
Week 2 Team B PROJECT TARGET AUDIENCE
Appealing to Distance Learners. (Advantages)Technology has changed the face of distance learning.  The improved accessand availability of electronic technology has enabled more adult students toparticipate in the learning process. Students who enroll in distance learning coursesdo so mostly for convenience.Distance-learning degrees are designed to appeal to mid-career professionalslooking to develop their roles in specific sectors, such as banking, law, finance andnursing, are growth areas for many universities.  Distance learning is also a greatway for an un- or under-employed individual to retrain for a new career or toexpand into another area in their field.   Master’s programs are especially popular asindividuals want to invest in their own professional development.Another reason for the increased popularity of distance learning amongprofessionals is the networking opportunities distance learning provides. Studentsmeet other students as well as professional in their field that could lead toopportunities. A big appeal of distance learning is that it enables individuals to studywhen it suits them, around a regular job, children and families.  A big advantage ofdistance learning is that schools can adapt what they offer and how they offer to thetypes of students they want to attract. The ways in which course content can beadapted for professionals with busy working lives can be quite imaginative.University of Exeter Business School, for example, has developed an MA inleadership and change aimed at senior managers.  The MA is based on weekly



telephone coaching sessions that match the needs of each student with a coach whois most suited to work with them. "Distance learners get one hour of coaching aweek and one hour of written preparation for each coaching session," says JonathanGosling, professor of leadership studies (Hoare, S., 2012).A 1984 survey of telecourse participants found that about two-thirds werewomen, and about half of the students were at least thirty years old. Over half had atleast one dependent and two-thirds were married. Eighty percent were employed,and over half of these were working full-time while pursuing their studies (Sheets,1992). Determining the need for instruction is the best way to find your targetaudience.  Who is interested in online courses? To best understand distant learnersconsider their ages, their cultural backgrounds, past experiences, interests andeducational levels.  How much technical knowledge will this group already possessand how much technical help will they require?  Education is a service and like anyservice needs to be marketed to the right audience to be attractive to them.  Themajority of students who chose distant learning are technically savvy, older than theaverage traditional college student and know how to balance time among family, lifeand studies.
Barriers to Distance Learning (Disadvantages)Distance learning has been around for a long time and has changed frompencil and paper correspondence courses to real-time Internet courses. Butregardless of the medium, distance courses have common characteristics and havesimilar problems. Problems and barriers encountered by the student fall into



several distinct categories; costs and motivators, feedback and teacher contact,student support and services, alienation and isolation, lack of experience, andtraining.  Students who use distance learning have more insecurities than traditionalstudents.  They feel more isolated and that they are less likely to get help if they arenot in a traditional classroom (Galusha J., 2012). Loss of student motivation due tothe lack of face-to-face contact with teachers and peers, potentially prohibitive start-up costs, and lack of faculty support are all perceived barriers to successful distancelearning. These pressures mean that there is a higher dropout rate among distancelearners than among traditional students who have the security and evaluation ofweekly contact with an instructor and the camaraderie of help from similar students(Galusha.)Another concern of distance students is isolation and the lack of servicessuch as providing tutors, academic planners and schedulers, and technicalassistance.  Planners from Washington State University (WSU) note that "studentservices are a significant part of the budgeted costs of the program." They alsobelieve that “success in attracting, serving, and retaining students will hinge moreon excellent student support services than on any technology issues." (Oaks, 1996).Technology costs and considerations can be a source of budgeting problems;however, student support for distance learners should take precedence.
Common Challenges and Opportunities Presented by Distance Learning

