
Rekindling Traditions on Bison Hill





April 28, 2011

Dear Dr. Russell and Mr. O’ Gwynn,

Thank you for giving us the opportunity to work with you on this campaign for OBU athletics.  It was 
exciting for us to develop a communication plan for a university with such rich athletic traditions and 
a strong commitment to academics and Christian morals. 

For this campaign, we looked to incorporate OBU’s past as the university moves into the  future. 
The idea for our theme came from the pages of OBU’s own yearbooks from the 1930’s and ‘40s. The 
images taken from the OBU yearbooks were only used in our campaign book and presentation 
and will not be used for monetary gain. It was important to us to draw our ideas from OBU’s rich 
traditions while including  communication tactics to lead OBU toward new and exciting successes.

With the help of our campaign, we are con!dent that OBU will gain support of the newly added 
athletic teams from its students, alumni, faculty and sta".  If you have any questions, please do not 
hesitate to ask.

Again, thank you for this unique and rewarding opportunity.

Sincerely,

Melissa Cebold, Executive Director

Aimee Robinson, Editorial Director Stefan Nolet, Director of Strategy

Rachel Martin, Creative Director

206 Paul Miller Building
Oklahoma State University
Stillwater, OK 74078

(214) 240-8350
mcebold@okstate.edu
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 The goal for this campaign is to increase awareness and positive perceptions of OBU’s new 
sport programs by the end of each sport’s !rst season. In order to accomplish this, secondary research 
was gathered about other universities, the town of Shawnee and the state of Oklahoma, as well as 
NAIA athletic guidelines. Primary research was conducted with three of OBU’s target markets. A focus 
group was administered with current OBU students, and opinions of OBU alumni and faculty were 
collected over the phone in one-on-one interviews.
 
 Once the appropriate information was attained and analyzed, !ve objectives were developed 
in accordance with each one of OBU’s !ve target markets. These objectives are; 1) To in$uence students 
to attend 80% of the home football games in the 2013 season and 20% of all other home sporting 
events. This will be implemented by informing the students of each of the new sports by using 
various campus communication channels including social media, as well as establishing an incentives 
program; 2) To convince 45% of OBU faculty that the addition of the football team will not negatively 
impact the university by the 2013 season. This will be accomplished by engaging the faculty in two-
way symmetrical communication before the start of the new sports programs and showing 
appreciation for the faculty’s hard work with an award program; 3) To persuade 30% of OBU alumni 
in Oklahoma to support the football team by the 2013 season. This will be implemented by using 
online communication channels and traditional forms of media; 4) To generate interest among the 
Shawnee area residents, and have them make up 10% of total attendance at each OBU home football 
game during the 2013 season. This will be accomplished by engaging in activities with the Shawnee 
community that build relationships and establish goodwill, including a youth football camp; 5) To 
reach out to high school juniors and senior student-athletes in Oklahoma, Texas, Kansas and Arkansas 
who wish to continue playing football, lacrosse or swimming collegiately. This will be implemented by 
reaching out to the Southern Baptist Convention to inform prospective students of the new athletic 
programs at OBU, as well as o"ering group ticket discounts to high school organization.
 
 In order to accomplish the speci!ed objectives, a number of tactics were established in order 
to reach the di"erent target markets in varying ways. An e"ective way to reach most of OBU’s target 
markets is through traditional forms of media, including news releases to local newspapers, OBU 
magazine and purchasing radio ads on Christian radio stations. To reach students, a more e"ective 
system of using social media will have to be established, as well as utilizing athletic emails. Students 
will also be reached through a video created to raise excitement about the football team. Events that 
are already established at OBU will be used to help get the word out;  including distributing $yers 
at Spotlight on Shawnee and creating a kicko" function at Welcome Week. Additionally, a rewards 
program will be set up for students and alumni that awards prizes based on the number of games 
they attend. To reach the faculty, an award program will be established that allows student-athletes to 
recognize the hardest-working professors at OBU. The faculty will also be informed about the athletic 
budget at the !rst faculty meeting of each year. In order to establish a relationship with the Shawnee 
community, the OBU football team will participate in community service events to help generate 
awareness and establish goodwill in the community. Additionally, a summer football camp will be 
started at OBU to get kids interested in OBU football at a young age, and group ticket discounts will 



be given to assisted living communities in Shawnee in order to encourage the residents to become 
fans of the team. In order to reach out to prospective students, group ticket discounts will be given to 
local and regional high school organizations, such as the FCA. Also, OBU will reach out to the Southern 
Baptist Convention to inform pastors and youth ministers of the new athletic teams with the hopes 
that they will pass this information along to high school athletes looking to continue their athletic 
careers in college.

 Examples of our tactics and distributed materials can be found in the appendices. We are 
con!dent this communication plan will help OBU to reach all of its important target markets in an 
e"ective and informative manner.



 Oklahoma Baptist University is a Christian liberal arts university located in Shawnee, Okla. 
In the coming years, OBU will add four new athletic teams: men’s and women’s swimming, women’s 
lacrosse and football. With the addition of these teams, OBU has the opportunity to engage new 
markets and expand awareness.
 
 OBU faces several challenges. Many alumni, as well as faculty, have numerous concerns 
about the addition of the football team, including !nancial uncertainty, worries that the team might 
negatively impact the university’s academic culture and concerns that the addition of the football 
team may detract from OBU’s mission. The university is also lacking in its social media communication, 
which could be a result of the lack of social media usage by students and the lack of transparency in 
the university’s communication. 
 
 The unique conservative culture of OBU will assist in bringing in student-athletes with Christian 
values, which gives OBU the possibility of alleviating many concerns by !elding a team of athletes who 
hold high moral standards. By implementing public relations strategies, OBU will be able to reach its 
desired markets and communicate e"ectively with its audiences.





Governmental/Legal/Public Policy
OBU’s future football league, the Central States Football League, has a set of guidelines to follow for 
programs wishing to join the league. New members to the league will enter as provisional members 
for a one-year period (CSFL, 2010). Provisional members can not compete for the Conference 
Championship, but student-athletes of the provisional team will be eligible to compete for All-
American honors, Player of the Week awards and All-Conference awards. Provisional members must 
have eligibility and statistic reports submitted on time. Dues must be paid and provisional school 
members must be present at conference meetings.
 
Economic Conditions
With an economic downturn, OBU may need to take Oklahoma’s economic state into account. 
Oklahoma is ranked 29th in the U.S. in employment, as 1.7 million of the state’s residents are currently 
employed, and the unemployment rate is only 4%. There are 70,400 unemployed residents in 
Oklahoma, and Oklahoma has 14,815 families on governmental welfare, ranking the state 35th in 
the U.S. for welfare use. The percent below poverty level is 15%, ranking Oklahoma 11th in the U.S. in 
terms of poverty (Statemaster, 2011). The per capita income for Shawnee in 2009 was $17,500 and the 
estimated median household income in 2009 was $33,695 (city-data, 2010).

Technology
Mars Communications conducted research that shows few students are involved in social media, 
and the online involvement was low. Although OBU has Facebook and Twitter pages, they are rarely 
updated. There are several pages in each social media network, but they are not dedicated to two-
way communication. During the research conducted, the team found that OBU communicates to its 
student audience by emails and word of mouth, and to its alumni via OBU magazine. 

Society
Oklahoma o"ers a unique culture to its residents. Forty-six percent of children younger than 5 are 
read to daily and 65% of children attend weekly religious services (Statemaster, 2011). OBU has 
a Baptist/Christian culture where all students must attend a chapel once per week. Unlike much 
larger universities, OBU is a small, close-knit community. From conducting one-on-one interviews, it 
was noted this is something the current students and alumni appreciate about OBU. The university 
has several values and goals, some of which include cultivating the Christian community by being 
respectful, kind and having a concern for others. Another value of OBU is to serve the Baptist 
constituency through the development of informed, enlightened and sensitive leadership. 
 
