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Objective  

Currently, Loyola University Chicago’s School of Communication (SOC) lacks in overall 

awareness of its programs among the conversation of university communication departments. 

The goal of this communications plan focuses on improving Loyola’s University Chicago’s SOC 

presence in the digital space with creation and implementation of a comprehensive, resourceful 

blog, contributed to by faculty members of Loyola University Chicago’s SOC. Because activity 

on the Internet is an essential proof of concept for a communications school, focusing and 

implementing the following objectives is imperative: 

 
1) Build and maintain a comprehensive blog that provides resources to current students, 

working professionals, prospective students, and web searches that provide additional and 

helpful information about the quality of education offered at Loyola’s School of 

Communication. In addition, this blog will provide information to working professionals 

in the field about social technologies, journalism practices, and general communication 

practices. 

2) Increase overall awareness, locally and nationally, of Loyola University Chicago’s 

School of Communication, its unique programs, working professionals as faculty, and 

dynamic location in the heart of downtown Chicago, offering abundant internship 

opportunities to communications students.   

3) Use the School of Communication blog to increase awareness of Loyola University’s 

School of Communication among other University communication departments and 

increase Loyola’s ability to stand apart from other communication programs, exemplified 

by the information and resources made available in the blog.  

4) Improve Loyola’s School of Communication search visibility in the digital space by 

providing more search content through the blog. By providing links to the SOC 

department homepage, the Loyola University Chicago homepage, and other social 

networking links, such as a Twitter feed and a Facebook account, the SOC blog has the 

potential to increase traffic to the SOC homepage.  
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Situation Analysis  

Loyola University’s School of Communication (SOC), although a relatively new school 

within Loyola, sits in the heart of one of the greatest communication centers in the world. The 

SOC integrates practical application in this environment with programs led by experienced 

faculty and staff in communications, journalism, and advertising and public relations.  Despite 

this exceptional program, Loyola University Chicago’s SOC has limited awareness in web 

search and awareness in general about SOC programs and what sets them apart from competing 

institutions. As a result, it appears that the SOC does not apply what it teaches with its lack of 

presence in the digital space. The SOC currently has a website and printed materials to create 

awareness of its programs that fit with the University’s brand standard, but a severe lack of 

involvement in social networking sites and general Internet presence. The SOC currently 

communicates with alumni, prospective students, and parents mostly through emails and print 

mail.  

 

Some the strengths of Loyola’s SOC include its downtown location, new facilities, and faculty 

currently engaged in the their field. This extraordinary feature for a communications school is 

not nearly emphasized to the degree it should be for the selling of this program to prospective 

students and for creating congruity within the current student body. Although these features are 

strengths for the school, they are also currently weaknesses because of the lack of awareness of 

these features. One of the more immediate issues is the generic SOC name that searches poorly 

on the Internet.  The webpage also currently lacks comprehensive portals for the media, alumni, 

and both prospective and current students. By addressing the issues of how to improve the SOC’s 

presence in the social space and its search capability, awareness of the SOC and its programs 

will increase.  

 

An important tool that will assist in increasing SOC awareness and search visibility is the SOC 

blog. Currently, the newly launched blog does not fully utilize its potential by its lack of 

resources for its target publics. The page is without links to RSS feeds, pages such as Facebook 

or Twitter, and information for the media or local professionals. In order to increase search 

visibility, the SOC page must contain more links and more comprehensive information. It must 



  4 
  

operate as resource for the target publics in order for to serve its purpose and reach its potential 

as a communications authority within the field, both professionally and academically. 

 

Currently, other programs studied in this research (see below) are utilizing social media 

functions and separating their programs from the university as a whole. This is an important 

distinction for Loyola’s SOC. Staying within the university brand standards, yet creating a 

distinct image for the SOC will aide in increasing awareness of the school.  It has been directed 

by Dr. Heider, Dean of Loyola’ School of Communication, that awareness of the SOC is 

imperative to increased online activity.  By his direction, the following criteria has been 

researched and outlined as the best course of action to improve awareness of the SOC in the 

digital space, which will aid in bringing an increased general awareness to the SOC and its 

programs.  