Staff /Organizational BarriersThe biggest problem for distance programs is the often the lack of trainingand support for the distance learning staff. The endorsement by department faculty



is viewed as a critical instructional element in any distance education program.Instructors must change teaching styles to become that of a mentor, tutor, andfacilitator. They must meet the needs of distance students without face-to-facecontact. Since the majority of distance learners are adults, teachers may need tochange their teaching style. This can be challenging for professors who are used toteaching younger students.Another problem perceived by faculty is the threat to tenure and humanresource staffing. Depending on the school and the academic department, coursestaught as part of a distance program may not always count toward tenureconsiderations, thus causing a disincentive for participation by some non-tenuredfaculty (Oaks, 1996).  If one professor can serve thousands of students there willobviously be fewer professors and fewer departments and faculties. Schools mustnot underestimate this resistance of traditional staff and should be very aware ofthe possibility of overburdening faculty and staff.Organizational problems and technology problems present challenges.Faculties who teach distance education courses need organizational andadministrative support from their institution. Leaders must be committed todistance programs (Galusha).  As distance learning becomes more and morecommon place and there are even institutions today based on distance learning, thechoice to use distance learning is more a taste or convenience by each particularstudent.The biggest concern for both learning institutions and students is availabilityof funds. When technology is used, the costs increase substantially for both the



student and the institution. Universities must consider the initial costs as well as thecontinuing costs of installing, maintaining, using, and upgrading technology tosupport distance services. Telecommunications and connectivity costs such as thoseneeded to use the Internet, are ongoing costs. Washington State University (WSU)did not anticipate connectivity costs and subsequent barriers in planning theirdistance program. This led to additional investments in toll-free lines andcomputers (Oaks, 1996). For many institutions, the technology pays for by allowingmore students to participate, thus increasing tuition funding.
Customer Definition/Understanding Your CustomerChange is the rule, not the exception.  The launch environment or state ofthings will change significantly throughout the launch process.  Customers will havea concept of what the product should be, based on what they expect, and not usuallyon what the product actually is.Customer definition is the core of the launch. Before you can evenstart talking about a rollout plan for launch, begin creating positioning andmessaging statements for your product,  it is important to create a clear targetcustomer definition. You need to develop a crisp and detailed understanding aboutwho your target customers are, including what their needs are, what motivatesthem to purchase, and how and where they purchase. Knowing this allows you topaint a clear and actionable picture of your targeted customers (Mastan, J. 1990).Do not allow a knowledge gap to weaken launch efforts and its success.



Certain Traits Predict Success OnlineStudents that do well in online courses have certain traits in common.  Thesetend to hinge around computer skills, organization skills and reading and writingskills (Gansler, 2007).  While computer and organization skills make sense, readingand writing makes some people hesitate.  Think of the time spent ‘speaking’ tofellow students via email or chat.  Think of the communication with the professors.Test questions often require lengthy answers to explain what cannot be explainedface to face.  To make up for this lack of face to face time, there are often morepapers to write in an online course.  This of course means that our target audience ispossibly better educated or literate than the typical traditional student.  We canallow our media messages to be intellectually stimulating and witty.  We won’t haveto cut back our technological explanation for a less educated audience, although wedon’t want to throw away the older students who might need a bit of guidance.
Maximize Launch EffectivenessIt may be stating the obvious, but having a solid business plan is a must-haveprerequisite to successfully launching a product. Define and build out customerprograms.  This can a trial run of the product in the market place or a survey takenby asking prospective users/buyers what they would like in a new product or whatis missing in the current product (Mastan).Creating positive awareness and education about the product is important.Concentrate your messages and strategies to the target customer base. Awarenessand education is the first step to incent trial and purchase of your product.



Focus on providing what will give the maximum return on effort.Communication is the key. “What we’ve got here is a failure to communicate.” CoolHand Luke (1967).
Defining the Target AudienceMany businesses say their audience is anyone who is interested in theirservices. This is too broad and prevents a business from focusing its money andbrand message on a market that will probably buy from it.  Start by looking at yourcurrent customer base.   Why are they with you and why do they come back formore? Look for commonalities such as interests?  Which group within that groupbrings in the most business/money?  There are likely many more people in thattarget group that would be interested in your marketing message (Porter, 2010).Check out your competition.  Who are their customers?  Sometimes it is bestto not go after their customers but to find out whom they are missing and to see ifthey will fit into your niche market.Once you have decided upon a target market, be sure to consider thesequestions.* Are there enough people in the group to make it worthwhile?* Will my target audience see a need for my product?* Do I understand my target audience?* Can they afford it?* Can I reach them with my message?



