
322 Mass Communication: Living in a Media World

Old and New Tools for Integrated Marketing Communication

W hen West Virginia University 
wants to reach out to its many 
publics, it needs to use a wide 

range of tools, ranging from old-school 
techniques like newsletters and press 

releases all the way to interactions 
through social media.

The biggest challenge WVU’s integrated 
marketing communication (IMC) staff 
faces is the wide range of publics with 

which it needs to communicate and build 
relationships. WVU is a big institution, 
with approximately 10,000 employees 
across all of its campuses, 5,000 
employees at its hospital and in its health 

MEDIA TRANSFORMATIONS

A University’s Integrated Communication
Strategy for the Digital Age

University

The PR team ...

Various media channels available to public relations teams have changed. Organizations, in this 
case a major university, now must use integrated strategies to connect to their constituencies.

Sources:  http://media.prsa.org/events/PR-by-the-Numbers.htm,  http://www.social4retail.com/uploads/1/0/9/8/10981970/968620383_orig.png?831

PR Teams
$5.7 billion was spent 
on traditional and digital 
PR campaigns in the 
U.S. (2010)

Traditional
Spending on 
traditional PR is 
expected to grow 
8% by 2015

Social Media
61.5% of all 
households in 
the U.S. use 
social networks

Platforms used by PR pros

PROGRAM
M

ING

New or Digital
Spending on 
digital-era PR is 
expected to grow by 
22% by 2015

Email
97% of
all U.S. 
households 
use e-mail

31%

29%

18%

Facebook

Twitter

LinkedIn

... researches, analyzes need, 
crafts message
Is there a problem or crisis to 
respond to, or some kind of 
special message or 
information that needs to be 
delivered?

... identifies target publics
Is the issue one that needs to 
be pitched slightly differently 
to each public? Do all of the 
publics need to know? What 
stakes do each of these 
publics hold with respect to 
the issue?

... selects channels to best 
reach target publics
Is the message best conveyed 
through traditional channels or 
through new media, or both? 
What kind of timing is 
required—an immediate 
response via social media or a 
more formal traditional print 
advertising? Both?

EVALUATION

... tests and evaluates 
responses to the various 
strategies
Did the campaign have the 
desired effect? Were there 
missed opportunities or 
unintended consequences?

STEW
ARDSHIP

... maintains ongoing 
relationships through 
stewardship
Modify PR message through 
iterations that respond to 
lessons learned.

Newsletter      Press release      Feature story       Interview
       Press conference       Print advertising      Opinion leadership      Radio      Telephone conferencing     
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