 
LOYOLA SOC SWOT: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

STRENTHS:    
 

• Prime downtown Chicago location 
• New state-of-the-art facilities 
• Active existing student body 
• Comprehensive internship access 
• Jesuit heritage 
• New faculty/active faculty 

 in the communication fields 
 

WEAKNESSES: 
 

• Unknown for most prospective students 
• Unknown nationally a comprehensive 

program in communication 
• No message to target publics 
• No unique name 
• Messages that do exist are disorganized 
• Generic name that searches poorly in web 

searches 
 

OPPORTUNITIES: 
 

• Prime economy for motivated individuals 
to gain degrees 

• Gain from improving web search function 
• Become an active blogging SOC 
• Buy keywords 
• Become more active with publishing 

materials 
• Create online communities for target 

publics 
 

THREATS: 
 

• Money: Lack of resources to improve 
current problems 

• Competition (locally and nationally) 
• Economy could prohibit individuals from 

applying  
• Weak media perception and coverage 
• Generic name  
• Poor search capability in the digital space 
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New Target Audiences  

Currently the SOC targets prospective students, parents, and alumni. However, the messages 

given to each are virtually the same and do not stand out specific to each public. Below is a list 

of identifiable target audience and why they are essential to this campaign in increasing Loyola’s 

SOC presence. Increasing awareness of Loyola’s School of Communication begins with the 

amount of traffic that can be sent to the site. In order to increase the Loyola’s presence in the 

digital space, we must address four target audience groups: 

 
1) 1) The Current Student: It is imperative to the process of increasing awareness to the 

Loyola School of Communication that current Loyola students are engaged by their own 

professors and can gain helpful information from the blog’s content. Current students 

should be able to turn to this as an academic resource and thought-provoking channel. 

Additionally, encouraging current students to relate to the brand of Loyola’s SOC will 

assist in building a reputation that has the potential to become nationally known. 

Targeting this public allows current students to stay connected within their choice of 

study and will increase awareness of their own institution within their desired 

professions. Choosing this audience also assists in building a community within the SOC 

among its students and faculty. Fostering this sense of community is not only imperative 

to the student experience, but also to the Jesuit mission, heritage, and reputation of 

Loyola University Chicago.  

2) Prospective Students: Targeting prospective students is essentially the main goal of 

increasing awareness of the SOC, however, the prospective student is also important 

because of the critical and comparative eye this audience brings to the SOC blog. This 

public needs to understand why the SOC stands apart from its competitors, the benefits 

the SOC will give to a student, and why Loyola University Chicago is the preferred 

institution in which to study communication. In order to maintain awareness of Loyola’s 

School of Communication, increasing awareness of the blog to prospective students is 

essential. Not only does it give these future students more information about Loyola 

University as a whole, but it shows by example that Loyola’s faculty are currently 

engaged in the field and are continuing their own education, which in turns highly 
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benefits students in the School of Communication. Engaging this audience also increases 

search capability for the SOC blog and the SOC as a whole.  

3) Loyola Alumni: By providing information about current events and articles on the latest 

conversations in the communication field, the SOC blog has the ability to attract and stay 

in touch with Loyola alumni, specifically from the School of Communication. This is a 

vital audience because they work hand-in-hand with current students, providing a 

possible online network of professionals or mentors that can connect with current 

students. In addition, this continues to encourage a connection for alumni with, not only 

their institution, but with each other. The blog has the ability to become a networking 

opportunity to many individuals as well as a learning opportunity for anyone who reads 

its content. This also provides an opportunity for the blog to become a professional 

resource for Loyola alumni focused on rising in the professional arena. In turn, this 

generates an awareness of the SOC programs, the ability of their graduated students to 

network, the reputation of the SOC, involvement in the workplace, and the on-going 

improvements of the SOC.  

