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1     Situation Analysis
 

 The Humanities Target Learning & Experiential 
Education Centre (HTLC) offers career exploration and 
experiential learning opportunities for Humanities students. It 
provides a number of  ways to assist students in professional 
development, and community and campus engagement. By 

participating in its events and activities, and by making use of the opportunities that are 
available, students gain the skills and experience they need for their future career. The services 
provided by HTLC are very helpful, but the awareness and availability of these services is 
something that needs to be addressed. HTLC serves all past and present students in the faculty 
of humanities, yet audience turnout to events is low, mainly triggered by inefficient marketing 
strategies that fail to promote events to the public. HTLC currently uses a mix of  email and print 
strategies to spread key messages. Rebranding through the use of a new  name, logo, and 
slogan will help increase awareness and participation in HTLC’s services and events. 

 The focus of this communication plan is to increase 
brand awareness for HELP, the Humanities Experiential 
Learning Portal. The new  name is short, memorable and 
connotes a sense of professional discovery and growth. Every 
student by now  has probably had to apply for a job. The 
process can be stressful from choosing what outfit to wear to 
making sure your resume is up to date. Some people are 
uncomfortable with public speaking while others have a hard 
time finding a job in the first place. HELP assists students in 
this process of  finding their future. This communication plan 
includes a social media campaign on Facebook and Twitter as well as other various marketing 
initiatives on campus which will increase brand awareness, experiential learning within the 
curriculum, and student engagement for years to come.
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2     Goal 
 

 The goal of this strategic communication plan is twofold.  The aim is first and foremost to 
increase brand awareness for HELP on campus and within the surrounding community. 
Secondly, increasing participation, excitement, and visibility for the many services provided to 
students will allow  HELP to become a more recognized and appreciated service for the 
Humanities. As a result, HELP can expect to see higher student participation and engagement 
in all HELP related services and events offered.

3     Objectives

• INCREASE event and workshop participation

• GENERATE more followers on HELP’s social media platforms

• CREATE brand awareness and visibility

• ATTRACT more special guest speakers

• HIRE interns to further the above objectives
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4     Audiences
 

 4.1      Primary

• McMaster Community

• Humanities Undergraduate Students 

• Humanities Graduate Students 

• McMaster Humanities Alumni

 4.2      Secondary

• Community Professionals 

• Businesses and Corporations 

• Potential Guest Speakers

• Local Organizations 

The important thing to keep in mind is that having the support of the community is a major factor 
in maintaining key relationships with outside businesses, corporations, and organizations. In 
turn this support and the resulting partnerships will increase the amount of guest speakers for 
career conversations, and networking events held throughout the year by HELP.
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5     Key Messages 
 

• HELP stands for Humanities Experiential Learning Portal. This new  name is short and 
more memorable than the former name, HTLC. 

• Find Your Future. This slogan connotes a sense of professional discovery and growth 
through the services provided by HELP.

• HELP is a FREE service available to all McMaster Humanities students that aids in 
developing the necessary skill set students need to succeed. At the forefront of  these 
services lies the opportunity to gain experience and network with industry professionals. 

• HELP allows students to take advantage of  the opportunities provided to them while in 
school, which alleviates the burden of graduating without any experience or contacts. 

• HELP attempts to accommodate all clusters within the Humanities faculty, providing 
excellent opportunities for students to excel in virtually any field relevant to their 
program of study. 
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6     Strategies & Tactics 
 

 6.1      Campus Promotions

This communications plan intends to communicate with students face-to-face in the 
Student Centre and/or outside humanities classes. Promotional materials imprinted with 
the HELP logo such as pens and magnets will be handed out to humanities students. 

6.1(a) Hand out pens and magnets in the student centre with the new  logo. The 
logo imprinted on pens and magnets are expected to receive exceptionally high 
visibility. Students borrow  each other’s pens in class, where their classmates are 
likely also enrolled in humanities. Magnets will end up on student housing 
refrigerators, exposing housemates to the HELP logo and slogan on a daily basis. 
This daily exposure is expected to bring awareness and curiosity to humanities 
students of HELP’s services. 

6.1(b) Picture Frame promotion: This will allow  students to participate in a contest 
while passing through the student centre in between class. Students will be 
encouraged to pose for a photo while holding up a picture frame with the HELP 
logo. These photos will then be uploaded to HELP’s Facebook page. The student 
that gets the most likes on their photo will be awarded a $25 gift certificate to 
TwelveEighty. This strategy will not only increase on campus brand awareness, 
but drive student traffic to HELP’s Facebook page. 