News/Media
Shawnee has one main newspaper, the Shawnee News-Star, and OBU has a student newspaper, The 
Bison. Shawnee is 40 miles from Oklahoma City, where there are several television stations; Channel 
5, News 9, News Channel 4 and FOX 25. Oklahoma City’s main form of newspaper media is the Daily 
Oklahoman.  Shawnee is 100 miles away from Tulsa. Television and print media in the Tulsa area include 
the Tulsa World, News 6, News Channel 8 and FOX 23. 



Direct Competitors

SCHOOLS IN THE CENTRAL STATES FOOTBALL LEAGUE - When OBU begins playing football, it will 
participate in the Central States Football League (CSFL) of the National Association of intercollegiate 
Athletics (NAIA). The smaller universities that make up the CSFL are direct competitors with OBU 
because they are located in the same area of the country as OBU. Not only will OBU be competing with 
these universities athletically, but OBU will also compete with these schools in recruiting athletes and 
enticing incoming students. 

Bacone College (Muskogee, Okla.)    
A four-year liberal arts college with an a#liation to the American Baptist Church 
and also has strong ties to American Indian culture. It is the “oldest college of 
continuous education in the state of Oklahoma” (Bacone College, 2011).

• Strengths – The college has a strong religious a#liation with the Baptist Church. The college 
has also been around for 130 years. The campus has newly renovated athletic facilities (Bacone 
College, 2011).
• Weaknesses – Bacone’s small enrollment of 1,021 students makes it di#cult for  the college to 
generate awareness. The college also has a 4% four-year graduation rate, which is described as 
‘low’ by the US News college ranking  system (U.S. News, 2011).
• Image – Bacone is a school that prides itself on its Christian values and its roots with the 
American Indian cultures.
• Costs and fees – $12,300 per academic year (U.S. News, 2011).

Langston University (Langston, Okla.)
This historically black, land grant university prides itself on its teachers, research, 
community service and partnerships in the public and private sectors (Langston 
University, 2011). 

• Strengths – Langston is one of the largest institutions in the CSFL, with 
an enrollment of 2,434 students (U.S. News, 2011). Langston is large enough as an institution 
that it opened a second campus in Tulsa. Langston boasts a high 52.2 % freshman retention 
rate, which suggests that students are satis!ed with their experiences at Langston.
• Weaknesses – It is traditionally viewed as an all-black university, which may hinder racial 
diversity. It is also a predominantly female student body, with females making up 59% of 
students enrolled.
• Image – Although it is a smaller university, the campus still has the modern university feel.
• Costs and fees – $3,827 for tuition and fees for in-state students per academic year; 
      $9,407 for tuition and fees for out-of-state students per academic year.



Northwestern Oklahoma State University (Alva, Okla.)
This university o"ers the feel of a large, traditional school with a small town 
atmosphere. The university o"ers more than 40 areas of study, as well as two 
graduate programs (Northwestern Oklahoma State, 2011).
 

Oklahoma Panhandle State University (Goodwell, Okla.)
O"ers a higher education option to those living in the Oklahoma panhandle 
and surrounding areas through “academic programs, cultural enrichment, 
lifelong learning experiences and public service activities,” (Oklahoma 
Panhandle State, 2011).

• Strengths – The university features a traditional campus life. It has two other campuses 
in Woodward and Enid. It features lower costs for out-of-state students than the major 
universities (Northwestern Oklahoma State, 2011). 
• Weaknesses – The university has only 1,977 students enrolled, so awareness of the school 
is minimal (U.S. News, 2011). Alva is a small town in western Oklahoma, with a population of 
only 4,814 (city-data, 2009).
• Image – Although it has a small enrollment, the Northwestern Oklahoma State campus 
keeps a traditional university feel.
• Costs and fees – $4,411 for tuition and fees for in-state students per academic year; 
      $10,441 for tuition and fees for out-of-state students per academic year.

• Strengths – OPSU has been an academic institution for more than a century and there 
are no other four-year academic institutions within 125 miles of OPSU. The university can 
entice students of surrounding states to enroll with an out-of-state student tuition waiver.
• Weaknesses – The population of the rural panhandle town of Goodwell is only 1,234, 
which could make it hard to entice to students to enroll (city-data, 2009). OPSU has an 
enrollment of 1,266, which makes it so the school is not as well-known (U.S. News, 2011). 
• Image – OPSU is a successful school o"ering higher education to the rural panhandle of 
Oklahoma. It has traditionally had a commitment to successful student athletes.
• Costs and fees – $5,142 for tuition and fees for in-state students per academic year;   
      $10,482 for tuition and fees for out-of-state students per academic year.

Southern Nazarene University (Bethany, Okla.)
Promotes strong Christian values in the Church of the Nazarene. It is a liberal 
arts university with a devotion to Christ, hospitality and the pursuit of truth 
(Southern Nazarene, 2011). 

• Strengths – SNU has a well-known commercial jingle that has helped it become 
recognizable among prospective students in Oklahoma. Southern Nazarene University 
has been o"ering higher education, with an emphasis on Christian values, for more than a 
century. 
• Weaknesses – It has a small enrollment of 1,653 students. SNU has a graduation rate of 
32%, which is only graded as ‘medium’ (U.S. News, 2011).
• Image – SNU is a school with a code of strong Christian values.
• Costs and fees – $18,282 for costs and fees per academic year.



Southwestern Assemblies of God University (Waxahachie, Texas)
Has strong Christian roots o"ering professional and theological degrees. The 
school hopes to prepare students spiritually, professionally and academically 
(Southwestern Assemblies of God, 2011).

• Strengths – SAGU prides itself on its Christian values and is ideally located near the Dallas/
Fort Worth metroplex (Southwestern Assemblies of God, 2011). The university’s enrollment 
is balanced 50.2% male and 49.8% female and 92.8% of those students receive some sort of 
!nancial aid from the school (U.S. News, 2011).
• Weaknesses – SAGU has an enrollment of only 1,708, which could make it hard for the 
university to distinguish itself being located so close to Dallas.
• Image – SAGU is an institution that is proud of its traditional Christian values.
• Costs and fees – $13,950 for tuition and fees per academic year.

Texas College (Tyler, Texas)
A historically black college that has provided liberal arts education for 107 years. 
The college is committed to giving all people an opportunity to succeed (Texas 
College, 2011).

• Strengths – Texas College is able to gain some recognition with its successful athletic 
programs and its renowned band (Texas College, 2011). It has low tuition rates and low 
room and board rates (U.S. News, 2011).
• Weaknesses – Although Texas College has the smallest enrollments (936) of any of the CSFL 
schools, it has one of the highest student-faculty ratios in the CSFL at 24:1. The college also 
has a four-year graduation rate of only 2%.
• Image – Texas College is a small, historically black college that does not have many 
students or teachers.
• Costs and fees – $9,490 for tuition and fees per academic year.

Wayland Baptist University (Plainview, Texas)
The oldest university in the High Plains of Texas, Wayland is committed to 
o"ering students a quality education and the desire to give life-long service 
to God (Wayland Baptist, 2011). Wayland will join the CSFL in 2012.

• Strengths – Wayland was founded in 1908 and has become a staple as an educational 
institution in the area. It also has a strong commitment to Christian values (Wayland 
Baptist, 2011).
• Weaknesses – Wayland is a small university with only 975 enrolled students. It only has 
a 20% four-year graduation rate, which is listed as ‘low’ (U.S. News, 2011).
• Image – Wayland likes to pride itself on its close-knit community atmosphere.
• Costs and fees – Total estimated cost per semester - $9,575.29.



