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BACKGROUND
“Be the change.” James Madison University is changing the
world one person at a time. It is
a community of students who
help those in need, seek to learn
more about the world, and are
driven toward an extraordinary
education. Recent events have
tarnished the image that students are so proud of. It is time
to revive it. The purpose of this campaign is to hold JMU students responsible for
their actions and encourage them to choose a path that will show members of the
community, faculty, and others what they truly stand for. The university as a whole
embodies the ideals of “being the change.” “It’s not just a slogan. It is Madison — a
living, evolving university where change is the status quo.” (via jmu.edu)

THE “MADISON EXPERIENCE”
While students seek to embody these ideals, they have their own ‘Madison Experience.’ The “Madison Experience” is subjective to the student. It is defined by the
positive mark that they make on the university, from experiences in the classroom to
community service to involvement in athletics and organizations.

OBJECTIVES
Our first objective is to raise awareness. We want students to acknowledge that their
actions reflect the entire JMU community as a whole. Secondly, we want to reinstill
core values and help students remember the reasons why they chose to come to this
university and why they chose to stay. Our final objective involves taking action. We
want to encourage students to go out and create their own “Madison Experience.”
All of these things reflect JMU’s motto, “Be the Change.”
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RESEARCH GOALS
We wanted to learn more about the JMU student body. We surveyed over 250 students online via Google Survey.

RESEARCH FINDINGS
GENDER:
			

30% - Male
70% - Female

LOCATION:
		

26% - On Campus
74% - Off Campus

How likely are you to participate in community service (5 = very likely)?

YEAR:
		
		
		

11% - Freshman
17% - Sophomore
45% - Junior
27% - Senior

How involved are you within the
JMU community (5 = very)?
35%

29%

30%
26%
21%

20%
14%

14%
6%

My Friday night at JMU typicially involves...
going out to a party
seeing a concert
staying in w/ roommates
attending a JMU event
hanging out w/ friends

going home
other

4%

My opinon about JMU’s drinking
culture is that:
There is a
problem, and
I want it to
change.
29%

Other
14%

There is a
problem,
but I dont
care.
18%
There is no
problem
38%

TARGET AUDIENCE
Our target audience is very simple: the entire student body. There is no need to
break this target market down, because as stated before, the actions of one student
reflects that of the entire student body; everyone is held responsible. There are different sub-categories in this target audience. JMU students consist of freshmen,
sophomores, juniors, and seniors, all of which are at very different places in their
journey at the university. There are students that live on and off campus, and those
that choose to partake in underage or legal drinking, and those who do not. JMU
has a very diverse campus and each student is unique in terms of race, background,
interests, majors, and hobbies. As an individual, a student is different and original,
but together they are all Madison.

TARGET AUDIENCE
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STRENGTHS
One of our biggest strengths is that we are students and we know our target audience well which allows us to format our campaign in a way that will be effective
and relatable. Since we fall under our own demographic, we can pose the question
to ourselves, “What messages would we listen and react to?”
Our campaign has the power to influence students in a positive way from a peer-topeer perspective. JMU offers many different mediums for us to communicate our
campaign both on and off campus. Instead of focusing on past events, this campaign will celebrate and encourage a positive approach to the college experience.
The initiatives that JMU faculty, administration, and local officials have already
taken prove to us that we will have support from those in positions of authority.

WEAKNESSES
Students can be hard to reach and even harder to make an impact on.Though there
are many different resources that are available to us to advertise, not every student
will hear our message. As students at JMU we are bombarded with advertisements
for different events, clubs, and opportunities, making it possible to get lost in the
mix of everything. With such a large student body, some students also may not
want to hear the message.
Our biggest problem is to reach our student body in unison for our campaign to effectively impact them. This proves to be a difficult task because of how diverse our
student body is. We want to brand a message that will hit home to each student
without being generic or boring.

OPPORTUNITIES
We have the opportunity to re-instill the core values that JMU stands for and encourage students to create their own Madison experience and make a positive mark
on the university. This campaign could help change the reputation of JMU and put
us in better standing with the Harrisonburg community.

