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Founded in 1855, Michigan State is famous for 
being an “inclusive, academic community” 
with “traditionally strong academic disciplines 
and professional programs.”

Need-based and academic merit scholarships 
are available. The “Spartan Advantage 
Program” is unique in that it combines 
scholarships, grants, and work study. The 
Michigan State Child Care Grant awards money 
to student parents to offset childcare costs.

Michigan State associates itself 
with the Top 100 research 
universities in the world, 
specializing in research on 
arts, sciences, business, food, 
and more. Opportunities are 
presented to students and 
faculty. Michigan state has 
their own Innovation Center 
where individuals work 
to improve the Michigan 
community and the world.

$38,346

Average
TuitionStudent Type

In-state undergraduate $26,874

$25,928

$50,226

In-state graduate.

Out-of-state undergraduate

Out-of-state graduate.

Enrollment
Avg. +1.06

percent change

In-State Tuition
Avg. +5.06

percent change
Out-of-State 

Tuition
Avg. +5.98

percent change

  Chronicle of
  Higher Education

   US News Top
  Public Schools
      National Universities

      Academic Excellence
  & Athletic Success

College is no longer seen as an institution for higher learning, 
rather it is known as a place where there are endless opportunities 
for students to succeed. Through the years, Michigan State has 
succeeded as being a top university for providing the ultimate 
student experience through their diverse community and 
commitment to research.

Most importantly, extensive research shows that representing 
all types of Michigan State students would be an asset to this 
campaign. Although each student enters college with their own 
set of goals and aspirations, they want to be part of something 
much bigger. Whether that is being an athlete, an academic, greek, 
or volunteer; students want to be seen as an individual as well as 
a member in a larger community. Students are more drawn to 
universities that not only see the potential in each student, but 
can also create a community that can help students reach that 
potential. Michigan State is already known for having a thriving 
athletic program, but few know of the merits of being a top 
research institution. The key to this campaign is bringing attention 
to these types of academic opportunities to both current college 
students and other potential applicants. When it gets down to it…

WE ARE ONE. WE ARE MICHIGAN STATE.

The executions for this campaign center around the amount of 
interest in academic opportunities Michigan State has to offer by 
current students and potential applicants. In-home, out-of-home, 
and social media tactics will be used to drive our audience to the 
website to either apply or learn more about variety of opportunities 
Michigan State has to offer. The creative implementation over 
the 3-month campaign will create a lasting message that can be 
leveraged through social media interactions and use of the website. $38,346
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RESEARCH
PRODUCT ANALYSIS

RESEARCH
MARKET ANALYSIS

Features
& Benefits

Brand Image
& Personality

Demographics

AGE BREAKUP GENDER BREAKUPRACE & ETHNICITY BREAKUP

#1 Ranked Programs

Undergraduate Supply Chain Management/Logistics

Graduate Elementary Teacher Education

Graduate Secondary Teacher Education

Graduate Nuclear Physics

Graduate Industrial & Organizational Psychology

Graduate Rehabilitation Counseling (Education)

161 undergrad. majors & 315 grad. majors

500+ student organizations

275+ study abroad programs

50+ Greek organizations

25 varsity athletics teams

27 residence halls & 2 apartment villages

5,200-acre campus

Top-notch research program

Michigan State’s brand 
image and personality 
consists of individual 
strength, collective 
power, extraordinary 
impact, genuine, 
tenacious, diverse, 
open, collaborative, 
bold, world changing, 
well-rounded, talented, 
and passionate.

Total Students: 50,543

Note: Other includes American  Indian, 
Alaskan Native, Pacific Islanders, Two 
or More Races, & Not Reported
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RESEARCH
SALESPERSON ANALYSIS

RESEARCH
CONSUMER ANALYSIS

Psychographics Consumer Values

Michigan state is the best choice university in the BIG 10 
because “the whole university is beautiful and [has] plenty of 
athletic programs, top-notch academic programs, excellent 
performing arts theater, and plenty for the students to do.”

-Dele D. (former Michigan state employee)

“Michigan State’s dedication to research and making a 
difference in the world are major distinctions.”
 -Pam J. (Michigan State Marketing Communications Manager)

“92% of students who answered [their] destination survey either get 
a job or enter graduate school within six months of graduation.”

 -Pam J. (Michigan State Marketing Communications Manager)

Only 2 salespeople from Michigan State were able to be contacted for 
interviews. Both salespeople noted that Michigan State is an excellent 
choice for college because of its academic programs. Some notable 
quotes from the interviews are:

“I wanted the full 
college experience.”