BAPTIST UNIVERSITIES - OBU will also be in competition with other Baptist universities, not only for 
student enrollment, but also to acquire athletes who might be of the Baptist faith with the thinking 
that these students will have high moral standards that !t OBU’s mission statement.

Union University (Jackson, Tenn.)
The oldest educational institution associated with the Baptist denomination. The 
private university o"ers Bachelor’s, master’s and doctorate degree programs to 
nearly 4,000 students (Union University, 2011).
 

California Baptist University (Riverside, Calif.)
A private Baptist university that prides itself on delivering students a Christ-
centered educational experience. The university has about 4,700 students and 
more than 90 degree options to choose from (California Baptist, 2011).

• Strengths – Union was established in 1823, so it has been in operation for 
almost two centuries. With an enrollment of 3,922 students, Union has a larger enrollment than 
all of the schools in the CSFL. The university o"ers 104 di"erent degree programs and has a 12:1 
student to teacher ratio.
• Weaknesses – Although it is larger than most of OBU’s competition, it is still smaller than major 
universities. Union has noticeable gender gap, with 59% of students being females and 41% 
being males (U.S. News, 2011).
• Image – Union is known for being the oldest Baptist university in the country. It is a private 
university that strives to excel academically, as well as athletically.
• Costs and fees - $22,390 per academic year.

• Strengths – As a Baptist university, CBU expects a code of high moral standards from its students. 
CBU boasts an 80% freshman retention rate, indicating freshmen enjoy their experiences at CBU 
(U.S. News, 2011). 
• Weaknesses – CBU was established in 1950, so it has not been in existence nearly as long as the 
other universities OBU is competing with. Of the 3,222 students enrolled, 61% are female while 
only 39% are male. As a private school in California, CBU also has the most expensive tuition of all 
of OBU’s competition.
• Image – CBU is known as a private university with strong Baptist ties. Its athletic teams are 
quickly gaining recognition for recent successes.
• Costs and fees – $24,654 for tuition and fees per academic year.



Southwest Baptist University (Bolivar, Mo.)
O"ers a Christian-centric university experience since 1878, and aims to give a 
liberal arts education with a guidance in the Baptist faith (Southwest Baptist, 2011).

Dallas Baptist University (Dallas, Texas)
Provides students with higher education in the arts, sciences and professional studies 
with a strong emphasis on Christ’s teachings through options in 60 undergraduate, 
20 graduate and two doctoral degree programs (Dallas Baptist, 2011).

Ouachita Baptist University (Arkadelphia, Ark.)
A liberal arts university that has Christian values engrained in its culture. The university 
has been in operation for more than 120 years and is a#liated with the Arkansas 
Baptist State Convention (Ouachita Baptist, 2011).

• Strengths – SBU has been an academic institution for more than 130 years and became an 
established university in its region. SBU has a freshman retention rate of 72%, so the school 
does a respectable job of keeping students interested and active on campus. The university 
also has the lowest tuition of all the private schools that OBU will be directly competing with 
(U.S. News, 2011). 
• Weaknesses – The school’s small enrollment potentially could lead to lack of awareness of high 
school students searching for a Baptist university.
• Image – SBU is a small university with strong Baptist values.
• Costs and fees – $17,280 for tuition and fees per academic year.

• Strengths – Dallas Baptist’s tuition rates are nearly identical to OBU’s and most  of the other 
Baptist universities the two schools compete with. The freshman retention rate is 70.5% and 
66% of DBU’s classes have 20 or fewer students, meaning the university focuses on giving its 
students a quality education and a memorable college experience (U.S. News, 2011).
• Weaknesses – DBU’s location so close to Dallas/Fort Worth can hinder its awareness because 
it has to compete with local major universities like Southern Methodist, North Texas and Texas 
Christian. DBU’s total enrollment of 5,400 students might make it di#cult for the school to 
garner awareness among potential students in such a highly-populated area.
• Image – Although located in one of the largest cities in America, DBU remains a small, close-
knit community with an emphasis on education and faith.
• Costs and fees - $18,690 for tuition and fees per academic year.

• Strengths – Ouachita’s association with the state convention gives the university more 
credibility with students seeking an education through the Baptist faith. Ouachita’s freshman 
retention rate is 76.2%, which is higher than most of the Baptist universities (U.S. News, 2011).
• Weaknesses – With only 1,447 students enrolled, Ouachita is one of the smallest Baptist 
universities OBU competes with. It has a 41% four-year graduation rate, which is only ranked as 
‘medium’.
• Image – Ouachita is a small Baptist university that strives to teach with Christian values to 
residents of Arkansas and surrounding states.
• Costs and fees – $18,815 for tuition and fees per academic year.



Indirect Competitors

MAJOR UNIVERSITIES - The major universities in Oklahoma could prove to be an obstacle for OBU 
because they will recruit many of the top players in the area. Because of their status as major 
universities, they are more well-known and have a much larger fan base, which may pull fans away 
from attending OBU football games. However, because of their size, these major universities do not 
generally directly compete with OBU.

Oklahoma State University (Stillwater, Okla.)
The second-largest university in Oklahoma, OSU has strong ties to its agricultural and 
mechanical programs. OSU’s slogan is “Create. Innovate. Educate. Go State.” (Oklahoma 
State, 2011).

University of Oklahoma (Norman, Okla.)
OU is a liberal arts university and is the largest university in Oklahoma. It prides itself on 
high academic performance, successful athletic programs and its sense of community. 
(University of Oklahoma, 2011). 

• Strengths – OSU has a total enrollment of 22,845 students, but has enough faculty members to 
serve them all, as OSU has an 18:1 student to faculty ratio, and many of  those students have a 
satisfying college experience because OSU’s freshman retention rate is 78.8% (U.S. News, 2011). 
OSU has a generous donor in T. Boone Pickens, who has helped to fund scholarship programs 
and the building of state-of-the-art facilities.
• Weaknesses – Stillwater is an hour from both Tulsa and Oklahoma City and the OSU campus 
has many outdated classroom buildings and residential halls. OSU only has a 31% four-year 
graduation rate and is only ranked No. 132 among national universities.
• Image – OSU is known for being a welcoming and friendly institution with athletic programs 
that are on the rise in national prominence.
• Costs and Fees – $7,184 for tuition and fees for in-state students per academic year;
       $17,378 for tuition and fees for out-of-state students per academic year.

• Strengths – OU has a total enrollment of 30,588 students and keeps an 18:1 student to faculty 
ration with a freshman retention rate of 83.5%. OU can also entice more students with lower 
tuition rates than OSU (U.S. News, 2011). Its large student body and well-respected athletic 
teams make OU highly visible across the country. The school also has some of the most devoted 
fans among college athletics.
• Weaknesses – Although the school likes to emphasize its academic success, OU only has a 29% 
four-year graduation rate and is only ranked No. 111 in national universities by U.S. News.
• Image – OU has created awareness for itself nationally with athletic success, but has also 
garnered respect for a number of its academic programs, such as the Gaylord School of 
Journalism.
• Costs and Fees – $5,477 for tuition and fees for in-state students per academic year; 
      $13,822 for tuition and fees for out-of-state students per academic year.
 



Programs and Products
OBU’s mission states, “As a Christian liberal arts university, OBU 
transforms lives by equipping students to pursue academic 
excellence, integrate faith with all areas of knowledge, engage a 
diverse world, and live worthy of the high calling of God in Christ.” 
Located in Shawnee, Okla., the university boasts an enrollment of 
1,777 from 39 states and 20 countries. OBU o"ers 10 Bachelor’s 
degrees in 84 di"erent areas of study (OBU, 2011).

OBU was founded in 1910 by the Baptist General Convention of 
Oklahoma and has a national reputation for quality academics. 
OBU has been Oklahoma’s highest rated college for the past 17 
years, according to U.S. News and World Report. OBU is the world’s 
leading college in the number of alumni serving as missionaries with Southern Baptist’s International 
Mission Board (OBU, 2011).
 
