention
rate (90 percent) exceeds UA’s retention by over five percent. (“2012-2013 Common,” n.d.;
“ACEJMC,” 2014). The U.S. average for the first-to-second year retention rates for four-year
national institution is only 64 percent (“American College,” 2014).
A+PR’s six-year graduation rate for first time undergraduate students (70.8 percent) also
exceeds UA’s overall rates of 66.7 percent (“ACEJMC,” 2014). According to the American
Dreams 2.0 report, the U.S. average for the six-year graduation rate is only 46 percent (as
cited in Brown, 2013).
Faculty. According to Carrell and West (2008), student evaluations of professors are one of
the key measurements of the faculty quality. Prestigious professors and faculty are also
considered one of the primary resources that make an education program outstanding and
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lead students to perform better across the curriculum and in upper level classes (Carrell &
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West, 2008). A+PR faculty members have diverse backgrounds and bring unique
knowledge and expertise to the department. To read about faculty members’ prior work
experiences and current research interests, see Appendices F and G.
A+PR’s 18 faculty members distributed more than 30 publications during the 2013-2014
academic year (as a comparison, faculty members at PRWeek’s top-ranking PR program
Georgetown University distributed only 16 publications with 55 faculty members). In
addition to research, A+PR faculty members serve as advisors for student organizations
and teach over 85 undergraduate classes, 56 undergraduate labs, 12 master’s classes and
three doctoral seminars. A+PR faculty members have received national awards and

recognition from the White House, American Advertising Federation and Kappa Tau Alpha
Honor Society. For specific examples of faculty awards, see Appendix H.
Leadership, Programming and Communications. Since A+PR’s inception in 1974, there
has been 10 chairs that have led the department with an average tenure of four years. (See
Appendix I for a timeline of individuals and their tenure.) Throughout its history, A+PR has
modified its course offerings to parallel changes in its faculty and in sociocultural forces.
The program has seen minimal curriculum changes over the last six years; only three
politically-oriented courses have been transferred to the Department of Mass
Communication.
A+PR primarily uses social networking sites Facebook and Twitter to communicate faculty
and students’ achievements, stories or departmental announcements in real time
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throughout the year. As of November 3, 2014, its Facebook page has 639 likes and 2,602
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followers on Twitter. A+PR stories are also featured in Communicator, the annual C&IS
publication. Several students and faculty have been featured in local media outlets like
Tuscaloosa News and Al.com (Eaton, 2013; Pow, 2013). In addition to local media outlets,
the Communicator keeps up with the news for each department and also with the alumna.

Strengths, Weaknesses, Opportunities and Threats
The following SWOT analysis (strengths, weaknesses, opportunities and threats) is based
on the research conducted about the client, its environment and stakeholders. It provides a
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snapshot of A+PR’s current status and the opportunities and threats it faces.
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Figure 7: A SWOT analysis of A+PR.

Purpose Statement for the Communication Proposal
Improve departmental communications with stakeholders by leveraging a national
reputation through prominent faculty members and superior programming. In doing so,
A+PR will take advantage of educational mobility, industry growth and evolving
technologies to become the premier advertising and public relations program in the United
States.

Research-Based Initiatives
The following section contains a discussion about each of the initiatives listed below. It is
our intention to provide a description of each initiative, an overview of the research upon
which each is based, how each initiative impacts stakeholders, pertinent information
regarding their implementation and how the initiatives leverage community building,
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storytelling and engagement to serve A+PR.
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“SNAP” Leadership Bootcamp



Building the Brand Identity (Promotional Materials)



Student Portfolios



Online [Learning] Platforms



Alumni Management

“SNAP” Leadership Bootcamp
Research-Based. The Plank Center for Leadership in Public Relations (“The Plank Center”)
strives to foster future leaders in the field of public relations. The Plank Center board
members come from every facet of public relations including education, PR firms,
corporate communication and student programs. Although online learning has heightened
competition for universities, traditional classrooms still offer the highest perceived value
proposition.
The leadership bootcamp (the Summer N’tensive in Advertising + Public Relations, or SNAP
Program) will allow face-to-face communication between instructors (current A+PR
students and faculty) and students. The bootcamp also tackles part of the SWOT analysis: it
allows for the promotion of A+PR faculty and extends A+PR’s brand (strength); it allows
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A+PR to communicate with stakeholders of parents and prospective students (weakness);

26

it provides an outlet to take advantage of increased educational mobility and growth in
advertising and public relations (opportunity); it can also be utilized as a recruiting tool to
minimize the intensity of competition from other universities (threats).
Cost Efficiency. Together, A+PR and The Plank Center will sponsor a week-long camp each
summer. The department can apply for federal, local and private grants to fund the
program and minimize student costs (including room and board for non-local students).
A+PR can also seek out sponsorships from local businesses to provide lunch daily and (in
return) sponsors can be featured on a camp t-shirt or be the subject of the students’
projects.