4) Professionals in the Field: Targeting this public allows the SOC to immerse itself into the 

professional working area and establish itself as a communication authority. It will 

additionally help connect professionals to one another who may either help to enhance 

existing programs, offer new programs, or align themselves with the SOC name. Not only 

does this public offer new information for the SOC but they offer increased awareness for 

the SOC in the local business market. As mentioned above for prospective students, 

creating a blog that provides new and current information about changing technologies 

and communication is an avenue that will communicate an increased awareness of 

Loyola’s School of Communication. By providing information to working professionals, 

Loyola’s School of Communication becomes a source for new information to the 

professional world that will only increase awareness of its programs. 
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Competition and Search Capability  
 

Some basic Internet searches provide a proof of concept for some of these digital issues. 

When a search was conducted on Twitter, for example, for the “Loyola University School of 

Communication”, the results came back completely absent in the Twitter space. This is an 

example of how the SOC searches on the web. In the following analysis the SOC does not show 

up when searched, exemplified by this Twitter search and the following Google analysis: 

 
 
Currently, when a web search in Google is performed under the keywords “school of 

communication”, the top three results include American University’s School of Communication, 

Northwestern’s School of Communication, and the University of Miami’s School of 

Communication. Other results within the next three pages included Northern Arizona University 

and Ohio State University. Loyola’s SOC did not come up with in the first three pages of the 

Google search under this name.  

 

 First Result: American University’s School of Communication website is comprehensive, 

complete with flash banners advertising for upcoming talks, their Twitter account and 

Facebook pages, blog, and media coverage. They also have an additional portal for 

alumni as well as a 3-D image of their new building in which the School of 

Communication will be housed.  The page is interactive, including information on 

graduate studies, undergraduate studies, success stories, etc.  
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 Second Result: Northwestern University’s School of Communication is not nearly as 

comprehensive as American Univesity’s page. With limited tabs on the left side of the 

screen, the bare page resembles Loyola’s SOC page as it is currently. The website does 

not offer any information for the media or alumni. Instead, it appears to be strictly 

information for prospective students. Advertising for Twitter account and Facebook page 

are also absent.  

 Third Result: University of Miami’s School of Communication page resembles 

American’s page very closely. It is very comprehensive and interactive, complete with 

flash banners, advertisements, portals, calendars, and other information about their 

programs. The page does, however, lack information to social sites such as Twitter and 

Facebook but appears to have a good amount of content on their webpage for prospective 

students and parents. It is unclear whether or not local professionals would be one of their 

targets.  

 

Analysis: Based on the observations made of these top three hits on Google, it is apparent that 

these websites were caught by the Google engine, either because of their interactive feeds to the 

site, or because the name (such as Northwestern) already contains a significant amount of 

awareness on the web. Using American University’s School of Communication page, several 

tactics should be noted. American University’s site is successful not only because of the feeds 

that bring people to the site, but also because of its comprehensive outline for its several target 

audiences. American University also uses its location to its advantage; a resource Loyola’s SOC 

can compete with. American University also actively hosts special events and guest speakers, 

continually building a reputation as a justified authority in the communication field. By using 

this platform as a goal, many of the tactics these other Univeresity’s current utilize can easily be 

transferred to expanding awareness to Loyola’s SOC through the SOC blog: 
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Other sources, such as newsletters or a blog, if created should provide links back to the SOC 

homepage. This will increase search viability and will also improve the SOC prominence in the 

social space. All of the target publics named are looking for new information and often. If the 

SOC site can be a space where new information is constantly being fed, either as links to other 

sources or as RSS feeds on the page, it will have the potential to become a resource for its target 

publics, which will keep them coming back.  