David W. Whitlock was named as the university’s 15th president in October of 2008. Since his induction, 
he has brought new opportunities to the university, while maintaining Bison traditions of the past.
 
The university has an annual operating budget of $40.87 million and a university endowment of about 
$80 million. OBU is owned by Baptist General Convention of Oklahoma, which provides approximately 
$2.8 million in annual support through Cooperative Program funds. 

OBU currently has 17 sports programs and a total of seven NAIA National Championships: men’s 
basketball in 1966 and 2010; men’s outdoor track and !eld in 1990 and 2007; women’s indoor track 
and !eld in 2005, 2007 and 2011. By adding four new sports teams, OBU hopes to build on its already 
prestigious athletic tradition.
 
With the addition of these new sports teams come great opportunities, as well as challenges. The 
greatest challenge the university faces is the new football program. The projected budget for a 
110-member squad estimates there will be net revenue of $418,023. Before this can take place, there 
will be startup costs estimated at about $1 million to $1.5 million. These costs will cover equipment, 
stadium upgrades and possibly new facilities.
 
Client Needs
Making money is one of the major needs of a private university, and if the projected budgets are 
correct, this is exactly what the football program will accomplish for OBU. As long as this program stays 
on budget, it is estimated to have paid for itself in 3 % years. Maintaining relevance in the minds of 
Oklahomans, as well as current and future college students, is another need of OBU. Adding a football 
program can accomplish this goal while also expanding OBU’s potential for growth.

 



Communication
OBU’s current communication with its students o"ers a great opportunity for improvement. The 
university models its communication methods after the public information model. This type of one-
way communication consists mostly of press releases and static web content. Although the university 
is attempting to use social media to reach out to current and prospective students, OBU is not using 
these communication techniques e"ectively. Research shows that OBU students do not consider social 
media to be their primary news source. Students at OBU typically receive their information through 
word of mouth and university emails. Creating two-way communication between students and the 
university would provide an e"ective way for the university to reach current and prospective students, 
as well as an avenue for students to communicate with the university.
 
Communication between the university and OBU alumni is e"ective. The university sends out a 
seasonal magazine to communicate with OBU alumni and research shows it has a high readership. This 
magazine is sent out four times a year and keeps alumni informed with the present and future of OBU. 

Target Markets & Consumers
The target markets will be OBU students, faculty, alumni, prospective students and the Shawnee 
community. Attitudes will play an important role for target segmentation in this campaign.  OBU 
is o"ering new athletic programs as its product, and students will be the main target market. More 
than 95% of OBU students receive some type of !nancial aid to help alleviate the costs of attending a 
private institution. Sport is something that almost half of students at OBU participate in. 
• There are approximately 800 students who participate in 15 di"erent intramural sports. 
• The average verbal SAT score of students admitted to OBU is between 480 and 590, and the 

average math SAT score is between 480 and 620. 
• The average ACT score is between 21 and 26. 

• OBU students are mostly White/Non-Hispanic, 
comprising 73% of the school’s population. 
• Black/Non-Hispanic and American Indian/Alaskan 
Native each make up 7% of the students. 
• Non-Resident Aliens constitute 6%, Hispanic makes 
up 3% and Asian/Paci!c Islander make up 1% of the 
student population. 
• Five percent of the student population ethnicity is 
unknown.

There are 133 faculty members who are all actively 
Christian. The student-to-teacher ratio is 15:1, which 
allows the students to get the attention they need from 
their professors. Seventy-one percent of the faculty 
possess the highest degree available in their !eld, and 
graduate assistants do not teach classes. 

As of September 2010, there are 22,795 OBU alumni in 
the United States. OBU alumni reside in all 50 states; the 
most populated with alumni are: Oklahoma (10,843,) 
Texas (4,020) and California (739). Within Oklahoma, 
most alumni reside in Tulsa and Oklahoma City. The 
Dallas area is also heavily populated with OBU alumni. 





Three target audiences were selected for our primary research. By dispersing the research among 
three groups in the class, each group was able to focus on a speci!c target audience. The objective of 
conducting our survey was to determine how OBU alumni in the Stillwater area felt about adding four 
new sports teams. 

I. One-on-one phone interviews with target audience: OBU Faculty

Objective: The goal of this research was to learn about the di"erent attitudes and the trends within 
those attitudes toward OBU’s new sports programs. By better understanding the mindsets toward the 
new teams, we are able to speci!cally address any issues that may exist. If OBU faculty members have a 
negative view of the new sports programs, we are able to focus on ways to change their perspective.

Methodology: Faculty members were initially contacted through email in order to schedule a 
convenient time for a one-on-one phone interview.

Sample: The anticipated respondents included 15-20 faculty members at OBU. Feedback from faculty 
members from various departments was desired in order to obtain random sampling. 

Key Findings & Implications:
The faculty believes OBU will bene!t from the new sports programs because of the possibility 
of increasing enrollment and diversity among their students. The faculty was not excited for one 
particular sport, but was excited to see if the programs would be successful. Diversity among the 
students seemed to be viewed as the greatest opportunity to come from these new programs. Faculty 
members are concerned the thought and planning of the implementation of the new programs 
has not been fully completed. The faculty feels the diversity in the classroom will bring a positive 
atmosphere to OBU; however, they are concerned about the !nancial aspects of adding a football 
team.  The main !nancial concern is that funds will be taken from other areas of the university if 
outside !nancial support is less that anticipated. Although many members of the faculty attend 
current sporting events, most do not plan on attending OBU football games. Most of OBU faculty did 
not have an opinion about adding a lacrosse team and many agreed adding two swimming teams 
would be bene!cial to OBU. The faculty understood the reasoning for adding OBU football, but was still 
opposed to the addition.

Through this research we were able to specify any issues and address them in the campaign. Overall, 
the faculty is most concerned that these four new sports teams may be a lot to take on !nancially.
 

II. Focus groups and surveys were conducted with target audience: OBU Students 

Objective: The goal of this research was to better understand how current students feel about the new 
football team.

Methodology: A focus group was conducted with one of Dr. Rudebock’s classes at OBU on Feb. 25, 
2011. Dr. Nichols oversaw and helped guide the team while it performed the 38-minute focus group. 

Sample: The sample consisted of 13 students enrolled in a Friday morning class. There was a mix of 
juniors and seniors, ages ranging from 19-22. There were three current athletes in the class and the 
rest attend OBU as non-athletes. The only potential problem with this group sample was that some 
students were graduating and do not necessarily care about the football team because they will not be 
around to see the team.



 Key Findings & Implications:
Social media is not integrated into the daily lives of most OBU students, and OBU does not exercise 
this method of two-way symmetrical communication e"ectively. Students receive most of their 
information from university emails or by word of mouth. The general consensus about attendance for 
the football games is students will be likely to go to the games. There will be a percentage of students 
who will attend the !rst few games out of curiosity. Most students said they go home on the weekends 
because they feel there is nothing to do in Shawnee. A football season will give the students a reason 
to stay at OBU during the weekends. The main concern among the students is the possibility of raising 
tuition costs. Students are also concerned that class sizes will become too large and they will not 
receive the help that they need. It is important to the students to bring in a coach who will lead them 
to championships and promote camaraderie, while also staying true to the Christian faith. 

The focus group revealed that the students are excited about football but also have concerns about 
tuition and academics. The selection of a football coach will be a crucial to the students. 

III. One-on-one interviews with target audience: OBU Alumni 

Objective: The goal of this research was to interview 15-20 OBU alumni in the span of two weeks to 
evaluate their awareness level and opinions regarding the addition of the four new sports programs.