Short-Term Implementation. Prospective students (high school sophomores and juniors)
can get a taste of what it’s like to be an A+PR student. They can learn more about the A+PR
program and their parents can determine if A+PR offers a valuable investment.
Long-Term Implementation. Current students that participate in the bootcamp will be
more prepared for A+PR’s rigorous coursework and will become more active members in
service learning, organizations and programming.
Potential Sponsors. Potential sponsors include former clients of the Capstone Agency,
restaurants that have participated in the UA Week of Welcome or businesses that are new
to Tuscaloosa. These may include Alabama Power, Midtown Village, Alabama Board of
Physical Therapy, American Red Cross West Alabama Chapter, Tuscaloosa City Schools,
Tazikis, Full Moon, Taco Casa, Mellow Mushroom and Pizza 120.
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Bootcamp. The SNAP Program’s first registration will occur between January and March
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2016 and SNAP will take place at the end of July. The camp will run Monday through
Friday, 8:30 a.m. to 4:30 p.m. with one-hour for lunch. During lunch, sponsors and clients
will have the opportunity to speak about how their organization partners with the A+PR
department, give the in’s and out’s of their business or provide information for student
projects during the week. For a mock-up of the SNAP logo, see Appendix J.
Course Instruction. Students attending SNAP will work on one project that culminates in
the week. Students will work in groups and represent a particular client throughout the
week Students will work in groups and represent a particular client throughout the week
to execute a mini-campaign (completing case studies, press releases, communicative ads,
managing social network sites and concluding with a final presentation).

Community Building, Storytelling, Engagement.


Community Building: SNAP will allow prospective students and their parents to interact
with current students, faculty, The Plank Center leaders and local business owners.



Engagement: The A+PR stakeholders provide a connection between prospective
students (industry stakeholders) and sponsors (partner stakeholders) throughout
SNAP. By pairing these stakeholders, A+PR is creating engagement between
stakeholders that would not otherwise be possible.



Storytelling: Students work toward building a portfolio as an end product of the weeklong program. Parents and students have a deliverable that shows what students
learned over the course of a week and students have something to showcase during
college interviews.
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To build a brand, an organization must first position its brand. For A+PR, its programs and
faculty enable it to “serve as a leader in the generation and dissemination of innovative
concepts and methods to solve advertising and public relations problems, and to provide
innovative, high-quality instruction for students” (“Undergraduate,” n.d.). According to the
conceptual PCDL model for brand-building in a competitive market, once an organization
positions its brand with its features, product functions and benefits, it needs to
communicate the brand message (Ghodeswar, 2008). To do so, A+PR should distribute
promotional materials to create a theme of connection throughout the student’s years in
the program and after graduation.

Research-Based. This strategy is based on research regarding the program’s reputation
and brand. A+PR is a nationally acclaimed program that has been acknowledged for five
consecutive years by PRWeek. With superior programming and resources, A+PR has the
opportunity to use its stakeholders to broaden its communications and strengthen the
brand.
Promotional Materials. Promotional materials will include a card with a flash drive and
magnetic nametag and a polo shirt. The card contains a welcoming message and
information about the department and its web presence (web page, social media and
access to other online platforms). It will be sent to students that commit to the A+PR
program. The card will include a metallic, engraved nametag and a flash drive. The
personalized nametag will be used throughout each student’s time at UA for career fairs
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will be branded with the student’s name and both the UA and A+PR logos.
The flash drive will also have the A+PR logo and be a practical tool for students to “save”
the experience as they complete their studies. When it is initially sent to the student, it will
have relevant documents students need when starting school at UA. Upon graduation,
A+PR students will receive a sleek, black polo with the A+PR and UA logos to represent the
department in their professional endeavors. Each item works to enhance the visual
identity.
By providing students with a card with a flash drive and a personalized nametag, A+PR will
share value and increase student retention from the beginning of the program.
Additionally, by providing graduating students a polo shirt with A+PR brand identity, they

will remember the A+PR program and this will create long-lasting favor and connections
with the department. For a mock-up of the promotional materials, see Appendix K.
Community Building, Storytelling, Engagement.


Community Building: Students will have the same materials as their colleagues. This will
serve to further build a community among A+PR students.