 
Suggested Strategy for SOC Blog 

The strategy behind a Loyola School of Communication blog arises from a need to 

increase the presence of the department in the digital space, but also to increase the Loyola brand 

within communication studies. Looking at other University’s who have implemented a blog as 

part of their marketing strategy, we can look at several examples of successful blogs: 

• The University of Missouri has implemented a successful blog, incorporated with 

imbedded links to other sites within the University and links to other social sites, such as 

Twitter and Facebook. This blog is incredibly active, with updates, sometimes daily: 
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This blog not only has content from its faculty members, but also publishes material on 

what is happening with other University’s around the country. By keeping track of their 

competition, University of Missouri essentially attempts to stay on track with what is being 

done elsewhere, and writes critically about it in this blog. The University also uses this blog 

as a news source for new ways the University of Missouri is communicating with its 

students. Instead of staying solely focused on articles regarding communication topics, this 

blog becomes comprehensive for the University as a whole. In a google search for 

“University of Missiouri Communication”, the link to the blog comes before the link to the 

department page, and is in fact the first link to show up in the search results. As seen above, 

this blog also uses graphics and captures of other websites within the University. These 

visuals provide a new dimension for the audience to react to and gain information from.  

 

• The University of Washington takes a different idea on a communications blog, 

combining it with, what is called, “Instructional Resource Center”. This site functions as 

a blog, with many articles and related ideas and tips from faculty attached to it. It also has 

a twitter feed imbedded, but this site also feeds back into other areas of the 

communication department site.  
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This site includes many instructional articles providing information on how to utilize new 

social technologies. The downfall to this site, however, is that it is not easily searchable and 

easy to find. A large reason for this most likely being that the title of the blog, “Instructional 

Resource Center”, does not sound like a blog at all or even relate to the communication 

department. As a result, in a Google search, this will not show up in the first few results. The 

University of Washington’s target audience appears to be more focused on current students, 

unlike the University of Missouri, that appeared to be reaching out to different audiences.  

When choosing which resources from these sites to implement into the Loyola School of 

Communication blog, it is important to keep in mind what has worked in these other 

University’s and what does not. It is important that the blog be visible in an Internet search, 

but it is also important that the blog can be found internally within the communication 

department webpage: 

 

 

 

• One of the best examples of a communications blog is found at Penn State University’s 

School of Communication website. The website is simple and easy to navigate, . 

Addressing this issue on Loyola’s main website is not a part of this planning component, 
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but placing a link to the SOC blog on the homepage should be considered. On the 

homepage of this blog, Washington University has a clear link, complete with a visual, 

directing the audience to the blog: 

 
 

 

 

Upon entering the School of Communication blog, articles span different topics, such as 

news going on within the department, as well as external news that may impact the business. 

This model is very effective for all four audiences outlined at the beginning of this plan because 

it addresses internal University news for current students, but the type of stories chosen and how 

these articles are written communicate volumes to the prospective student. This page also 

functions as a network for alumni of the University and appears to function as a communication 

authority within the industry for working professionals. The only resource the blog appears to be 

lacking is up-to-date articles and information about current social technologies or issues that 

working professionals may have interest in. However, the blog is recognizable in the web search 

and maintains visibility in the digital space on its own, without assistance from the Penn State 

website: 
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Loyola’s strategy for the School of Communication blog should include content for all 

target audiences. This includes current news on campus and how it relates to students, stories 

that will have an interest or an impact on perspective students, and articles and thoughts from 

faculty relating to new media technology or current issues in the industry. In addition, Loyola’s 

School of Communication blog needs to have a clear imbedded link from the communication’s 

department page and the title of the blog should link with Loyola’s name for the purpose of 

returning favorable search results. Using the examples in this plan, we can pick and choose from 

each to create a comprehensive blog, but some of these main lessons and criteria should be 

followed in order to increase overall awareness of the University.  

Positioning 

Loyola University’s School of Communication blog should be positioned as a 

comprehensive, useful, and up-to-date source of information regarding current events in the 

communication field. The blog should be positioned as a comprehensive source for both students 

and working professionals, with an emphasis on the conversation regarding current issues 

affecting industry. By positioning the SOC blog as an interactive source, the blog has the 

capability to attract all target audience members as a result of its diverse, yet relative, content.  
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Suggested Tactics for SOC Blog 

 Update often and write with voice: As a general rule to effective blogging, bloggers 

should write well, effectively, and with a unique voice. Loyola’s School of 

Communication blog has an opportunity to write, not only as a representative for the 

communication department, but also enhancing the brand of Loyola University Chicago.  