Methodology: The method used allowed our team to conduct interviews over the phone. Eighteen 
OBU alumni were interviewed and their answers to the predetermined questions were recorded. The 
research was conducted from March 1-11 and was collected by all four group members.

Sample: Respondents from the interviews varied in graduation date from 1947 to 2009 and both men 
and women were interviewed. It was appropriate to conduct the interviews over the phone because it 
provided us with a mixed sample of alumni.

Key Findings & Implications:
Alumni were in support of the addition of the new programs but could not name all four, although 
several remembered football. The alumni also voiced concerned about the !nancial implications of 
adding a football team. Some were worried that money would be taken from other sports as well as 
the cost of facilities. One alumnus said he would be less concerned about the !nances if OBU would 
be more open about the costs. Many alumni said the addition of a football team will bene!t Shawnee  
economically by increasing restaurant and hotel usage. Some alumni were concerned that OBU has 
not done a thorough job of getting the word out to the public about the new programs. Alumni were 
indi"erent about adding lacrosse, agreed with swimming and strongly agreed with the addition of 
football.
 
Additionally, we used a descriptive survey to !nd out more about our audience. Through this type of 
survey we determined the current opinions about the addition of the new sports programs at OBU. We 
used questions that would allow us to determine the core interests of the alumni participating.





Objective for OBU Students: To in$uence students to attend 80% of the home football games in the 
2013 season and 20% of all other home sporting events. 
 
Strategy 1: This objective will be accomplished by adequately informing the students about each 
of the sports through campus communication channels such as Spotlight onShawnee and Welcome 
Week.
 
Tactic 1: Hire an athletic communications intern to aid the OBU athletic department in 
communicating with its target markets. The intern’s speci!c responsibilities will include creating the 
football launch video, writing press releases and updating Facebook and Twitter daily. This intern 
would act as an assistant to the administration sta" of OBU athletics. This internship will be unpaid 
but, the student will have the opportunity to earn academic credit.
 Timeframe: August 25, 2011 - May 4, 2011 (Repeat Yearly)
 Cost: $0.00 (Unpaid internship)
 See Appendix A
 Evaluation: The success of this tactic will be measured by the quality of the work   
 produced by the intern and the e"ectiveness of their social media interaction. The   
 increase of followers on Twitter and people who “like” our Facebook page can also be used as  
 a measurement tool. 

Tactic 2: Develop an engaging and entertaining video to get students excited for football. This video 
will be shown at one of OBU’s weekly chapel services, as well as during Welcome Week. It will include 
footage from practice, workouts and coach’s commentary. It will be quick paced and encourage 
students to attend home football games. The video will be posted on OBU’s athletic YouTube page, 
social media sites and obubison.com. The athletic communications intern will produce this video. This 
video will encourage students to attend not only football, but also all OBU athletic events. 
 Timeframe: Production: July-August 18, 2011
  Welcome Week Launch: August 20-24, 2011
  Kicko" Function Launch: First Wednesday of the 2013 school year.
 Cost: $0.00
 See Appendix B
 Evaluation: The success of this tactic will be measured by the number of students who  
 attend home football games. Another way this tactic will be measured will be by the number  
 of views the video has on YouTube.

Tactic 3: Create three separate booths to set up at Spotlight on Shawnee for the new sports; one for 
football, one for men’s and women’s swimming and one for women’s lacrosse. The football booth will 
be giving away mini footballs with the school’s logo. The men’s and women’s swimming booth will 
be handing out magnets with the 2011 swimming schedules. The lacrosse booth will be handing 
out Koozies with the school’s logo on each one. A press release will be sent out one week prior to the 
event alerting local and regional media outlets. 
 Timeframe: August 2011, August 2012, August 2013
 Cost: $1,590.00 (per year)
 See Appendix C
 Evaluation: The success of this tactic will be measured by the number of tangible items  
 passed out to students. 

Goal: To increase awareness and positive perceptions of OBU’s new sport 
 programs by the end of each sport’s !rst season.



Tactic 4: Create a kicko" function to celebrate the launching of the new sport programs during 
Welcome Week on the lawn outside Raley Chapel. This will allow students and faculty to gain 
awareness and get excited for the upcoming sports. At this event, postersof sport will be distributed. 
The administration sta" of the athletic program and coaches will be in attendance to answer student 
and faculty questions. This will be a fun atmosphere allowing students and student-athletes to 
enjoy music and fellowship. An OBU trivia competition will be held, testing students on their OBU 
knowledge. Students who answer correctly will win a $5.00 Sonic gift card. A press release will be sent 
out one week prior to the event alerting local and regional media outlets.
 Timeframe: August 23, 2011
 Cost: $223.96
 See Appendix D
 Evaluation: The success of this tactic will be measured by the number of students and   
 faculty in attendance as well as the number of posters distributed during the event.
 
Strategy 2: This objective will be achieved by making all of the students feel involved in the athletic 
programs through incentives and mobile communication.

Tactic 1: Develop an iPhone application that will help fans stay updated with OBU athletics. The 
“Bison App” will o"er all men’s and women’s sports and provide fans with up to the minute scores 
and plays. Schedules, records and game recaps will be accessible through this app. Fans are able to 
choose their favorite Bison sports and will receive mobile updates with each point scored or at the 
end of each quarter (depending on the sport) and at the end of the game. 
 Timeframe: Creation - August 2011 (Continuous)
 Cost: $0.00
 See Appendix E
 Evaluation: The success of this tactic will be measured by the number of fans who download  
 the Bison App.

Tactic 2: Develop a rewards program to entice students to attend more OBU sporting events. 
Students will receive 1 buck per athletic event they attend. Each student is given a program at the 
beginning of each game with a unique code on the inside cover. A page will be added to 
obubison.com titled “Bison Bucks” that will include details. Upon opening this page, students will 
enter their email address, password and Bison Buck code. Students will use the website to track the 
Bison Bucks they have accumulated and what merchandise they are eligible to claim. Students can 
pick up their merchandise at the athletic o#ce from the athletic communications intern. 
Special Requirements:
 Bison Buck Breakdown:
           10 bucks                                            OBU magnet
           15 bucks                                            OBU key chain
           20 bucks                                          OBU Koozie
           25 bucks                                           OBU drawstring backpack
           35 bucks                                           OBU T-shirt
           50 bucks                                            OBU $ash drive key chain
          Timeframe: August 25, 2011 through the end of each school year
          Cost: $4,266.00
 See Appendix F
          Evaluation: The success of this tactic will be measured by the increase in the number of  
 students who attend the OBU sporting events, as well as the amount of OBU merchandise  
 that is given out through this rewards program.



Strategy 3: This objective will be accomplished by communicating to students through various 
online communication channels. 

Tactic 1: Share Facebook posts informing and reminding OBU students about upcoming sporting 
events. The OBU Athletics Facebook page will provide links that will direct students to the university’s 
website. Students will post their favorite action shot from the sporting event to the Facebook page 
during the game. At the end of each sporting event the winner will receive a coupon for a free hot 
dog at any OBU sporting event. The athletic communications intern will select the winner. These posts 
are designed to not only increase attendance at OBU sporting events, but also to inform students of 
current OBU student-athletes. 
 Timeframe: August 2011 (Continuous)    
 Cost: $24.75
 See Appendix G
 Evaluation: The success of this tactic will be measured by the number of people who   
 “Like” the OBU Athletics Facebook page. This tactic will also be measured by the number of  
 photo submissions per athletic event.
 

Tactic 2: The athletic communications intern will write and distribute a weekly email to OBU students 
informing them about upcoming sporting events. This email will remind students of upcoming 
sporting events, as well as pro!ling student athletes. These student athlete pro!les will consist of 
interviews and photographs highlighting them as the “OBU Student Athlete of the Week.”  These 
emails are designed to not only increase attendance at OBU sporting events, but also to inform 
students of current OBU student-athletes.
 Timeframe: The !rst Monday of every week, starting on August 29, 2011 (Continuous) 
            Cost: $0.00
 See Appendix H
            Evaluation: The success of this tactic will be measured by the number of students who  
 attend OBU sporting events due to the knowledge gained by this email. This will be evaluated  
 by a survey that will be distributed to students near the end of the school year asking them  
 how they received their OBU athletic information. 