Engagement: By involving students and graduates in building the A+PR brand, they are
more likely to feel connected to the program during school and in the future. The sense
of being involved will make students voluntarily engage in improving the program’s
quality by attending A+PR events or joining brand extension organizations. Providing
students with online resources prior to beginning their degree program extends the
window of commitment and makes their connection both tactile and digital.
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Storytelling: Students hold the power in telling their stories. A+PR provides these
materials to fuel those stories. When a student gets her first job interview at the campus
career fair, she’ll be wearing her nametag. When the company asks her to send her
work samples, she’ll print them off of her flash drive. A few months later, she’ll wear her
A+PR polo to that same company’s picnic. She’ll tell the story. A+PR will help her do so.

Implementation. Starting Spring 2015, A+PR should design and produce the materials.
Beginning Fall 2015, A+PR should distribute materials for incoming students and keep the
materials consistent annually to ensure a lasting and recognizable identity. The pieces will
also strive to distinguish A+PR from other programs. Estimated costs include the 8GB flash
drive ($5 each), magnetic nametag ($6 each), and polo shirt ($15 each).

Student Portfolios
In order to foster positive student growth and keep pace with emerging technology trends,
A+PR should implement easily accessible and editable electronic portfolios for students
through a software provider like the Portfolium suite. Electronic portfolios serve to connect
current A+PR students to the greater professional community by providing specific
examples of students’ work in a modern, mobile and cloud-friendly format. By allowing
students an A+PR branded way to track educational and professional growth and display
their body of work, A+PR reinforces its brand identity and reputation for student
excellence.
Research-Based. This idea stems from research suggesting that millennial students are
more willing to interact with and adopt social media and digital communications tools. As
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become ingrained in business culture. Portfolium is a platform for students to host their
portfolio online through a social media interface, with options for educational institutions
to build support systems and brand specific networks for departments and schools. The
platform allows A+PR students to effectively showcase not only personal skills, but also
examples of group work, thus creating an interconnected student community easily
viewable by other stakeholders.
Community Building, Storytelling, Engagement.


Community Building: This platform provides A+PR an opportunity to establish students
at the cutting edge of personal and professional technology utilization. A student

portfolio platform creates easier methods by which students can introduce themselves
to the professional community or interconnected alumni. Students may also create
collaborative communities within themselves by identifying group project
responsibilities and crediting others within the group. A+PR can utilize online portfolios
showcase continued growth and relevance with its stakeholders.


Storytelling: A+PR students, through proper platform utilization, will use their body of
work to create and reference a narrative of their studies. This allows A+PR students to
verify resume claims, showcase projects and establish credibility through professional
work. These student narratives contribute to a unique metanarrative for A+PR, showing
the general skill level and curriculum in a new and bold way, using student experiences
and work. This narrative not only shows A+PR’s education in a future-focused and
practical manner, but leverages the students as the actual purveyors of the school’s
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Engagement: An online portfolio platform engages students personally, by giving them
a visual reminder of their progression in skills and core competency. With the student
as the focus of the narrative, and the narrative assisting in their professional
development, engagement should be organic and consistent within the group. The
portfolios also encourage faculty engagement to ensure they are familiar enough with
the platform to educate students and advise them on implementation and use. Alumni
and professional stakeholders are engaged through students connecting with them and
sending their portfolios along with resumes for review and critique or recruitment.

Implementation. Portfolium is designed for simple integration into pre-existing university
or departmental systems through common programming structures and interfaces. While

the company states that this may be accomplished in a matter of hours, more time should
be budgeted. Providing that complete installation and setup of the system would be done in
a month or less, software integration should begin in May 2015, after students have left for
the summer. With the remainder of the month of May and June for the preliminary setup,
faculty and staff can be educated on the platform throughout the month of July with
educational seminars and workshops. The entire platform should take no less than one
academic summer to integrate into current A+PR digital systems and curriculums.
Initially, students will be taught to use the software by class level, in specifically assigned
classes that the software coincides with current curriculum standards. After the first year,
when a majority of students have been educated in this manner, education on the software
may be included into introductory student classes as basic knowledge for the program.
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be used as a visual repository for instructors to view student work digitally.
Stakeholders. In addition to appealing to millennials, this platform reinforces specific
stakeholder connections including students with alumni, outside professionals, companies
and even other universities. This platform speeds up the established transfer of human
capital and skills across many stakeholder groups, emphasizing the students’ evolution of
skills and talent growth. This fosters stronger connections with alumni members of the
A+PR community indicating a department commitment to a dynamically engaged student
body. Parents may view online work, giving them an unobtrusive way to become involved
in A+PR and their student’s progression.

