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Loyola University Chicago 
University Marketing & Communications 
Welcome Week 2009 Marketing Plan 
 
Mission and Purpose: The mission and purpose of Welcome Week is to acclimate incoming students to campus, the city of 
Chicago, university departments and services, as well as upcoming opportunities throughout the academic year. Welcome 
week is also designed as an opportunity for existing students to re-connect to other students, faculty, and staff.  Welcome 
Week is an opportunity for all of Loyola’s students to unite as a student body and celebrate the excitement of a fresh start to a 
new academic year. 
 
Target Audience: New and existing university students  
 
Marketing Objectives:  

• To re-brand Welcome Week as the exciting, kick-off event to the start of a new academic year 
• To increase awareness of Welcome Week’s events and services by 40% from previous years and increase 

attendance of Welcome Week’s events by 20% from previous years  
• Reach 75% of incoming students and returning students with a frequency of at least 4 times 
• Achieve common sense of community within the student body as a result of interaction with faculty, staff, and the 

returning student population.  
 
Positioning: Welcome week is an interactive introduction for students and their families, as well as an invaluable opportunity 
for returning students to re-connect to campus and its services. The goal should be to position Welcome Week as a unique, 
campus-wide kick-off event for all students that invokes a sense of community. Students and families should feel that they are 
no longer “tourists”. Instead, they should feel connected to the Loyola community.  
 
Strategy: To create awareness of Welcome Week and its events and services by utilizing social media, the website, and on-
campus resources. For example, utilizing Resident Assistants, faculty, staff, and other departments active during Welcome 
Week will be integrated into this strategy: 
 

• Summer Awareness: One of the unique aspects of Welcome Week is that it is a united campus-wide event. 
Therefore it is critical for existing departments on campus to be aware and involved. I propose specific notices, such 
as emails or eblasts, be sent to each department, making each department aware of Welcome Week and asking for 
their presence at its events. Follow-up to each department will also be provided, either in person or over the phone, 
in order to increase awareness of on-campus departments and encourage their participation on campus during the 
events.  

• Social/Viral Marketing: Six weeks prior to Welcome Week, each incoming student will receive a personalized email 
officially welcoming theme to campus by providing awareness of Welcome Week’s website, specific events to be 
advertised separately, as well an invitation to join Loyola University’s Marketing & Communication’s Welcome Week 
Facebook Group. Specific messages can be sent from this Facebook group in the weeks leading up to the event, and 
especially during Welcome Week, reminding students of the day’s events.  

o This Facebook group will also be able to post updates from departments on campus who would like to 
create awareness for a specific event. Students will be able to see special programs that may not be 
highlighted on the website.  

o Utilize the Loyola Chicago existing Twitter account to post updates for Welcome Week’s events 
• Website: In the past, the website has been an efficient tool of communication for both parents and students. I 

recommend launching a new theme on the website in the weeks prior to Welcome Week events and incorporating 
this theme into advertising for Welcome Week. With a versatile theme that is memorable, students will be able to 
associate its words and graphic directly to Welcome Week and its purpose when they see this same logo on campus.  

o Proposed Theme: “Not for tourists. Just for Ramblers” and “Be Welcome. Be Immersed. Belong.” This 
slogan can be used together or separately (see attached graphic). Both convey the idea of community and 
have the ability to effectively reach the target audience with its memorable phrases and graphic. (See 
Rationale for explanation). 

• Premiums: A t-shirt will be created, reflecting the proposed theme, which will be worn by all move-in volunteers for 
the freshmen and transfer residence halls. A large pin, bracelet, or other accessory will also be created and worn by 



all resident assistants, faculty, and staff throughout campus that carries either a graphic or logo recognizable to 
Welcome Week. This premium will be worn for the entire week by faculty, staff, and resident assistants.  

o A separate t-shirt will also be made available with Welcome Week’s logo and/or slogan that will be handed 
out to students at larger campus events. The t-shirt design can either mimic “Not for Tourists. Just for 
Ramblers”, “Be Welcome. Be Immersed. Belong”, or both.  

• Word-of-Mouth: We cannot rule out the importance word of mouth can have on a university campaign, such as 
Welcome Week. By effectively reaching our target audience, we can expect word-of-mouth to increase attendance 
and awareness of events. Sources for word-of-mouth will be other students, faculty, staff, and families. 

Measurable Outcomes: In order to measure the reach and frequency of the Welcome Week campaign, the following will be 
conducted: 

• Surveys: Each student will be asked, via email, to complete a survey about Welcome Week and its events. Each 
completed survey can be thrown into a raffle, of which one or two prizes will be awarded randomly to one of the 
students who participated. In addition, a separate survey will be sent to faculty and staff, recording from their 
administrative perspective, the success of the week’s events and planning.  

• Recorded attendance of individual events 
• Feedback: Two week after Welcome Week, a follow-up committee will be formed by selected resident assistants, 

faculty, and staff who participated in and observed the week’s events. They will be asked to give feedback from what 
they heard from students and families during the week, as well as their own observations.   

Rationale:  
 

• New Slogan/Theme: The new logo/slogan has the ability to reach all groups of students, with the desired end result 
of community by its phrasing, symbolism, and color choice. 

o “Not for Tourists. Just for Ramblers” is an edgy step needed to increase the reach of the target audience. By 
capturing the idea of community, students are removed from the “visitors” category and welcomed into the 
Loyola community as a member, not as a “tourist.” By default, families can also be categorized as 
“ramblers”, and they have also made the transition with their student into the Loyola community.   

o  “Be Welcome” specifically targets new freshman and transfer students moving onto campus for the first 
time and can be used as the over-arching theme for the first two days of Welcome Week. It does not need 
to be branded separately; however, it can have its own link from the webpage with information specific to 
move-in procedure, locations of grocery and convenience stores in the area, parking, and other important 
information and helpful tips for both parents and students.  

o “Be Immersed” specifically targets immersion events into the city of Chicago and larger events on campus. 
This is truly the heart of Welcome Week and is an opportunity for new, and also existing students, to 
“immerse” themselves into Loyola, and more importantly, in Chicago itself. “Be Immersed” can also have its 
own link from Welcome Week’s webpage, specifically advertising larger immersion events into Chicago, 
guest appearances and speakers, freshman floor events, as well as larger campus events at the end of 
Welcome Week.  

o “Belong” is understood as the end result of Welcome Week, specifically for students, but families, faculty, 
and staff are also included in this category. If the mission and purpose for Welcome Week is achieved, there 
is an important sense of community each individual, student, faculty, or staff member, can begin this new 
academic year. This is branded as a state of mind, supported by the welcome interaction of the student 
population.  

o By using puzzle pieces and Loyola colors, the graphic for this campaign sends a message that each step in 
the welcome week process has intention and works together in order to achieve the successful end result of 
community amongst the students and the university. This achieves the mission and purpose of Welcome 
Week’s events, as students begin to find their place in the Loyola community.   

• Strategy: It is critical, in order to achieve a sense of community on campus, that departments are involved 
individually in Welcome Week’s events. In order to effectively create awareness, involvement with different 
departments has been integrated into this plan for the specific purpose of communication. The viral marketing and 
social media tools selected were chosen as a result of the specific age target. Facebook, the existing Twitter account, 
and email will be integrated as a result of successfully connecting to the target audience.  