Tactic 3: Distribute Tweets informing and reminding OBU students about upcoming sporting events. 
@OBUSportsInfo will provide links that will direct students to the university’s website. These Tweets 
are designed to not only increase attendance at OBU sporting events, but also to inform students 
of current OBU student-athletes. Students will Tweet a picture to @OBUSportsInfo showing their 
Bison spirit during the !rst 30 minutes of each home sporting event. The athletic communications 
intern will select a winner who will receive a voucher for a free hot dog. For this competition, Tweets 
must include #Bison. These Tweets will allow for OBU and its students to interact through two-way 
symmetrical communication. 
 Timeframe: Continuous
           Cost: $24.75
 See Appendix  I
 Evaluation: The success of this tactic will be measured by the number of followers of   
 @OBUSportsInfo and by the number of photo submissions per athletic event. 



Objective for Faculty: To convince 45% of OBU faculty that the addition of the football team will 
have a positive impact on the university by the end of the 2013 season.
 
Strategy 1: This objective will be accomplished by engaging the faculty in two-way symmetrical 
communication before implementing the new sport programs.
 
Tactic 1: Inform the OBU faculty of the athletic budget at the !rst faculty meeting of the year. Many 
OBU faculty members have expressed concern about the !nancial implications of adding a football 
team. This will be an opportunity to communicate openly with the faculty when they will already be 
gathered for a previously planned meeting. The athletic director and anyone else who assists with 
athletic !nances will make a presentation at the meeting. After the presentation, the $oor will be 
opened up for questions from the faculty.
         Timeline: August 19, 2011 (First faculty meeting of 2012 and 2013) 
         Cost: $0.00
        Evaluation: This tactic will be evaluated by how many questions the faculty have during the  
 presentation and how interactive they are with the presenters. A survey will be emailed to  
 faculty after the presentation to evaluate the informative value of the presentation.

Tactic 2: Begin a system informing members of the faculty of the grades of student-athletes 
compared to regular students using quarterly reports. Some faculty has voiced concerns that adding 
a football team may negatively a"ect the academic success of OBU. Reports will be emailed to each 
member of the faculty at the midway point and end of each semester. A link will be included in the 
email that directs faculty to the student-athlete grade report.
         Timeline: October, December, March, May starting in 2013
         Cost: $0.00
 Evaluation: This tactic will be measured by how many faculty members click on 
 the link. Surveys will also be given at the end of the season to see if the faculty    
 members have changed their opinions about the academic success of the athletes.
 
Strategy 2: This objective will be accomplished by acknowledging and showing appreciation for the 
faculty’s hard work.
 
Tactic 1: Establish a “Five Faculty of the Fall” award that honors one faculty member at each home 
game. Student-athletes will vote for their favorite professor at OBU. This provides student-athletes an 
opportunity to express their gratitude and appreciation for the faculty’s hard work and dedication 
to education. The winning faculty member will receive four free tickets to the game and will be 
recognized over the PA system at halftime. The winning faculty member will have their name, title 
and years spent teaching at OBU appear on the message board while the announcement is being 
made.  
 Timeframe: August 30-November 30, 2013. (Continuous)
 Cost: $99.75
 See Appendix J
 Evaluation: The success of this tactic will be measured by the result of a survey   
 distributed to faculty to evaluate their attitudes and perceptions after experiencing the  
 appreciation of the student-athletes. 



Objective for Alumni: To persuade 30% of OBU alumni in Oklahoma to support the football team by 
the 2013 season.

Strategy 1: This objective will be accomplished by communicating to alumni through various online 
communication channels. 

Tactic 1: Share Facebook posts informing and reminding OBU alumni about upcoming sporting 
events. The OBU Athletics Facebook page will provide links that will direct alumni to the university’s 
website and to OBU Magazine. Alumni will post their favorite action shot from the sporting event 
to the Facebook page during the game. At the end of each sporting event, the winner will receive a 
coupon for a free hot dog at any OBU sporting event. The athletic communications intern will select 
the winner. These posts are designed to not only increase attendance at OBU sporting events, but 
also to inform alumni of current OBU student-athletes. 
 Timeframe:  (Continuous)
 Cost: $24.75
 See Appendix G
 Evaluation: The success of this tactic will be measured by the number of people who    
 “Like” the OBU Athletics Facebook page. This tactic will also be measured by the number of  
 photo submissions per athletic event.  

Tactic 2: Distribute Tweets informing and reminding OBU alumni about upcoming sporting events. 
@OBUSportsInfo will provide links that will direct alumni to the university’s website and to OBU 
Magazine. These Tweets are designed to not only increase attendance at OBU sporting events, but 
also to inform alumni of current OBU student-athletes. Alumni will Tweet a picture to @OBUSportsInfo 
showing their Bison spirit during the !rst 30 minutes of each home sporting event. The athletic 
communications intern will select a winner who will receive a voucher for a free hot dog. For this 
competition, Tweets must include #Bison. These Tweets will allow for OBU and its alumni to interact 
through two-way symmetrical communication. 
 Timeframe:  (Continuous)
           Cost: $24.75
 See Appendix I
 Evaluation: The success of this tactic will be measured by the number of followers of 
 @OBUSportsInfo and by the number of photo submissions per athletic event. 

Strategy 2: This objective will be accomplished by employing the use of traditional media, 
focusing mostly on OBU Magazine because many alumni receive their information from this 
source.
 
Tactic 1: Distribute athletic information through the OBU seasonal magazine. Because of the amount 
of readership among the alumni, OBU Magazine will continue to be a main source of information to its 
current audience. This will provide alumni with information about the new sports teams and student-
athletes. The seasonal magazine will be posted on okbu.edu. This tactic is designed to generate 
interest among OBU alumni and ultimately to get them to attend OBU football games. 
 Timeframe: September 2011- September 2013 
 Cost: $0.00 (Seasonal magazine already exists)
 Evaluation: The success of this tactic will be measured by the number of alumni   
 who attend OBU football games in the 2013 season. 



Tactic 2: Distribute a mail-out to OBU alumni asking them to share their favorite sports memory from 
their time at the university. Chosen alumni submissions will be included in a special section of the 
next edition of OBU Magazine. The purpose of this tactic is to unite alumni with the current athletic 
programs by re$ecting on their own athletic memories. 
 Timeframe: June 2011- June 2013 
 Cost: $0.00 
 See Appendix K
 Evaluation: The success of this tactic will be measured by the number of alumni   
 who submit an athletic memory. 

Tactic 3: Develop a rewards program to entice alumni to attend more OBU sporting events. Alumni 
will receive 1 buck per athletic event they attend. Each alumnus is given a program at the beginning 
of each game. On the inside cover of each program there is a di"erent code. A page will be added to 
obubison.com titled “Bison Bucks” that will include the Bison Buck breakdown. Upon opening this 
page, alumni will enter their email address and Bison Buck code from the program. Alumni will be able 
to track the number of Bison Bucks they have accumulated and what merchandise they are eligible to 
claim. Alumni can pick up their merchandise at the athletic o#ce from the athletic communications 
intern.
Special Requirements:
 Bison Buck Breakdown:
           5 bucks                                            OBU keychain
           10 bucks                                          OBU golf balls
          15 bucks                                          OBU $ash drive key chain
           20 bucks                                          OBU T-shirt 
           25 bucks                                          OBU sweatshirt
 Timeframe: August 25, 2011- the end of each school year. (Continuous)
          Cost: $3,664.50
 See Appendix F
          Evaluation: The success of this tactic will be measured by the number of alumni who attend  
 the OBU sporting events, as well as the amount of OBU merchandise that is given out through  
 this rewards program.
      