Online [Learning] Platforms
Webinars and web conferencing programs offer digital meeting spaces. As these platforms
become commonplace, many software providers develop tools to deepen the experience of
moderators and participants. Online programs offer an interactive digital classroom
featuring live video feed, screen-sharing, group and individual chat windows, moderator
presentation-sharing (where a moderator can transfer his or her role to a live participant)
and multiple view options to emphasize different aspects in any given presentation.
Massive open online courses (MOOCs) represent a current shift in online education and
have gained momentum through support from top universities and prominent
organizations globally. MOOCs take the notion of "auditing" a class to a new level; MOOCs
allow individuals around the world to enroll in courses (some even offer certifications of
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innovation to non-profit management or even the science of happiness.
Course length differs for each MOOC, but most are four to eight weeks in length. MOOCs are
fully integrated with an online syllabus, assessments and video lectures. MOOCs are timeintensive and often require funding to create. For example, one MOOC instructor said he
spent six months preparing the course and received a $30,000 grant to create the content
(Richter, 2013).
Research-Based. In an analysis of the macro-environment, technology-driven education
and information sharing became major factors impacting the industry. Online platforms

including webinars, web conferencing and MOOCs are becoming more prevalent, providing
unique competition to and enhancing the traditional classroom.
Community Building, Storytelling, Engagement.


Community Building: A+PR can utilize online platforms to provide a narrative that
redefines and expands its community while engaging new stakeholders. These digital
platforms provide A+PR an opportunity to establish a continuous information exchange
with its stakeholder groups and provide a forum for communities to form and grow.



Storytelling: By implementing online platforms and carefully selecting the content and
guest speakers, A+PR has the opportunity to shape the current stories about advertising
and public relations. Across the three main MOOC sites, very few courses teach content
about advertising or public relations. Whether delving into the history of advertising
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35

sharing perspectives and work from the upcoming generation of young professionals,
A+PR can sculpt and capture the direction advertising and public relations industries
are headed.


Engagement: Online platforms can be created, maintained, and moderated by faculty,
staff and current students. Each webinar or MOOC can have a unique strategic intent
and engage a specific stakeholder group. A few examples of strategies to engage
different stakeholder groups can be found below.
o A+PR can host a college readiness webinar for prospective students and their
parents to learn about the department and ask questions anonymously.

o A+PR can host a webinar series with other universities and professional
organizations to address current trends and changes in the industry.
o A+PR can develop a self-paced MOOC that provides an overview of best practices
for the West Alabama community but also engages individuals in other locations.
Implementation. The three main MOOC sites include EdX, Coursera and Udacity. Of those
three sources, EdX features courses from more of A+PR competing universities, which may
provide A+PR an opportunity to collaborate with those universities and possibly minimize
the learning curve on the software.
There are numerous webinar and web conferencing software providers; however, Big Blue
Button offers an interface with the flexibility to closely mimic a professional meeting and
classroom environment. A+PR might partner with the Plank Center or involve student
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webinars per semester and one each summer.
MOOCs require a development of six to 12 months depending on the course length. A+PR
should establish a team of faculty and students to develop a MOOC. This team can be within
A+PR exclusively, involve other individuals and organizations in C&IS or even create a
consortium of leaders in the field and at other universities. Once a team is assembled, the
team should meet regularly to determine the scope of the course and develop the content.
It is likely that collaboration across multiple universities and companies would shorten the
implementation phase, enrich the content offered and exponentially expand the reach of
the MOOC.

Stakeholders. Online platforms have the potential to involve internal, partner and
industry stakeholders, depending on how they are implemented or utilized.

Alumni Management
The construction and successful implementation of an online alumni management platform
is intended to engage alumni and allow direct communication between alumni groups and
the UA. The platform should be multi-faceted, including distinct social media interactions
with alumni and provide a social network hosted by A+PR. A software platform like
360Alumni can be integrated into the current A+PR web structure, while maintaining
brand identity and providing non-traditional alumni engagement.
Research-Based. A+PR’s strategic plan calls for dynamic, interconnected professionals; a
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students. This bridges A+PR’s past with its future. This idea is derived from research into
various stakeholder group interactions and seeks to achieve consistent branding for A+PR
students and alumni moving forward as well as reintroduce estranged alumni. The
platform provides A+PR access to updated alumni information, provides value to alumni
developing and maintaining relationships and can serve as a forum for all future alumni
interactions.
Community Building, Storytelling, Engagement.


Community Building: Building an in-house social network for alumni will serve to build
the alumni segment of A+PR as a community in multiple ways. By providing value to
alumni in return for information, alumni will interact in higher rates with the university

and each other organically. Furthermore, alumni can connect their social networks to
the 360Alumni platform, allowing for cross-platform digital interaction, reinforcing
A+PR connections and identity.