THREATS
Our biggest threat is the students who do not care about or are opposed to our
message. Some students may not feel that there is a problem with our reputation or
that there is any need for change, causing them to ignore our campaign. This demographic may be those who consistently partake in the party culture of JMU and
ignore opportunities to reform our university’s image.
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SITUATIONAL ANALYSIS
Our secondary research came from a meeting with Don Egle, university spokesperson and director of public affairs at JMU. Our goal was to understand what the
university had already done to combat some of
the issues at hand.
We learned about the measures they took immediately following the events of Spring Fest and
learned from their examples of crisis management. From this meeting, we gained more direction on where to go with our campaign.

“

we discussed the
concept of JMU
students living one
lifestyle during the
weekdays--Monday
through Friday-- and
a completely different lifestyle from
Friday to Sunday.

“
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While talking with Dr. Egle, we discussed the
concept of JMU students living one lifestyle during the weekdays--Monday through Friday-- and
a completely different lifestyle from Friday to
Sunday. The idea was that during the week students showed involvement, serious study habits, and responsibility. On the weekend, however, many students turned to heavy drinking, which in some cases has led
to violence or actions not reflecting what the university stands for.
We came to the conclusion that it was important for students to choose which path
they are going to take while at JMU. Our campaign will encourage students to
reconsider their “Madison Experience” and make it one that will reflect what the
university’s core values are.

PRINT ADVERTISING
Print advertising is a prevalent and effective media outlet at JMU. With the combination of smart placements and ascetically pleasing designs, students will not only
see our ads but react to them. Print advertising buys would be placed in two traditional outlets:
The Breeze: One of the first media buys would be to advertise in The Breeze
as many students like to read our school newspaper to be informed on what is
happening around campus.
Bus Ads: With so many students using the buses on JMU’s campus this would
be a great way to reach out to them. Harrisonburg Department of Public
Transportation sells ad space on the outside of their buses. This is a lesserknown outlet to most advertisers, but a very effective one. Good placement on
a well-traveled bus would ensure a large number of views by our demographic.

TACTICS & MEDIA
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SOCIAL MEDIA
Social Media will give us the opportunity to engage our target audience. Since this
campaign is based around the individual and their experiences, we want to make
sure that they have the ability to discuss. This would be strong ways for them to
post about their Madison Experience and encourage their classmates to do so as
well.
Facebook: We will create a “We Are Madison” Facebook fan page. Through use
of Facebook’s interactive invitation system, we will invite our friends to “like”
the page and comment, upload photos to, and engage others in the conversation.
This would be used as a digital scrapbook and journal of JMU students. Any on
campus events could also be promoted through Facebook events.
YouTube: We will post promo videos from our campaign. It will be reminiscent
of our print advertising. We will use the same images and faces used in those advertisements. We would also encourage people to send us their own videos highlighting things they do at JMU and around the community.
Twitter: Twitter is an ever-evolving, ever changing social network based around
140 characters. We would create a profile for our campaign. Twitter would
be great for starting the conversation. People could tweet at our profile (@
wearemadison) and talk about who they are [ie. I am _______]. We could also
work with hashtags and encourage followers to end their tweets about their
Madison Experience with “#WeAreMadison.” Here is what one tweet could look
like:

PARTNERSHIPS
Implementing a campaign on a college campus can have both strengths and weaknesses. One strength is the power of street or guerrilla marketing. There are many
opportunities where we could implement the “We Are Madison” brand through
unconventional means. Since many clubs and organizations resort to this type of
advertising, it is important that we relay our message in unique, entertaining, and
interesting ways.
CLUB GILTY: Club Gilty is an alcohol-free dance held on campus every Thursday night by two JMU students. If we were to partner with them we would be
providing students with an alternate choice to the party scene and it would be a
great opportunity to show them that there is a lot going on at JMU other than
drinking. Like commons days, we could give away merchandise
Local Businesses: Potty Mouth, a bi-monthly hanging advertisement in bathroom
stalls, would be a great outlet to place an advertisement about what our campaign
is all about and give information to direct the student to more information. We
would encourgage participation on social media networks.
Off Campus: For off campus advertising, we would host club house parties and
door-to-door giveaways. Through a partnership with off campus life, we could
work with all of the apartment complexes in the Harrisonburg area.
On Campus Orginizations: We would host programs on campus by partnering with organizations such as the Office of Residence Life (ORL), the University Programming Board (UPB), the Student Government Associastion (SGA),
Student Ambassadors (SA), Safe Rides (SR), the University Recreation Center
(UREC), etc.
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GUERRILLA MARKETING
Implementing a campaign on a college campus can have both strengths and weaknesses. One strength is the power of street or guerrilla marketing. There are many
opportunities where we could implement the “We Are Madison” brand through
unconventional means. Since many clubs and organizations resort to this type of
advertising, it is important that we relay our message in unique, entertaining, and
interesting ways.
Grafton-Stovall Ads: Before every movie that plays in Grafton-Stovall, the on
campus movie theater, there are an array of advertisements from student organizations. We would show one of the advertisements before the start of the movie.
Potty Mouth: Potty Mouth, a bi-monthly hanging advertisement in bathroom
stalls, would be a great outlet to place an advertisement about what our campaign
is all about and give information to direct the student to more information. We
would encourgage participation on social media networks.
Table Tents: Table tents are located on every dining table on campus. We would
be able to write a brief description about our campaign and provide links.
Chalking: Chalking refers to drawing/writing information on sidewalks in chalk.
By writing arbitrary phrases like “I am _____” and providing links to follow up,
consumers will be curious as to what we are referring to.
Commons Days: We would hold commons days, where we would would give
away various free items such as t-shirts, sunglasses, hats, stickers, food and gift
cards. Instead of getting in people’s faces with flyers, we will advertise the giveaways and tell them breifly about our campaign.

TSHIRT DESIGN

These two-color t-shirts would serve as our Commons Days giveaways. They will
be purple and printed on American Apparel. We would encourage wearers to fillin-the-blank on their shirt with silver pen.
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Distribution of promotional items
Hours
Pay
Student 1
8
$10.00
Student 2
8
$10.00
Student 3
8
$10.00
Student 4
8
$10.00
Student 5
8
$10.00

Price
$5.00
$5.00
$5.00
$5.00
$2.50
$1.00

Size
Small
Med.
Large
X-Lg
n/a
n/a

Total Promotional Items (Giveaways)
TOTAL FOR JMU CAMPAIGN

Promotional Items (Giveaways)
Quantity
T-Shirt
100
100
100
100
Sunglasses
500
Water
Bottles
500

Total Print Advertisement

$500.00

$500.00
$500.00
$500.00
$500.00
$1,250.00

$100.00
$100.00
$100.00

Total
$80.00
$80.00
$80.00
$80.00
$80.00

Planning/Organizing/Ad Design Layout Activities
Hours
Pay
Total
Student 1
8
$20.00
$160.00
Student 2
8
$20.00
$160.00
Student 3
8
$20.00
$160.00
Student 4
8
$20.00
$160.00
Student 5
8
$20.00
$160.00

Print Advertisement
THe Breeze Advertisements
Bus Ads
Grafton Ads?

Total Staffing

Staffing

$3,750.00
$5,250.00

$300.00

$1,200.00

BUDGET

"We Are Madison" Campaign

$$-

$-

$-

ACTUAL

$3,750.00
$5,250.00

$300.00

$1,200.00

DIFFERENCE

CAMPAIGN BUDGET
campaign book

MEASURING RESULTS
We plan on doing the same research that we did before starting our campaign. Our
target audience will complete the survey about their “Madison Experience” and the
activities that they participate in and by comparing results with the original survey
we will be able to see if they have made any changes in the course of our campaign.
Another measure of success will be attendance at our different events on and off
campus, and overall acceptance of our ideas. We hope that after our campaign is
finished, JMU will continue to develop as a positive environment for academic,
personal and community growth.

CONCLUSION
Our campaign will be an inspiration to students and a tool for guiding their own
“Madison Experience;” one that influences the university in a positive way and
ultimately helps to re-brand the image of JMU. As an individual, each student
has the opportunity to use their talents to make a change. Our campaign will help
influence single members of the JMU student body and together, as a whole, they
can do a world of good. As an individual “I am ________,” but together “We are
Madison.”

CAMPAIGN TEAM:
NEDJ ALSAGOFF
CASEY CAVANAGH
IRENE DELLET
KERRI DEVRIES
MARGARET EBERLY
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