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“I can literally say that this campaign has evoked institutioil change m,

while raising the profile of our organization to an all-time 40 year h/h,L v,
\ o

I have not received so much positive feedback from my target

audience, /ndustry experts and beyond on any other prole.ct

in my career. P

Jeff Sage (i i
Assistant Manager S
Marketing and Communications '
Fanshawe College



As of the equal consideration deadline, the number of Fanshawe College programs chosen
on applications received throughout the Ontario college system was up by 4.8 per cent from
2006 and rising. More importantly, the number of secondary school students applying to
Fanshawe College was already 5.7 per cent higher than in 2006, exceeding Fanshawe’s
ﬁ?ls and proving that the demographic was responding.

_\Since then, Fanshawe has seen continued increases, raising the number of secondary
Q_ hool student applications to 7.3% above 2006 levels. Even more telling is that 6.4% more



Fanshawe’s recruitment team reports heightened interest in the college and a more positive

opinion of Fanshawe among potential students and have even had to re-stock shelves due S

to the overwhelming requests for the Fanshawe collateral. For example, an email received s
from one student at a rural high school outside our normal catchment praised the View . & 28 &
Book and Program Guide for their relevance and cutting-edge feel: g y' < '

“They were creative and fun. The design drew me in and made me want to open the books :
and research the school... | am going to apply to Fanshawe hopefully within the next week or
two, and its all thanks to those books”

— Samantha Goodfellow, Cayuga Secondary School.

The bus ad campaign consisted of 13 full back displays running simultaneously over 36
weeks, for a total of 91,580,148 exposures. Analysis shows that the campalghrreacheata\'/
427,000 viewers, or apprOX|mater 98 per cent of the target audience. *

Max Valiquette is the President of Youthography, the foremost exﬂoﬁrts in youth-focused
marketing and communication in the country. Regarding our bus ads, he said:

“There is irreverence to the advertising that strikes the right balance between getting notlce A
(which they do) while still being taken seriously. As well, the ads use representative but R
inspirational young people as their subjects.” \,/I rd '



Results of an independent survey (Academica College Applicant Survey) connect
¢ these figures directly to the colleges marketing publications:

*‘W; ® More applicants rate Fanshawe’s Program Guide as more than somewhat useful
: %) than the calendars of there five major competitors (mean=55%). Additionally,
ety moré’agphcants rate Fanshawe’s Viewbook as ‘completely’ helpful (27%) than
« those thelr competltors (24%).

. Of all mformatlon sources used by applicants throughout Ontario, Fanshawe’s
print publications scored higher than those of their direct competition, and were
also rated above provincial average.

- _ Fanshawe College Viewbook was rated higher (4.1 on a 5.0-point scale) for
' d ppeal"than any of their competitors (3.9).

More parents rewewe {nd responded positively to Fanshawe’s print materials
4%) than those of their competitors (49%).

. Accordlng to our appllcants the overall influence of our Program Guide on
* their decision to attend Fanshawe rose from 2.18 on a 4.0 scale (0.545) in 2006,
’\'; - to 3.4 out of 5.0 (0.680) in 2007 - a dramatic increase of more than 13 per cent!



Fanshawe has seen considerable response to our webmercial: since being posted/v

YouTube.com in November 2006, the video has been viewed over 1500 times to date, and *

some users have even listed it as a favourite video. A copy of the video has also since been \
posted unofficially to another file-sharing website, Metacafe.com, and has been viewed : |
there over 2800 times.

On local television, the ad spot was placed 272 times during both daytime and prime
viewing to reach over 93 per cent of an audience of more than 6,000,000 people, w §
average frequency calculated at 8.1 airings per viewer. The effect can been se
following email:

one of the ads on TV and now is plann/ng on taking courses to get her towards ‘ o
Fanshawe in 2010”
— Michael Brown, Fanshawe College.



P Even the student newspaper is calling the program visionary and effective, praising the new
campaign for its appeal to the youth demographic and its consistency across various
media. As one article says:

fLike at

underbolt it hits you, and with that I'm left to thinking Fanshawe is fhally onto

)... These are the first steps to breaking out of Fanshawe’s old mould and

ioning the College from a marketing perspective to remain competitive against
olleges and universities for future students”

d in the realm of ‘cool advertising’ and hitting the mark on your clientele — the teenage
n,'Jn Southwestern Ontario, Fanshawe College has taken the lead in innovation,



The Awards

Virtuoso Awards - We Do That!™ : &

¢ Overall Marketing Campaign PR AL
¢ Audio Visual (television commercial) .
e Electronic Media (web, YouTube, MySpace)
¢ Specialty Publications - one each for:

e Course Guide

e Career Cluster Brochures

IABC Canada — Silver Leaf Awards Winner

We Do That™ View Book and Program Guide - Award of Merit
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