6.1(c) Handing out coffee and muffins in the student centre in between class is 
another strategy to gain brand awareness on campus. In order for students to get 
a coffee or muffin, they must first like our Facebook page using the tablet or 
laptop provided by the interns at the promotional table.This interaction with 
students will be quick, convenient, productive, and all at a low  cost. Additionally, 
this strategy will increase likes and traffic on all social media platforms.
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 6.2      Social Media Campaign

HELP can be tracked on twitter using the hashtag #HUMHELP. Under this hashtag, 
students who are unable to attend an event can tweet a question using this hashtag 
and HELP will be sure to get it answered. This will also contribute to increasing the 
traffic on HELP’s social media platforms. In addition to the new  twitter hashtag, the 
social media interns will be responsible for updating and maintaining the HELP 
facebook page. These duties will include keeping students updated on upcoming 
events, and uploading all event photos into organized photo albums. These Facebook 
photo albums will encourage students to come out to future events. Additionally, HELP 
will expand onto YouTube, which will be used for video and podcast series of all career 
conversations and networking events. This will provide the chance for students who are 
unable to attend events to take part in the opportunity.

 6.3      Internship - Social Media

Implementing internships with HELP can count towards a credit in CMST 3B03. This 
social media internship will be filled by one to two interns who are responsible for  the 
social media campaign. They are also in charge of promotion of key messages, events, 
and other internship opportunities on all of  HELP’s social media platforms. Job duties 
include:

• Attend & record events

• Post podcasts and video recordings to facebook and twitter

• Regularly update facebook and twitter

• Look for further opportunities for guest speakers and other job and internship 
postings

• Run contests on social media

Jan. 2014                  Humanities Experiential Learning Portal Communications Plan                               8

HELPC O M M U N I C A T I O N  P L A N



 6.4      Internship - Public Relations

Great content is only effective when it reaches the target audience. A team of  2-3 public 
relations interns can assist in disseminating key messages on campus. Students will be 
encouraged to like the existing HELP Facebook page, and follow  HELP’s Twitter 
account. Getting students to take action and follow  HELP from their personal accounts 
can be challenging but our plan provides an incentive and is at the students' 
convenience. A team of 2-3 public relations interns will be stationed in the Student 
Centre where there is a heavy traffic of  humanities students. These interns will have an 
electronic device, preferably a tablet, a basket of  muffins, and coffee. Humanities 
students will be encouraged to log into their personal social media accounts and follow 
HELP, in turn receiving a muffin. This interaction with students will be quick, convenient, 
productive, and all at a low cost. Job duties include:

• Attend events

• Setup and run tables in the student centre 

• Organize campus promotions 

• Look for further opportunities for guest speakers and other job and internship 
postings

• Post marketing around campus (e.g., posters, signage, etc.)
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 6.5      Bulletin Board

Many humanities students have classes all over campus, and having one bulletin board 
for HELP is simply not enough. HELP bulletin board allows for important events and 
internship opportunities as well as other key messages to be broadcast in a simple way 
to prospective humanities students and alumni. With the addition of a second bulletin 
board placed in one of the buildings in the arts quad, or possibly in the new  arts 
building (pending completion) formally known as The Phoenix, the reach of this 
marketing strategy will at least double and increase awareness and visibility of HELP. 

 6.6      Testimonials

This communications plan intends to build trust between students and HELP by 
including testimonials on HELP’s website. This tactic requires HELP to send an email 
out to students who have previously attended the career conversations and networking 
events, requesting comments on their experience and potentially how  this has helped 
further their career. This plan is specifically interested in students who have taken 
advice from the professionals at HELP’s events, and as a result, have built a 
relationship with industry leaders, or have even landed a job. These comments will be 
posted on a page dedicated to testimonials and links to this page will be posted on 
HELP’s Facebook page.  
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7     Budget
 

Item Cost Timing

Campus Promotions

Food (coffee & muffins) $400 September 2014

Consumables (Pens & 
Magnets)

1000 pens = $600 
(McMaster Campus Store)
1000 magnets = $410 
(themakersofbuttons.com)

October 2014

Picture Frame $10 November 2014

Gift Card $25 December 2014

Other

Misc. Printing Materials (paper 
for media kits, cardstock, 
posters, etc.)

$500 April 2014 - April 
2015

Total $1945
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8     Conclusion
 

 This communication plan addresses the problems the HTLC has experienced in regards 
to visibility on campus and turnout at events. Changing the name from HTLC to HELP will 
ensure that audiences remember this amazing resource available to humanities students and 
alumni. The Humanities Experiential Learning Portal allows students to find their future by 
exploring potential career paths and gain the necessary skills to succeed. Through the 
implementation of  the strategies and tactics within this communication plan, HELP can expect to 
see increased brand awareness, campus visibility, student engagement, and a higher turnout 
rate at events and workshops.
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