Save money by targeting only your niche market and get a better ROI at the sametime. Defining the target audience is the hard part.  Once you know who they are,you can decide the best way to reach them (Porter).
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Marketing Plan

A marketing plan consists of Research and should include:

 Statement of your current situation and scope of the plan
 Research into potential / current customers
 Examining the marketing environment
 Identifying opportunities for growth

Planning:

 Mission statement and objectives
 Strategy development
 Planning/Tactics
 Marketing mix

Actions:

 Continuous analysis and measurement
 Reporting and budgeting
 Marketing mix
 Project management

Social Marketing

Social marketing is a conceptual approach to mass media campaigns. Social marketing has been
defined as “the application of commercial marketing technologies to the analysis, planning,
execution, and evaluation of programs designed to influence the voluntary behavior of target
audiences in order to improve their personal welfare and that of their society” (Andreasen, 1995,
p.7).

The Mass Media Campaign Plan Should:

• Target behavior change

• Leverage resources

• Create audience-centered strategies and tactics

• Use the Four P’s of marketing: Product, Price, Place, and Promotion

• Gain an understanding of the target audience through research

• Group audiences into segments that have similar characteristics

• Recognize and address competition

The key principles of social marketing are:

* Targeting behavior change,

* Leveraging resources,



* Creating audience-centered strategies and tactics,

* Using the Four P’s of marketing: Product, Price, Place, and Promotion,

* Understanding the target audience through research,

* Grouping audiences into segments that have similar characteristics, and

* Recognizing competition (Andreasen, 1995).

Elaboration Likelihood Model

The Elaboration Likelihood Model (Petty & Cacioppo, 1986a, 1986b) portrays message receivers as
active participants in the persuasion process. The Elaboration Likelihood Model describes two routes
to persuasion: central and peripheral. The central route to persuasion consists of thoughtful
consideration of the persuasive arguments in the message, and occurs only when a receiver
possesses both the motivation and ability to think about the message and topic. The central route
results in an attitude that is enduring, resistant to change, and predictive of behavior. The peripheral
route occurs when the receiver lacks ability and/or motivation to engage in much thought on the
issue.

Using the peripheral route, the listener decides whether to agree with the message based on cues
other than the strength of the arguments in the message, such as whether the source is credible or
attractive, the number (but not the quality) of arguments in the message, or length of the message.
The peripheral route results in an attitude that is temporary, susceptible, and unpredictive of
behavior. To ensure that the target audiences follow the central route to persuasion, the mass
media campaign’s messages must motivate the target audience to think about the message. In
addition, the message should present numerous reasons to engage in the desired behavior and be
delivered by a credible source to which the target audience relates.

Andreason, A. (1995). Marketing social change: Changing behavior to promote health, social
development, and the environment. San Francisco: Jossey-Bass.

Petty, R.E. & Cacioppo, J.T. (1986b). The elaboration likelihood model of persuasion. In Berkowitz, L.
(Ed.), Advances in Experimental Social Psychology, Volume 19 (pp.124-205). Orlando, FL: Academic
Press.

Planning and evaluating mass media campaigns: Two sides of the same coin

In developing the campaign, campaign managers should “begin with the end in mind,” thinking
about the desired result of the outreach, and then work backwards into the strategies and activities
that will result in the desired outcome. In evaluation terminology, we talk about impacts, outcomes,
and outputs, working backward from long-term results to short-term activities that need to be
carried out to bring about those results. This is known as “front-end evaluation,” and it is critical to
conducting a successful campaign (Coffman, 2002).

These three types of metrics for evaluation are described below. We begin with the most basic
concepts and progress to the most complex.

• Outputs indicate a level of investment or effort in the outreach campaign. Tracking outputs is the
most basic and direct metric of campaign productivity because, for the most part, outputs can be



controlled and/or predicted and because they can be quantified. Mass media campaign output is
airtime of the message(s), which may be measured with metrics such as impressions, gross rating
points, reach, frequency, etc.