Alumni may geo-tag themselves at work, events or regular meeting places; this opens a
variety of interaction opportunities with students, faculty and peers. Alumni may also
create communities of their own, as opposed to being limited to traditional class year
network structures. A+PR may utilize this platform to leverage and reinforce alumni
connections with virtually any stakeholder group with platform access.



Storytelling: By encouraging platform use in recent alumni and current students, A+PR
establishes a unified alumni network among dedicated users. This unified network
seeks to deepen the brand and reputation in the minds of alumni and stakeholders,
telling the story of A+PR through personal stories.
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Engagement: A+PR’s direct oversight of the network allows for little to no delay in
department to alumni interaction and shows a commitment to engaging alumni in new
ways. A+PR’s unified brand narrative of global, interconnected, dynamic professionals
is on display and allows creation of group narratives through this platform.

Implementation. 360Alumni is a web-based social network solution for alumni relations,
meaning that installation is not a factor for integration into the current A+PR structure.
Assuming complete integration and system installation would be complete in two months
or less, software integration should begin in October, staggered after the roll out of
Portfolium to students, to ensure quality of both products. Allowing October and November
for preliminary set-up, select faculty, students and alumni should be given access to the

platform in December for beta testing. The entire platform should take the remainder of
the academic semester for integration into the current A+PR digital systems and strategies.
Stakeholders. In addition to appealing to alumni, this platform reinforces specific
stakeholder connections, from alumni to alumni, current students and faculty. Alumni
mainly interact with each other on the platform, allowing A+PR access to information and
enabling the department to coordinate engagement and events. Students may establish
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Appendices
Appendix A: PESTEL Analysis (External factors, macro-environment)
Political/Legal/Regulatory Factors


Despite the limits on governmental control in education in the 10th Amendment, the
industry is highly regulated. Industry institutions are not subject to income tax and are
highly subsidized by federal, state and local governments, which typically account for
one third of industry revenues (Isakowitz, 2014).



Institutions are accredited by state systems under the U.S. Department of Education
umbrella. In theory, state systems leverage and maintain much control (of policy and
funding).
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The Higher Education Act of 1965 includes the Title IV program was replaced in 2008
by the Higher Education Opportunity Act of 2008 (Isakowitz, 2014).
o The program requires institutions post cost estimates online with the intention
of providing realistic figures for students to determine costs of their education
(U.S. Department of Education, 2008).



Notable educational legislation, policies, tax credits and funding sources include: Pell
Grants, Ensuring Access to Student Loans Act of 2008, American Opportunity Tax Credit
(which ties financial support to community service), the Lifetime Learning Credit,
Federal Family Educational Loan program and the Healthcare and Educational
Affordability Act of 2010 (Isakowitz, 2014). The Family Educational Rights and Privacy

Act (FERPA) also defines what information in a student’s records may be disclosed to
parents without student consent (U.S. Department of Education, 2014).
Economic Conditions


The economic recession significantly impacted the industry. The subsequent decrease
in government funding resulted in increased tuition and fees (Isakowitz, 2014). As the
U.S. economy recovers, governmental funding is gradually increasing to meet prerecession levels.



Though higher costs traditionally lessen demand within the industry, the growing
unemployment rates during the recession increased enrollment as many elected to stay
in school longer or return to school to develop career-related skills (Isakowitz, 2014).



Since 2009, industry institutions’ endowment funds suffered losses in excess of 33
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salary freezes, fewer tenure-track faculty positions, fewer merit-based scholarships
awarded, decreased course offerings and stagnated industry growth industry
(Isakowitz, 2014).


Industry revenues are an estimated $441.9 billion and the Southeast U.S. region is home
to more public institutions than any other U.S. region, accounting for over 23.2 percent
of U.S. college campuses. Within the industry, the state of Alabama represents over
$10.2 billion of industry revenues, or 2 percent of U.S. revenues (Isakowitz, 2014).



International students account for more than $13 billion in the U.S. Economy annually
(Yang, 2014).



Financial assistance programs and scholarships increase demand for and access to
industry institutions.



Industry institutions may receive up to 20 percent in tax credits associated with
research initiatives or projects.



In 2010, UA and Auburn tuition growth averaged nearly 16 percent despite 10 percent
growth at other Alabama colleges and universities. If growth is not slowed at UA and
Auburn, Alabama’s Prepaid College Tuition (PACT) Program funding will be depleted by
2016 (Biemiller, 2011).

