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Each of these various promotional media channels focused on the most common
and prominent areas where significant daily time is spent by the target market of high
school teenagers and their parents. These media channels — cable television, movie
theaters, social network sites, specialty print advertising, and the Hilltopper Sports
Network — are some of the most common methods of interaction used for shopping,
studying, researching, entertaining and communicating (CurrentMarketing, 2009). The
results of this promotional plan, of increasing student campus visits and of developing the
university’s academic reputation, will not fully be realized until prospective student data,
enrollment data, and other statistical factors can be collected and analyzed for the
upcoming academic year. The strongest and greatest results of this plan will be

understood over a long-term time period of several years.

CURRENT PROMOTION PLAN OF WKU HONORS COLLEGE

Along with creating a promotional media plan for the university itself,
CurrentMarketing also created a plan for the WKU Honors College, currently the first
and only honors college within the Commonwealth of Kentucky. The objectives of this
plan fall along very similar lines, hoping to more prominently introduce the WKU
Honors College across the state, to increase campus visits of prospective honors students,
and to build the overall academic reputation of the university among the same primary

and secondary target markets. One difference with the plan for the Honors College is to
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begin small, with a more segmented focus on the two major urban areas of Kentucky —

Lexington and Louisville (CurrentMarketing, 2009).

The primary target market of teenagers between the ages of 15 and 18 becomes
more specific with regard to the Honors College, as admission is granted by a separate
application process from the university’s admission process. The Honors College looks
for students who have personally sought higher standards of achievement through
rigorous academic choices, leadership roles, extracurricular involvement, and travel
experiences. This promotional plan, in desiring a self-driven, challenge-seeking type of
student, focuses on those who fall within the top 10% of their graduating high school
class (CurrentMarketing, 2009). Their parents are also included within the primary target
market, due to the influence they have over this major decision. The secondary target
market continues to include guidance counselors, state legislators, and peers

(CurrentMarketing, 2009).

The promotional media mix for the Honors College includes the same media
channels of cable television, online display advertising and keyword searches, social
networks, specialty print advertising, and Hilltopper Sports Marketing, along with one
additional method of direct mail. Each method is specifically defined to promote the
Honors College as its own strong entity v&;ithin the offerings of WKU. The plan uniquely
focuses on media channels commonly used by the more specific target audience which
differs from the use of these methods in promoting the university as a whole. With the

media research that was conducted by CurrentMarketing, it was found that 15 to 20 year-
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