Objective for Shawnee: To generate interest among the Shawnee area residents, and have them 
make up 10% of total attendance at each OBU home football game during the 2013 season. 
 
Strategy 1:This objective will be accomplished by engaging the Shawnee community in activities 
that build relationships between OBU and the community’s residents.

Tactic 1: Begin a program with local Shawnee assisted living and retirement communities to have 
them shuttle interested residents to the OBU football games. The activities directors at Golden 
Rule Home, Resident Initiative Coordinate and The Tower Retirement Homes will post a sign-up 
sheet with predetermined games. Group ticket discounts will be given to the members of these 
communities to encourage them to attend home football games. This provides the residents the 
opportunity to attend games that they might not otherwise be able to attend. The shuttles for the 
residents will have preferential parking for the residents with limited mobility. A press release will be 
sent out one week prior to each event alerting local and regional media outlets. 
 Timeframe: Contact the living communities in August 2013. Begin attending games   
 September - November 2013
 Cost: $240.00
 Evaluation: The success of this tactic will be measured by how many of the living   
 communities agree to participate in the program. This tactic will be most successful if every  
 community participates at least once and decides to return. The number of residents who  
 attend the game will also be counted throughout the season to see if they enjoyed the  
 games enough to return for more games.

Tactic 2: Raise awareness of the team and display OBU’s Christian values by having members of the 
football team participate in community service events. The team will go to the assisted living and 
retirement communities and share their time and company with the residents. This could also help 
to encourage more residents to come to the games. The team will also go to elementary schools in 
the Shawnee area and read to students. Also, a Bible study will be held at Raley Chapel on the OBU 
campus once a month for children from kindergarten through !fth grade. A press release will be 
sent out one week prior to each event alerting local and regional media outlets. Stories about the 
community service events will be included in OBU Magazine and on OBU’s athletic website.
 Timeframe: June-December starting in 2013 and repeat yearly 
 Cost: $0.00
 See Appendix L
 Evaluation: The success of this tactic will be measured by the number of tickets   
 sold to people in the Shawnee community. Their attendance will be tracked 
 throughout the season to determine if Shawnee community attendance increased,   
 decreased or was steady. 



Strategy 2: This objective will be accomplished by informing the Shawnee community about OBU 
football.

Tactic 1: Produce radio advertisements on Christian radio stations that will inform Oklahoma and 38 
other states about OBU football and encourage listeners to attend games. 91.5 KSYE will air two On-
Air advertisements one weekend a month for seven months. American Family Radio will air 4 radio ads 
in 39 states including: 10 in Oklahoma, 24 in Texas and 18 in Arkansas. This tactic is designed to give 
Oklahomans and radio listeners from other states the opportunity to hear about OBU football.
 Timeframe: May 2013-November 2013
 Cost: $1,350.00
 See Appendix M
 Evaluation: The success of this tactic will be measured by the number of Shawnee residents  
 who purchase OBU football tickets.

Strategy 3: This objective will be accomplished by establishing a football camp that will allow 
children and high school students to participate in sport and fellowship.

Tactic 1: Establish a youth football camp for ages 7-13. The kids will be divided into three groups 
based on their ages: 7-8, 9-10, 11-13. There will be a limit of 25 children per age group. The camp 
will be a four-day event, running from 10 a.m. to 4 p.m., Monday-Thursday. The camp will focus on 
developing basic football skills, as well as emphasizing the importance of strength and conditioning. 
No pads or helmets will be necessary because this camp is a non-contact sports camp. The camp will 
cost $50.00 per child. OBU football camp T-shirts will be distributed to each child. A press release will 
be sent out one week prior to each event alerting local and regional media outlets. Advertisements 
will be placed in local and regional newspapers one week prior to camp. 
 Timeframe: June 10-13, 2013
 Cost: $6,883.29
 See Appendix N 
           Evaluation: The success of this tactic will !rst be measured by how many kids enroll and  
 attend the camp. 

Tactic 2: Establish a football camp for high school athletes ranging from incoming high school 
freshmen though incoming seniors. The camp will be a four-day event, running from 10 a.m. to 4 p.m., 
Monday-Thursday. The camp will focus on developing basic football skills, as well as emphasizing 
the importance of strength and conditioning. Partial pads will be required for this camp. The camp 
will cost $50.00 per athlete. OBU football camp T-shirts will be distributed to each athlete. A press 
release will be sent out one week prior to each event alerting local and regional media outlets. 
Advertisements will be placed in local and regional newspapers one week prior to camp. 
 Timeframe: June 17-20 2013
 Cost: $1,161.04
 See Appendix N 
           Evaluation: The success of this tactic will be measured by how many athletes attend the  
 camp. 



Objective for Prospective/Future Students: To reach out to high school junior and senior student-
athletes in Oklahoma, Texas, Kansas and Arkansas who wish to continue to play football, lacrosse or 
swim collegiately.
 
Strategy 1: This objective will be accomplished by establishing group ticket pricing to high school 
student organizations.

Tactic 1: Establish group ticket pricing for high school student organizations such as FCA, student 
council and high school athletic teams to attend an OBU football game. Part of this ticket package 
will include campus tours. These tours will be given by the athletic communications intern and give 
prospective students an inside experience of OBU’s traditions and values. The groups selected will be in 
a 50-mile radius of the OBU campus. Group discounts will bring in more high school students and will 
help raise awareness of OBU’s new sports programs. At the beginning of the tour, perspective students 
will !ll out an entry form and a winner will receive a signed OBU football. The drawing will be held at 
the end of the tour.
 Timeframe: August 2013 (repeat yearly)
 Cost: $1,600.00
 Evaluation: The success of this tactic will be measured by tracking the number of students   
 who participate in the high school’s group trip to OBU football games. The participating        
 school’s administration will provide OBU with the number of students who attended the   
 football game.

Strategy 2: This objective will be accomplished by reaching out to the Southern Baptist Convention of 
Oklahoma to inform prospective high school students about the athletic and fellowship opportunities 
at OBU.

Tactic 1: Create an informational brochure about the four new sports teams that will be distributed at 
the annual BCM Basketball Tournament March 25-26 at RAWC and Noble Fieldhouse. The brochure will 
include information about the coaching sta", facilities and OBU’s tradition of athletic excellence, as well 
as OBU’s academics and student ministry.
 Timeframe: August 2011- August 2013 
 Cost: $1,545.00
 See Appendix O
 Evaluation: This tactic will be measured by the number of brochures handed out at    
 the tournament.

Tactic 2: Create emails to be distributed to church pastors and youth group leaders. The email will 
include information about the coaching sta", facilities and OBU’s tradition of athletic excellence. This 
tactic is designed to reach out to the opinion leaders in the Baptist community. Church pastors and 
youth group leaders will be asked to provide a contact list of athletes who might embody the values 
and characterics of an OBU student-athlete. 
 Timeframe: Starting: August 2011 (repeat yearly)
 Cost: $0.00
 See Appendix P
 Evaluation: This tactic will be measured by the number of contacts the OBU athletic    
 department receives and by the increase of enrollment of student athletes. 