 -College Student

“It was well-rounded.”
 -College Student

on why she chose Michigan State

Self-expression and the desire of social 
or physical activity, variety, and risk 
are the main motivators for college 
students when deciding what college 
they wish to attend. Most students go 
to college to achieve a higher education, 
but ultimately, what motivates them to 
attend a specific institution is how well-
rounded the institution is. They want the 
whole package of academics, athletics, 
student life, and location. However, they 
are price conscious when making their 
decision. Students look for a college or 
university in which they feel they can fit 
in, learn, and contribute to.

Cost/Scholarship
32%

Majors
19%

Quality of 
Education

15%

Location
11%

Feeling
6%

Opportunities
5%

Relationships
4%

Other
2%

Greek
3%

Size of Class/
Campus

3%

What is most important to 
you when choosing a college?

This variety of consumer values indicates that prospective 
students want a well-rounded college to provide them with a 
quality experience.

MSUPlanbook.indd   6-7 12/16/15   11:10 PM



7

8

RESEARCHRESEARCH
COMPETITIVE ANALYSIS INSIGHTS

Competitors

Comparison of Features/Benefits CONSUMER FAMILIARITY

ATHLETIC ASSOCIATION

PRICE VS. QUALITY

WELL-ROUNDED EXPERIENCE

How Michigan State Competes

Top Competitors include:

 •University of Michigan

 •The Ohio State University

 •University of Wisconsin-
   Madison

 •Other BIG10 Universities

 •Other Research Institutions

 •Other Regional/Local Colleges

This year, University of Michigan, The Ohio State University, and 
University of Wisconsin-Madison are all ranked in the NCAA and 
have been ranked previous years as well. These schools are very 
similar to Michigan State because they are in or near bigger cities 
with great nightlife and restaurants, have over 28,000 students, 
offer a variety of majors to choose from, and provide amazing 
educations that will help students be successful later on in life. 
These three specific BIG10 universities are the top competitors 
because they are so similar to Michigan State and are located in 
the same regional area.

According to the Academic Ranking of World Universities, 
Michigan is ranked #92 in the world. Michigan State provides 
a great city to spend a college career at (East Lansing), a 
strong student body of 38,786 undergraduate students, 
strong academics and strong athletics, as well as over 200 
academic programs. Additionally, it has an outstanding research 
program that focuses on bettering the world both locally and 
internationally. It has an extremely diverse campus and promotes 
diversity through its fantastic study abroad program. The 
university has a vast and beautiful campus. Michigan State offers 
the entire college experience in one quality package.

57.5% of survey takers answered 3-5 when 
asked to rate how familiar they were with Michigan 
State (1=never heard of & 7=very familiar)

132 respondants did not associate a word or 
phrase with Michigan State

Consumers are not very familiar 
with Michigan State.

Consumers valued a variety of aspects of college 
life including a quality education, price, good 
athletic teams, real life experiences, prime location, 
opportunities to get involved and make new friends, 
and to feel at home.

Consumers want a well-rounded 
college experience.

54% of survey takers thought cost was important when 

deciding what college to attend. 49% thought financial aid 
and scholarships were important. 

Students from Northwestern University & the University of 
Minnesota stated in interviews:
 “The quality of education here [University of Minnesorta]
  fits the price.“
 “It’s wicked expensive, but it’s a good education
  so I think it’s worth it.”

Consumers are very price conscious, but 
are willing to pay high prices for quality.

69 respondants were able to form word 

associations. 33 of those respondants associated 
the university with athletics in some way (i.e. 
Spartans, school colors, football, etc.)

33 Yet, the survey pointed to consumers not 
heavily valuing athletics heavily when deciding which 
college to attend. 

Consumers associated Michigan 
State with athletics, but this is not 
necessarily beneficial.
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RESEARCH
SWOT ANALYSIS

CREATIVE
OBJECTIVES

STRENGTHS WEAKNESSES OPPORTUNITIES THREATS Increase awareness of Michigan State’s 
research program by 10% in the target 
market over the next year.

Establish Michigan State as an elite 
academic university in 20% of the 
target market in the next 2 years.

Increase out-of-state enrollment
by 5% over the next 2 years.

Making a large 
campus feel 
smaller

Experienced 
professors

Study abroad 
program

Research 
opportunities

Strong athletic 
teams

Variety of majors 
to choose from

Numerous places 
to get help

Alumni 
Association

University of 
Michigan has 
more developed 
downtown area

More universities 
joining BIG10

Cheaper tuition
at other schools

Other universities 
are higher rated 
academically

Higher rated 
programs at
other universities

Other BIG10 
universities have 
more student 
organizations

Size of Campus

Cost of 
transportation

Downtown area 
is not prominent

Cost of out of 
state tuition

Mainly associated 
with athletics 
rather than other 
product attributes

Offer free 
transportation
for students

Develop a
downtown area

Offer more financial 
aid & scholarships

Put a stronger 
emphasis on 
academic successes
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CREATIVE
CREATIVE BRIEF

CREATIVE
BIG IDEA

BRAND PROMISE

BRAND PERSONALITY

THE OPPORTUNITY

TARGET AUDIENCE

THE PROPOSITION

Michigan State gives students
a quality college experience.