• Outcomes are changes that take place WITHIN THE AUDIENCE because of the campaign, such as
increased knowledge (WKKF, 2004), increased awareness, considering behavior changes, and
individuals attempting to educate themselves about the issue. Audience outcomes are always
affected by factors external to the campaign and therefore call for more sophisticate measurement
techniques.

• Impacts are the ultimate results of a campaign (WKKF, 2004), such as specific behavior changes or
demonstrable water quality improvements. Impacts of outreach are extremely difficult to ascertain
because there are so many intervening factors.

Coffman, Julie (2002) Public communication campaign evaluation: An environmental scan of
challenges, criticisms, practice and opportunities. Cambridge, MA: Harvard Family Research.
Available online at: http://www.hfrp.org/evaluation/publications-resources/publiccommunication-
campaign-evaluation-an-environmental-scan-of-challenges-criticisms-practiceand-opportunities

W.K. Kellogg Foundation (WKKF) (2004) Logic Model Development Guide. Battle Creek, MI. Available
at http://www.wkkf.org/Pubs/Tools/Evaluation/Pub3669.pdf.

Twitter:

Facebook:

Crowdsourcing: These are online gatherings driven by natural disasters or sporting events.  This is a
large group of people posting hundreds of millions of messages of a current event in real time.  Can a
large group of people be targeted, such as at a sporting event at a university or in the lunch/snack
room area?

http://engineering.tamu.edu/research/2012/the-power-of-social-media



Appealing to Distance Learners
 Distance learning degrees are on the increase.

 Part time degrees offer people the opportunity to study
while working full time jobs.

 Courses can be adapted for professionals with busy
working lives.

 Professional people expect their technology to not only
work properly but also to be practical and easy to use.



Common Challenges and Opportunities
Presented by Distance Learning

• Opportunities presented in previous  slide.

Student Barriers
• Distance learning results in higher dropout rates than among

traditional students due to costs of study, disruption of family
life and lack of support by employers.

• A second concern is the perceived lack of contact or feedback
by the instructor without the weekly contact provided by the
traditional approach to education.

• Lack of support via tutors and the isolation that can
complicate distance learning by students that maybe are not
so technologically confident.



Common Challenges and Opportunities
Presented by Distance Learning

Staff Barriers
• Lack of staff training in course development and technology.
• Lack of support for distance learning in general (won’t apply

to NU).
• Inadequate faculty selection for distance learning courses.
• I added this because I could see this app being implemented

into other universities and schools that use distance learning.
• Organizational barriers such as costs for technology,

infrastructure also present challenges for both student and
teacher.

• Funds present the most problems for schools and students.
Technology costs money and tuition costs money.

• The existing telecommunications systems are often inefficient
or expensive to use.



Universities are finding distance learning very cost effective as distance
learning tuition increases profits while in class tuition per unit drops.
http://www.guardian.co.uk/education/2012/jul/03/online-degrees-employers

Barriers and opportunities to distance learning.
http://www.infrastruction.com/barriers.htm

Effective Marketing and Launch
http://www.rossla.org/article.html?aid=141

Sources



Target Audience
• Prospective Students
• Current Students
• Current Faculty & Staff
• Former Alumni
• E-Learners

• All generations involved, all walks of life.
• Baby Boomers: tech savvy, customer service oriented.
• Gen X: innovators, transformers, modernizers.
• Gen Y: highly educated,  online preferences, respond well to diversity
• Gen Z: completely digital, multi-taskers, self-promoters



Customer Definition is the Key to the Launch
(What to Expect During a Launch)

• Change is the rule not the exception.
• The launch environment changes throughout the launch process.
• Customers will have a concept of what the product should be, but this

expected product is only a hazy projection of what they expect, not usually
of what the product actually is.

Understanding Your Customer(Painting a Clear Picture)

• The customer definition is the core of the launch.
• Create a clear target audience.
• What they need.
• What they want.
• What motivates them.
• Do not allow a knowledge gap to weaken launch efforts and success.



Maximize Launch Effectiveness

• Define and build out customer programs. This
includes product trials in the market.
• Focus on those programs that will account for

the bulk of the time and that will generate the
most impact.  Such things as customer
awareness of the new product and product
preview programs.


