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Abstract (Extended) 

An enhanced university mobile application will be used for uniting current and 

prospective students, faculty, and alumni. This paper conceptualizes an integrated 

marketing model linking convenience, ease of use, and shared functionality for 

administrators to cultivate an interactive social-based platform. As a part of this model, 

we discuss academic research on the use of mobile marketing to target the distance 

learning populace in order to facilitate an actionable integrated marketing 

communications plan. Although we discuss the entire proposal, this research also 

illustrates the barriers associated with creating a sense of community for a target market 

predominantly operating within an isolated virtual environment. 

1 Introduction  

A higher education study by the Babson Survey Research Group (2011) reveals 

that one-third students surveyed take online courses. Despite the yearly increase, studies 

also illustrate the growth of major challenges impacting participants. The most common 

barriers include the difficulty associated with interacting in a virtual setting and the 

perception of isolation without the face-to-face instruction of a traditional learning 

environment. In attempts to further engage an audience that is primarily composed of 

distance learners, we have identified improvements to the available university mobile 

application in order to develop a necessary sense of community that is nonexistent. 

National University’s social media presence lacks the fundamental inter-connectivity 

with each separate network encompassing a completely fragmented assembly of 

followers. What originated as supplements to an insufficient application transformed into 

a clear and measurable integrated marketing plan for a social mobile interface supporting 

a collaborative and organically interactive learning platform. 
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2 Method of Dissemination 

Using an integrated marketing plan that combines mass media, direct marketing, 

and product-specific social media channels will most effectively communicate the 

benefits of the download.  

3 Evaluation Plan 

Research by Kaplan and Haenlein (2010) reveals to achieve an effective social 

media presence, an organization must participate, share and collaborate with their 

consumers instead of simply using tactics to advertise and sell. When participants post 

application reviews on social networking platforms, in order to maintain a sense of 

community through the perception of self-disclosure, administrators must present an 

image consistent with their identity (e.g. an innovative leader of distance education 

programs) in order to favorably influence current and prospective participants. Analyzing 

online product review boards and social media networks, conducting focus groups and 

survey questionnaires, and evaluating Google analytics in relation to download 

percentage increases will appropriately gauge overall campaign success.   

4 Conclusion 

This integrated marketing plan has been thoroughly researched and developed to 

tailor fit the unique needs of the identified target market. This interactive and engaging 

social mobile experience will proliferate a sense of community thereby improving rates 

of satisfaction from participants primarily operating under virtual learning environments.  