 Ask questions to engage readers: An important tactic that should be implemented in 

this blog is allowing user generated comments in response to posts. This will need to 

monitored, but allowing comments not only engages readers in a conversation, but also 

has the potential to provide networking opportunities between students and young 

professionals. This tactic keeps the readers returning to the blog and develops an active 

conversation that will enhance the quality and branding of the SOC blog itself.  

 Imbedded Links and Links to other Social Media sites: Imbedding links into the 

articles in the blog will not only provide more information for readers, but also has the 

potential to increase its search visibility on the Internet. Increasing this visibility is a key 

priority to its success; making the readers aware of its content. By linking this blog with 

either other blogs or other resources, either inside Loyola University or outside it, 

increases the potential for Loyola’s blog to be seen in a search. In addition, the Loyola 

SOC blog should provide a link to follow the school on Twitter, a Facebook page, and 

any other areas where the SOC has a social presence. Invitations to possible webinars 

should also be posted on this blog and links should be provided for information about 

current events with the University, including networking events and lectures.  

 Widgets: Wordpress offers many free tools that will increase and assist in creating a 

comprehensive blog, linking to other sources. A sidebar that includes links to a del.icio.us 

page, Flickr pictures, attaching an RSS feed, and even other blogs. By uploading pictures 

or linking the SOC blog articles to pages such as del.icio.us or StumbleUpon, it also 

increases the search visablity of the blog. Wordpress offers these items for free and come 

with the blog. Wordpress also offers a “pages” option that allow the user to add “About 

me” sections or biographies of faculty who contribute to the blog. Additionally, adding 

video content will also enhance the appearance and capability of the blog. A widget also 

has the potential to allow a controlled amount of user-generated content. This could be 
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very beneficial to the visibility of the blog because of the links that would be associated 

with it.  

 Appearance: The appearance of the SOC blog is incredibly important. For many 

reasons, but also because this department is a communication department, the appearance 

of this blog should reflect the calibar of teaching this department provides to its students. 

Currently, the blog includes basic Loyola colors and three tabs that read “Ad/Pr, General, 

and Journalism.” More tabs should be included that speak to the general communication 

program at Loyola, biographies of the faculty to contribute to it, and links and 

information about the communication department at Loyola. Creating a unique style is 

important to creating a brand specific to Loyola’s communication department. Currently, 

the blog appears to be an extension of the general webpage and does not have a unique 

look within the brand. A suggestion for addressing this issue would be to open this 

project up to design students who have a creative edge and may be able to create a unique 

template that both fulfills Loyola’s branding requirements, but separates the SOC and 

allows it to stand out: 
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Calendar/Timeline 

A suggested timeline for the SOC blog includes a twelve-week evaluation period, with specific 

goals for each week. Using an analytics function (built into Wordpress ), data can be collected 

for the following specific micro-goals, which will drive a thorough evaluation, measured by hard 

data which explains what drove the traffic, where the traffic went, and how long they stayed at 

the blog site: 

 Blog should be updated daily by a different faculty member. A suggested strategy for 

completing this goal would be to assign each day of the week to a different faculty 

member. An entry every day of the week for a twelve-week evaluation period would 

equate to 84 entries.  

 Traffic Goals: Should be set by internal communications and tracked daily or weekly 

through an analytics program. A suggested goal would be to bring a 20% increase in 

traffic every four weeks. 

 External traffic drive: Evaluate where traffic is directed from, whether it be through the 

Twitter, website, or another site. Follow these patterns through analytics to evaluate 

which days more traffic was seen, where the traffic was directed from, and possible 

patterns from these. Bounce rate should also be evaluated, as well as new visits, and how 

long these visitors remained on the site and where.  

