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“

THE

The project we started was
able to reach
students who were either
attending UVU or deciding
whether or not to attend
UVU. We were able to get
the ball rolling on
educating the younger
educ
generation of UVU
students on the Marketing
program we have here at
the university and what
potential it could hold for
them. Overall, the project
went very well. Good
communication and
diligent work on the
dilige
project deliverables led to
a smooth process. I would
highly recommend this
group to anyone.

”

David Przybyla
Professonal in Residence
Marketing
Utah Valley University

CHALLENGE
When we ﬁrst met with UVU Degree Marketing it needed
help. Help with attracting new students to the major as
well as bringing on experienced students for a minor.
These two areas were the objectives that the client
needed us to focus on. How we went about
accomplishing these objectives was up to us. We faced
ac
challenges while trying to meet these objectives. One was
having measurable results for the deliverables we
provided. We could collect data and we could get
opinions but really measuring our impact was hard for us.
How do you track when someone goes to see a
counselor? How do you know they went to see their
counselor because of their eﬀorts? On top of this was the
challenge of positioning. UVU degree wanted to reach
high school seniors. This target market is very connected
with digital media and instant information. This meant we
had to ﬁnd a way to not only be engaging to this target but
also be usable by the counselors that interact with these
students. Fortunately we were able to overcome the
challenges presented
prese
to us by the deliverables desired by
UVU degree.

THE

SOLUTION
We carefully planned out what we thought would be the best
solution to this challenge. We planned on personally visiting
classrooms around UVU to inform students why they should
have a minor in marketing. In our short classroom
presentation, we explained how simply they can sign up
for marketing, and the beneﬁts they would receive
from it. To help explain our message, we gave every
student a card with more information about
incorporating marketing into their education,
along with speciﬁc information about
meeting with a counselor. To top it all oﬀ,
we incentivised the students with
money. With our given budget, we
In creating the high school content piece, we
were able to tell each classroom
reached out to high school counselors to get their
that we would randomly select
input on what information would be beneﬁcial to
one student in the class to
potential college students. We collected the emails
receive a $25 gift card.
of 400 counselors in the Davis, Salt lake, and Utah counties
and sent them a survey. We had 62 respondents giving us a
response rate of 15%. From their response we were able to
create a brochure that highlighted the beneﬁts of the Marketing
degree at UVU.

THE

RESULT

Our next focus was driving students to change their major or minor to
Marketing. We scheduled classroom visits with an emphasis on the outlook
for the degree and what was required to earn it. We reached out to 37 professors
and had 6 professors agreed to let us come and visit their classrooms. We made 10
classroom visits and had a total of 64 students respond to the online survey that
class
we gave them, asking them to answer a few questions based on the presentation. As a
result of our eﬀorts, our point of contact in the advisement center told us that she had ﬁve
students change their minor to marketing after having participated in a classroom visit.
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