Sociocultural Forces


Despite growth in e-Learning and distance education (which often attracts nontraditional students or students located in remote areas), traditional classrooms offer
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standing reputations and accreditation, which enable industry institutions to offer a
unique and preferred value proposition (Isakowitz, 2014).


Cultural perception increases industry demand as individuals view higher education as
a proven method to improve employment prospects (Isakowitz, 2014).



A majority of college graduates say they would have preferred to gain work experience
while completing their undergraduate degree (Pew Research Center, 2013a).



According to Isakowitz (2014), the benefits of higher education are perceived as more
valuable to younger generations (39 percent of college students are under 21 whereas
only 26 percent are over 30 years old) and women (57 percent of college students are
female).



Approximately 38 percent of women ages 25-32 years begin their careers with at least a
bachelor’s degree compared to 31 percent of men in the same age range (Pew Research
Center, 2013f).



A majority of millennial women (75 percent) and men (57 percent) believe more
changes are needed to improve gender equality in the workplace (Pew Research Center,
2013f).



According to Pew Research Center (2013f), women that are more educated have
children later in life (97 percent of women with a bachelor’s degree and children are
over 25 years old).



Americans with at least a bachelor’s degree make a median income that is at least
$15,000 higher than individuals with an associate’s degree or high school diploma (Pew
Research Center, 2013a). Americans with a four-year degree also experience much
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According to Pew Research Center (2013d), the gap between minority students and
White students in regard to high school complete rates is steadily decreasing.



From 1990 to 2012, the percentage of African American students to complete high
school increased 20 percent. During the same period, Hispanic students increased 14
percent, though the gap between Hispanic and White students is still over 25 percent
(Pew Research Center, 2013d).



Educational mobility has increased as globalization has become a more prominent
driving force.
o Over 300,000 international students (notably from China, India and South
Korea) are a rapidly growing proportion of industry demand. (Isakowitz, 2014).

o Likewise, Isakowitz (2014) states that nearly 300,000 U.S. students elect to
study abroad during or throughout their degrees (over 53 percent of U.S.
students study abroad in European countries).


Approximately 51 percent of Asian Americans have completed at least a bachelor’s
degree (Pew Research Center, 2013b).



Pew Research Center (2013c) found LGBT Americans have a higher educational
attainment than the American public (32 to 26 percent) and self-identifying LGBT
individuals view equal employment and the legalization of same-sex marriage as the
two most important rights (57 and 53 percent, respectively). The impact of these
changes can be seen at UA in the growth and prominence of its Safe Zone and Spectrum
programs.
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Massive Open Online Courses (MOOC) provide a new outlet for individuals to take
standalone courses in thousands of industries and topics. Though MOOCs threaten the
traditional university setting, MOOCs also allow traditional universities to reach a
broader student audience at a lower cost and track student performance and other
information more closely through a digital interface (Educause, n.d.).



The development of digital textbooks and e-books is providing students with
alternative devices on which to read and study course material. According to a study at
Queens College by Foasberg (2011), however, only 23.5 percent of students use ereaders and those students are considered “early adopters” of the technology. As more

companies develop tablets and e-reading devices, the popularity of e-books is expected
to increase but rapid replacement of paper texts is unlikely (Foasberg, 2011).


Congress required the FCC to develop the National Broadband Plan to increase
accessibility to broadband and the E-Rate Program is one subprogram which subsidizes
access for public schools to allow improved connectivity (“Executive Summary,” n.d.).



Americans with more education and more income are more likely to have broadband
internet access at home or a mobile smartphone with internet access (Pew Research
Center, 2013e).



The growth of social media and social networking has necessitated its integration into
educational institutions industry-wide. Seventy-four percent of all internet users also
utilize social networking sites and approximately 90 percent of Americans ages 18-29
years use social networking sites (Pew Research Center, 2014). According to Pew
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content (32 percent are both creators and curators).
Ecological/Natural Factors


Climate change is becoming a larger threat and some scientists predict population shifts
in the next three decades away from coastal and gulf areas, notably Florida, D.C. and
Southern California (Kingson, 2014).



More extreme weather and super-storms are expected (scientists state that 40 percent
of deaths worldwide can be linked with environmental factors) (Shah, 2013). A two
degree temperature increase is expected annually for the next century in the United
States and seasonal droughts and increased precipitation and moisture are expected in

the Southeastern region, especially from hurricanes and continuous rise in the sea level
(Climate Change, n.d.).

Appendix B: UA Strategic Goals
To appeal to prospective students, the university plans to increase its academic research,
scholarship and service opportunities, continue to recruit prestigious faculty and staff to
enhance its teaching, research and service mission and emphasize leadership as a social
responsibility of the flagship university in Alabama (Dai, 2013).