 At the end of twelve weeks, reviewing which days or weeks were more successful than 

others will be much easier to evaluate with this hard data to show as proof of content. 

Data must be evaluated, however, considering where traffic was directed from and under 

what conditions.  

Implementation: 

The implementation of a successful SOC blog requires careful attention paid to the timeline and 

tactics, carefully attempting to apply all tactics to the SOC blog within the first six weeks. This 

will allow a full six weeks to evaluate all tactics suggested in this plan to be evaluated, totaling 

twelve weeks to implement this communication strategy: 

 Mobile Capability: Capability for a user to view the blog via a mobile device is a simple 

way to “upgrade” the SOC blog to become more media friendly. Wordpress offers iphone 

and Blackberry applications for mobile devices that allow friendly viewing on a mobile 

device and adjust the content to fit to a smaller screen. A simple source code is 
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implemented into the HTML of the blog content itself to allow for a mobile user to 

connect to this viewing experience. Implementing this tactic will not only assist in 

providing a better viewing experience, but will also increase readership as a result of the 

up-to-date capability the SOC blog will provide.  

 
 Branding: The Loyola SOC blog will assist in branding the School of Communication 

apart from Loyola University, however, it is important to remain within the brand family. 

To some degree, separation is crucial for the SOC to 

create their own name among other communication departments around the country, but 

the goal should be to maintain a strong connection to the Loyola name. This not only will 

enhance the reputation of the SOC, but will also increase the brand of Loyola University 

Chicago; an added benefit that is crucial to the success of the School of Communication. 

As a result, colors and logo must remain unified on the SOC blog with the brand 

standards that are already established by Loyola’s University Marketing & 

Communication department.  

 Function: Understanding the function of the SOC blog links back with the objectives and 

purpose of the blog, however, implementing these functions is a crucial step in ensuring 

the success of the blog. Understanding the mixed audience and communicating messages 

that will engage all of these readers is a challenge, but can be done well if the topics are 

divided among the faculty contributors. The function of the blog-to increase awareness of 

Loyola’s School of Communication and its programs-can be implemented by engaging 

all audience members.  
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 Marketing the SOC Blog: To spread the word about this blog, the SOC can easily use 

the resources available to them at Loyola to marketing this blog. For example, posting an 

image and an alert about the new blog on the Loyola plasma screens is an effective, free 

way to share information with the Loyola community. Additionally, another simple and 

free source to reach students is to post an alert in the Loyola Focus-an email that is sent to 

Loyola students every Friday. Other sources include an article in the Phoenix, classroom 

announcements in communication courses, and links on the homepage to the blog. 

Marketing outside the Loyola community will require more effort online in imbedding 

links, communicating with professionals within the Chicago network about the blog, and 

grass-roots efforts to start a conversation about the SOC blog.  

Evaluation 

Evaluating the SOC blog will need to be a constant, perhaps weekly process. Because 

Wordpress has an analytics function built into its program, tracking hits on the blog can be done 

daily, but should be evaluated on a weekly basis to explore what is working and what is not. The 

ROI (return on investment) can be evaluated best through the analytics program, paying close 

attention to the bounce rate of the blog, or how long viewers stay inside the blog instead of 

viewing one page and leaving the site. Additionally, using the time frame of 12 weeks to 

evaluate how effective the different posts are to the SOC blog will allow adjustments to be made 

in specific areas if the initial plan does not attract readership. Categories or content quotas should 

also be evaluated to find what directed the most traffic, what was the most successful and why, 

and what type of traffic had a higher bounce rate. Based on these criteria of evaluations, new 

standards and goals can be set that will help improve the SOC blog and its search visibility, 

which will in turn increase awareness of the Loyola SOC.  

The implementation of the tactics mentioned in this planning component should be 

evaluated after an agreed time frame of testing the tactics. Also, evaluating other popular blogs 

that are similar, such as the University of Washington blog or the University of Missouri, will 

only assist in creating more tactics that will make the SOC blog a successful and helpful resource 

for the University and also the audiences outside it.  