Michigan State provides one of the best overall college experiences.

The campaign targets individuals:

 •14-25 years old

 •With some high school to some
   college education

 •Middle-class to upper-class

 •Motivated by self-expression

 •Use social media & websites daily

 •Value education

 •Value individuality &
   group involvement

 •Look to the future

 •Want to make their mark

Michigan State is determined,
spirited, well-rounded, confident, 
dedicated, bold, and forward.

To position Michigan State
as a provider of a great
overall college experience.

WE ARE
ONE.

WE ARE
MICHIGAN

STATE.

In order to bring feelings of excitement 
and both individuality and unification to 
the audience, advertisements will feature 
grayscale images with pops of the 
Spartan green color, bold advertising, 
and pumped-up music. A variety of 
images displaying distinct aspects of 
the college experience will be used 
to promote Michigan State as a well-
rounded university.
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CREATIVE
PRINT

CREATIVE
OUTDOORS

According to a study done by Arbitron, 71% of adults notice billboards each time they pass them. Billboards will be 
featured in the Chicago, Minneapolis, and Grand Rapids area to target the midwestern area. They make 14,965,980 
4-week impressions and will be viewed by people driving to and from work or school. Parents driving to work will 
see the billboards and think of Michigan State when their child is thinking about colleges. Chicago was chosen 
since it is the closest major city to Michigan State. Minneapolis was chosen to target the Minnesota student market, 
because many students choose to go out of state for college--approximately 28% according to the Minnesota 
Office of Higher Education. Grand Rapids is the second most populous city in Michigan, second to Detroit, with 
about 192,000 people living there. The median income level in Grand Rapids is also about $39,000; which means 
that they are more likely to look in state for a higher education, than to have to pay out of state rates.

The campaign will run a cover 4 (back page) advertisement 
in People magazine. Having a readership of 46.6 million, 
People magazine has the largest audience for an American 
magazine. The magazine has a large circulation of 
3,475,000. 42% of People magazine readers have at least 
one child in their household, and 80% of them have some 
college experience. Parents with children that are ready 
to go to college will see our ads in People and remember 
Michigan State when thinking about colleges. Since most 
of the readers also have some college experience, they can 
appreciate the college experience that Michigan State is 
giving its students.
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CREATIVE
DIGITAL

CREATIVE
DIGITAL

“Welcome to Michigan State University, 
the ideal school to provide the best college 
experience for those who are bold, confident, 
spirited, determined, and dedicated.
Not only are we a premiere location for 
research and learning opportunities, but 
our school spirit and athletics help create 
a community. We are students, teachers, 
athletes, brothers, sisters, teammates, 
volunteers, dreamers, strivers, achievers. 
We are one. We are Michigan State.”

According to Nielsen, 
teens aged 12-17 use the 
internet on a computer 
for 0:46 hours weekly 
and 4:26 hours weekly 
for adults 18-24. Creating 
articles on BuzzFeed that 
highlight various features 
of Michigan State allow 
for the ability to reach 
the target audience in 
a way that makes them 
feel like they aren’t 
being marketed to and 
that is entertaining. 
According to  SCGPR, 
“the less agressive an 
advertisment, the better” 
when advertising to 
Millennials. The LA Times 
also report that 54% of 
BuzzFeed’s audience is 
18-34 years old.

Spotify playlists will be engaging for Spotify users. 
Creating multiple playlists, including a game day 
and study playlist will increase Michigan State 
awareness. The game day playlist will allow listeners 
to experience the sounds of a Michigan State game 
day without being there. The study playlist will 
include instrumental music by the Michigan State 
orchestra. This will not only highlight academics, but 
it will also highlight the talent that the school has in 
its music program, drawing attention to potential 
students interested in studying music. Spotify will 
position Michigan State as a fun school and give 
listeners a taste of what the college experience is like. 
An additional ad will run as people listen to music on 
spotify. This will reach our target audience as 61% of 
Spotify users are 29 or younger.
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CREATIVE
OTHER TACTICS

CREATIVE
SOCIAL

According to Statista, Snapchat’s 
core users are 13-24 year olds. 
As of August 2014, Snapchat 
had 100 million active users, with 
400 million snapchats sent every 
day. Snapchat recently added a 
new feature to their application 
called, “live stories.” Live stories 
on Snapchat generate about 20 
million views within a 24 hour time 
period. Having Michigan State 
featured on Snapchat’s live story 
would allow students who attend 
Michigan State to post pictures 
of their experiences at Michigan 
State, athletic games, the campus, 
and more. Snapchat users who 
are not familiar with Michigan 
State and what they have to offer 
will have the opportunity to see a 
glimpse of the everyday life of a 
Michigan State student.