Appendix C: A+PR Strategic Plan, 2013-2018
The A+PR department has formed an identity based on ten core values: ethics, engagement,
leadership, practicality, knowledge, global savvy, creativity, communication,
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expected to be leaders, innovators and well-versed in the advertising and public relations
fields. Along with its core values and student statement, A+PR has come up with a strategic
plan for 2013 to 2018. The department has implemented initiatives to recruit more multicultural students and create a gender balance among students in A+PR. Moreover, the
department has added Drs. Chris Vargo and Tobias Hopp to the faculty to further move the
department in a new direction. A+PR is taking measures to increase its national recognition
and to promote the research accomplishments of faculty members at an international level.
It is important to note that A+PR is accredited by the Association for Education in
Journalism and Mass Communication (ACEJMC) and the Southern Association of Colleges
and Schools (SACS). The Public Relations program is also certified by PRSA. In addition,

A+PR has reshaped its curriculum implementing creative, research and strategy-based
courses to enhance students’ fluency in the areas of sport and crisis communication,
consumer insights and art direction. Hence, new faculty members are engaged
professionals in consumer insights and creative design (APR Annual, 2014).

Appendix D: Financial Summary
A+PR is provided funding through UA’s budgeting systems. UA’s funding comes from a
variety of sources (OIRA Factbook, 2014):


State Appropriations from UA College System. The percentage of revenue gained from
appropriations from the University of Alabama College System dropped from 22.5
percent of revenue in 2008-2009 to 14.4 percent in 12-13.
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Student Tuition. While funding from tuition and fees decreased from 32.8 percent in
2008-2009 to 28.5 percent in 2009-2010, it rose to 39.7 percent in 2012-2013.



Federal Grants and Contracts. Federal grant and contract funding increased in revenue
percentage from 8.3 percent in 2008-2009 to 9.3 percent in 2010-2011 before
decreasing to 7.5 percent of total revenue in 2012-2013.



Grants and Contracts. State grant and contract funding has remained relatively stable
portion (between 2.3-2.8 percent) of revenue since 2008-2009.



Local Grants and Contracts. Starting with no revenues in 2008-2009, UA has since
received 0.1 percent of its revenue from local grants.



Private Gifts, Grants and Contracts. Starting with 7.6 percent of revenue in 2008-2009,
private gifts dropped to 5.5 percent in 2009-2010, then increased to 7.5 percent in
2010-2011. After 2010-2011, revenue percentage fell to 5.1 percent by 2012-2013.



Investment Income. UA has seen sharp rises and falls in investment income since 20082009 starting at 0.8 percent, an increase to 3.5 percent in 2009-2010, fluctuating again
before reaching 2.3 percent in 2012-2013.



Endowment Income. Posting a loss of -0.6 percent in 2008-2009, endowment income
rebounded to 10.6 percent in 2009-2010, before plummeting to -0.8 percent in 20102011. After a posted gain of 5.8 percent of total revenue for 2011-2012, the most recent
percentage was 4.3 percent in 2012-2013.



Sales and Services of Educational Activities. The percentage of current funds revenue UA
receives from educational sales and services has steadily decreased since 2008-2009,
starting with 1.8 percent of total revenue, and ending in 2012-2013 at 1.3 percent.



Other Sources. “Examples are interest income and gains (net of losses) from investments
of unrestricted current funds, miscellaneous rentals and sales, expired term 201

A+PR Communication Proposal | Cybul, Oh, Pike and Young

endowments, and terminated annuity or life income agreements, if not material. Also

48

includes revenues resulting from the sales and services of internal service departments
to persons or agencies external to the institution (e.g., the sale of computer time) (20132014 Factbook, 2014).” The percentage of other revenues in 2008-2009 gained was 9.3
percent, increasing to 14.2 percent in 2010-2011, dropping to 12.2 percent in 20112012, before dropping to 7.8 percent in 2012-2013.


Auxiliary Enterprises. Residence halls, food services, student health services,
intercollegiate athletics, college unions, college stores, and movie theaters. Beginning
with a revenue percentage of 14.7 percent in 2008-2009, revenues from auxiliary
enterprises have remained within a range of 13-15 percent of revenue through 20122013.

Appendix E: Brand Extensions
Below is a sample of brand extensions (including special programs, classes and student
organizations).