2011 June
  •Mail-out: June 2011 – July 2013
 July
  •Video production: July-August 18 
 August
  •Spotlight on Shawnee: August 
  •iPhone Application Continuous 
  •Emails to church pastors and youth group leaders: August 1, 2011
  •Create Informational Sports Brochure: August 2011 
  •Faculty Budget Handout: August 19, 2011
  •Welcome Week Launch: August 20-24, 2011
  •Athletic Communications Intern: August 25, 2011- May 4, 2012
  •Student Reward Program: August 25, 2011 – Continuous
  •Alumni Reward Program: August 25, 2011 – Continuous
  •Weekly Facebook Posts: August 29, 2011 – Continuous
  •OBU Athletic email: August 29, 2011 – Continuous
  •Weekly Twitter Posts: August 29, 2011 –Continuous
 September
  •OBU Magazine: September 2011 – 2013

2012 March 
  •Distribute Informational Sports Brochure: BCM Basketball Tournament    
  March 25-26, 2012 
 August 
  •Spotlight on Shawnee: August
  •Emails to church pastors and youth group leaders: August 1, 2012
  •Faculty Budget Handout: August 19, 2012
  •Athletic Communications Intern: August 25, 2012- May 4, 2013
  

2013 March 
  •Athlete Academic Reports: March 1, 2013
  •Distribute Informational Sports Brochure: BCM Basketball Tournament    
  March 25-26, 2013 
 May
  •Athlete Academic Reports: May 1, 2013
  •Football Radio Advertisements: May-November 2013 
 June
  •Community Service: June – Repeat yearly 
  •Youth Football Camps: June 10-13, 2013
  •High School Football Camps: June 17-20, 2013 
 August
  •Spotlight on Shawnee: August
  •High School Group Ticket Pricing- Repeat Yearly 
  •Emails to church pastors and youth group leaders: August 1, 2013
  •Baptist Convention: August 1- August 30, 2013 
  Kicko" Function Football Video Launch: First Wednesday of School Year 



  •Faculty Budget Handout: August 19, 2013
  •Athletic Communication Intern: August 25, 2013- May 4, 2014
  •High School Group Ticket Rates: August 1, 2013 – December 30, 2013
  •Contact Retirement Communities: August 2013
  •Welcome Week Video Launch: First Wednesday of school year
  •Five Faculty of the Fall Award: August 30, 2013 – Continuous
 September
  •Have Retirement Communities Attend Games: September- November 2013
 October
  •Athlete Academic Reports: October1, 2013
 December 
  •Athlete Academic Reports: December 1, 2013
 March 
  •Athlete Academic Reports: March 1, 2013
 May 
  •Athlete Academic Reports: May 1, 2013

 





Mini Footballs (1,000 at $1.05)                 $1,050.00
Lacrosse Koozies (1,000 at $.25)   $250.00 
Swimming Calendar Magnets (1,000 at $.29) $290.00 
Spotlight On Shawnee               $1,590.00 

Green Balloons (72 at $5.99)      $11.98 
Yellow Balloons (72 at $5.99)      $11.98 
Sonic Gift Cards (10 at $5.00)      $50.00 
Disc Jockey     $150.00
Kicko" Function                    $223.96

OBU Magnets (500 at $1.82)   $945.00 
OBU Keychains (500 at $1.92)   $960.00 
OBU Koozies (500 at $.25)    $125.00 
OBU Drawstring Backpack (500 at $.72)  $360.00 
OBU T-shirts (200 at $7.25)                $1,450.00
OBU Flashdrive Keychains  (100 at $4.26)  $426.00 
Student Bison Bucks               $4,266.00
 
Hot Dogs (300 at $.33)       $99.00
Hot Dog Competition      $99.00 

Five Faculty of the Fall Award (5 at $19.95)     $99.75
Five Faculty of the Fall Award     $99.75

OBU Keychains (300 at $1.92)   $576.00 
OBU  Golf Balls (300 at $1.00)   $300.00 
OBU Flashdrive Keychain (200 at $4.26)  $852.00 
OBU T-Shirts (150 at $7.25)                $1,087.50 
OBU Sweatshirt (75 at $11.32)   $849.00 
Alumni Bison Bucks                $3,664.50

Senior Group Tickets (30 at $8.00)   $240.00
Senior Group Tickets                    $240.00

Radio Ads (7 months at $50.00)   $350.00
American Family Radio Ads (4 at $250.00)               $1,000.00 
Football Radio Ads                $1,350.00 

Subway (15 at $12/ft for 4 days)   $720.00 
Camp T-shirt (75 at $8.09)    $606.75 
3-packs of 51 oz. Gatorade (11 at $25.14)  $276.54 
Kids Football Camp                $1,603.29 

Subway (10 at $12/ft for 4 days)   $480.00 
Camp T-shirts (50 at $8.09)   $404.50
3-packs of 51 oz. Gatorade (11 at $25.14)  $276.54 
High School Football Camp               $1,161.04 

Student Group Tours (200 at $8.00)               $1,600.00
Student Group Tours                $1,600.00

Brochures (1,500 at $1.03)                 $1,545.00
Informational Brochure                $1,545.00

• Sweatshirts from custonink.com
• T-shirts from zazzle.com
• Key chains from promotionalkeychains.biz
• Magnets from magnetsusa.com
• Golf balls from ziplinegolf.com
• Koozies, backpacks from discountfavors.com 
• Gatorade from walmart.com
• Sandwiches from Subway
• Newspaper ad from news-star.com
• Sonic giftcard from sonic.com
• Brochure from fedex.com
• Hot dogs from foodservicedirect.com 
• Flashdrive keychains from discountmugs.com
• Balloons from partyamerica.com  
• Award from crownaward.com 
• iPhone app from gigaom.com 
• Radio ad from ksye.org 
• Radio ad from afa.net
• Newspaper ad from tulsaworld.com
• Newspaper ad from newsok.com 

Budget Sources

Shawnee News Star Ad (7 days at $15/day)    $105.00 
Tulsa World Ad (3 at $812.00)  $2,436.00
The Oklahoman (3 at $913)  $2,739.00
Football Camp Newspaper Ads                  $5280.00

Subtotal:          $22,722.54

Contingency Budget:          $2,272.25

Grand Total:         $24,994.79
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Greetings Bison!

OBU is launching four new sports teams, including men’s and women’s swimming, lacrosse and football. 
New traditions and memories will soon be made with the university’s current students and alumni, but 
OBU wants to know, what is your favorite athletic memory while you attended OBU? 

Think about your favorite memory you shared cheering on your favorite team, and all the elements 
that made that moment memorable. If you send us your favorite athletic memory along with a picture 
of yourself, there is a chance you could see it in the upcoming OBU Magazine! Chosen entries will be 
included in a special alumni section of the magazine, showcasing your favorite memories to OBU fans 
around the country. 

Help us rekindle your favorite athletic memories at OBU. If you have any further questions, please visit 
okbu.edu or call (405)878-2136. 

God bless OBU! 

Dr. Norris Russell      
Signature
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Dear [pastor or youth group leader name], 

Oklahoma Baptist University is adding four new sports to its athletic program: men’s and women’s 
swimming in the Fall of 2011, women’s lacrosse in the Spring of 2012 and football in the fall of 2013. We are 
searching for student-athletes who look to excel in sports, strive for academic success and live worthy of the 
high calling of God in Christ

OBU will be the !rst university in Oklahoma to o"er men’s and women’s swimming. OBU will o"er high 
school swimmers in Oklahoma an opportunity to continue their sport without leaving the state. The lacrosse 
team also o"ers exclusivity to those wishing to play because only 10 other NAIA schools o"er lacrosse. 
Football will be played at OBU for the !rst time in 73 years. The last time OBU played football, it won the All 
Oklahoma Collegiate Conference championship in 1940.

We are writing to you, because as their pastors and youth ministers, you have a strong in$uence in these !ne 
young peoples’ lives. If you know any high school student-athletes who wish to continue playing sports at 
the college level, please inform them that OBU has added these four new programs and that we would be 
excited to have them as a part of the Bison family.

Please send a list of any prospective college students you feel would !t the mold of an OBU student-athlete, 
and we will be sure to get in touch with them.

Sincerely,

Dr. Norris Russell
OBU Athletic Director