TELEVISION

PRINT

DIGITAL

CONTESTS & FREEBIES

PERSONAL SELLING

SOCIAL MEDIA
Producing thirty-second ads 
for Michigan State during 
popular shows would create 
an awareness that would catch 
the viewer’s attention to link to 
a social media platform for the 
university. Ads would show a 
variety of aspects of Michigan 
State campus life. The ads 
would be featured during 
Modern Family, The Voice, 
Big Bang Theory, and College 
Football Games.

MAIL

Sending out pamphlets and 

fliers in the mail to high school 
juniors and seniors gives an 
opportunity for them to learn 
about Michigan State. Sending 
non-traditional pamphlets with 
unique layouts and designs 
will catch the attention of our 
recipients and make Michigan 
State stand out in their minds.

ESPN, YouTube, & Sparknotes

The campaign will do an ESPN 

homepage takeover for 5 days. The 
takeover will occur on the 5 biggest 
football games of the season. Those 
interested in Michigan State football and 
athletics will likely be visiting ESPN, as 
well as those who aren’t as interested 
in Michigan State’s athletics but may 
become interested as a result of seeing 
the homepage takeovers. There will 
also be a YouTube homepage takeover 
for five days because it is a good way 
to reach our target audience. YouTube 
reaches more 18-49 year olds than 
cable TV does, and almost one-third of 
Internet users are YouTube users.

Twitter, Facebook, Instagram, Vine

Revamping and redesigning Twitter, 
Facebook, and Instagram will increase 
engagement. Specifically on Instagram, 
hosting tagging contests for students 
and faculty during campus events will 
encourage them to tag Michigan State 
in their pictures and videos. As for Vine, 
Michigan State will sponsor 3 popular 
viners to promote the university and give a 
glimpse into what the college experience at 
Michigan State is like.

Creating contests and giving away 
freebies to winners will encourage 
people to participate in Michigan State’s 
events. Winners would get Michigan 
State bags filled with t-shirts, sunglasses, 
pens, water bottles, note pads and other 
popular items with the Spartan logo.

Campus representatives can visit 
target high schools around the nation 
promoting Michigan State to students. 
This Representatives would create an 
engaging and exciting environment, raising 
awareness about academics, athletics, and 
student life at Michigan State. This event 
could be incorporated with Snapchat by 
having the specific geofilters at the specific 
high schools during the rep visits, allowing 
prospective students to get involved with 
Michigan State. Freebies could also be 
given away during these visits.
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OBJECTIVE

MEDIA PLAN MEDIA PLAN

MEDIA CLASSES

Television (50%)
$7,471,604

Social (9%)
$1,387,500

Outdoors (2%)
$247,500

Print (3%)
$455,500

Digital (36%)
$5,430,000

BUDGET
ALLOCATION

Reach 35% of our target audience 2 times in 4 weeks.

Total Budget: $14,992,104.00

How Tactics Work Together

Percent of Budget for Ad Type

Having paid media that is worth sharing will create 
earned media for Michigan State. An example of 
this would be Michigan State placing a television 
advertisement on YouTube and multiple people 
sharing the advertisement to their social media. 
The earned media would be those who saw 
the ad because of the sharing. Additionally, the 
advertisement on YouTube, which would also be 
aired on television, would have links to Michigan 
State’s social media, microsite, and/or website.

Television (45%)
338,572,000
impressions

Social (9%)
70,800,000
impressions

Outdoors (6%)
44,897,940
impressions

Print (1%)
3,527,500

impressions

Digital (39%)
292,706,985
impressions

Percent of
Impressions
for Ad Type
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EVALUATION

In order to increase awareness of 
Michigan State’s research program, 
increase enrollment, and establish 
Michigan State as an elite academic 
university, various measurements 
will be taken.

Social media and microsite 
interaction will be monitored 
throughout the campaign. In the 
fall after the term has started, 
the number of new students who 
applied and enrolled at Michigan 
State and the participation in 
research and academic programs 
will be measured. Student surveys 
will also be conducted during the fall 
to find out how current students and 
applicants heard about Michigan 
State and why they decided to 
apply or enroll there.

Measuring the following items 
will indicate whether or not the 
campaign goals are accomplished:

NEW STUDENT ENROLLMENT

PARTICIPATION ON SOCIAL MEDIA

NUMBER OF MICROSITE VISITS

RESPONSES TO STUDENT SURVEYS

PARTICIPATION IN RESEARCH
AND ACADEMIC PROGRAMS
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