The Plank Center for Leadership in Public Relations was established at UA in 2005. The
center strives to foster future leaders in the field of public relations. Dr. Karla Gower
has been named director of the Plank Center since 2008. Plank Center board members
cover every facet of public relations from education to public relations firms, corporate
communications to student programs. These board members are brought to campus
every February for an annual meeting and hold a second meeting each summer in
Chicago. This increases A+PR’s direct contact and involvement with prominent industry
figures (“About,” n.d.).
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Capstone Ad Federation is an organization designed to give students an advantage in the
advertising industry with professional speakers, presentations, videos, professional
competitions, internship and job opportunities (“About CAF,” n.d.).



Capstone Agency is a student-run communication firm. The agency has been awarded
with national recognition of its work, including the “LessThanYouThink” campaign to
fight drunk driving and underage drinking. The campaign has been implemented at
other universities across the U.S. and is now international (“Our History,” n.d.). The
agency also launched Alabama Power campaign “Power of the People” during October
2014 (“University of Alabama PR,” 2014).



Student Initiative Boards allows students to gain real-world experiences and increases
the connections between and among A+PR faculty and students (“APR Annual,” 2014).



Platform Magazine was launched in spring of 2007; a student-run PR magazine that
offers AP Style quizzes and articles related to the PR field (“Background,” n.d.). Note:
Tracy Sims (faculty advisor and editor for the magazine) expressed that she would like
to have more people read the articles rather than just take the AP quizzes because the
magazine has a lot to offer (Sims, 2014).



Public Relations Student Society of America (PRSSA) is an organization for students
interested in public relations and communications (A+PR has an active chapter); the
national organization is composed of more than 11,000 students and advisors from
over 300 chapters in the US, Argentina and Colombia (“PRSSA History,” n.d.).



Public Relations Council of Alabama (PRCA) is a subset of the regional Southern Public
Relations Federation. PRCA is much smaller than PRSSA, but student members
interested in the public relations and communications fields within the southern region
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benefit from the organization’s state and national ties (“History,” n.d.).
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LITE - Literacy is the Edge was established in Fall 2008 by 22 A+PR graduate students.
The organization strives to eliminate functional illiteracy through campaigns, tutor
recruitment and sharing materials for other universities (“About LITE,” n.d.).



Professional Women in Communication and Business (with UA’s Culverhouse School of
Business) prepares women in the fields of business and communication through
professional speakers, community activities, networking and internship opportunities
(Jackson, 2014).



Upper level PR students in writing, design and campaigns classes gain real-world,
tactical communication consulting assignments with clients. For example, A+PR
students have created a rain delay contingency plan for the 2015 NASCAR Daytona 500,

promoted healthy living to parents and students at Arcadia Elementary School, raised
over $9,000 for disaster relief for American Red Cross and developed many other
initiatives throughout the West Alabama community.


UA’s Program in Sports Communication (APSC) has also established initiatives with
NASCAR and other sports related fields. For example, APSC provides the opportunity
for students to network and gain first-hand insight from professionals in the sports
industry. Guest speakers that visited the university in the past year include: Christine
Brennen, USA Today sports columnist; Larry McReynolds, racing analyst on Fox Sports;
Rece Davis, SportsCenter host and ESPN commentator; David Higdon, managing director
of integrated marketing communications of NASCAR; Hugo Balta, ESPN coordinating
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producer.
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Appendix F: A+PR Faculty Previous Professional Work
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Appendix G: A+PR Current Faculty Research Interests
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Appendix H: Recent A+PR Faculty Awards

2012
to
2014

Professor Emeritus Dr. Bruce Roche received the 2014
Distinguished Advertising Educator Award from the American
Advertising Federation (Mathews, 2014).
The Kappa Tau Alpha Honor Society honored Dr. Karla Gower
with the 2014 Outstanding Commitment to Teaching Award
(“College of Communication,” 2014).
The Kappa Tau Alpha Honor Society honored Mike Little with
the 2013 Outstanding Commitment to Teaching Award ("201213 Academic," 2013).
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Teri Henley received the American Advertising Federation's
Silver Medal Award for outstanding contributions to advertising
in 2013 ("2012-13 Academic," 2013).

54

The White House recognized Dr. Suzanne Horsley as a
“Champion of Change” for her work in the American Red Cross
and engaging students in volunteerism (Mathews, 2012).
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Appendix I: Timeline of A+PR Department Chairs
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Prof. Powell
1974-77

Dr. Hesse
1977-85

Dr. Kalupa
1985-88

Dr. Barban
(acting) 198889

Dr. Eighmey
1989-92

Dr. Barban
1992-97

Dr. Singleton
(acting) 199798

Dr. Gonzenbach
1998-2005

Dr. Berger
2005-09

Dr. Phelps
2009-present
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Appendix J: SNAP Program Logo (mock-up)
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Appendix K: Brand Identity Promotional Materials (mock-up)
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