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Statement of Objectives

Who we are
American University is a private doctoral institution situated in a residential neighbor-
hood of northwest Washington, D.C. Our total fall 2008 enrollment was 12,186, with 
6,023 degree-seeking undergraduates, 3,297 degree-seeking graduate students, 1,667 law 
students, and 1,199 students in nondegree certificate programs, Washington Semester, 
or AU Abroad.

We offer 57 bachelor’s degrees, 51 master’s degrees (not including law), 9 doctoral 
degrees, and 3 law degrees, as well as more than 60 certificate programs, mostly graduate 
level. Courses run on a 15-week semester basis in fall and spring, with shorter summer-
term classes. In addition, we offer 105 study-abroad programs and alternative breaks. 
More than 80 percent of our undergraduates and 60 percent of our graduate students 
participate in at least one internship or other experiential education program.

Our student body is cosmopolitan and globally diverse, with all 50 states, the District of 
Columbia, and 144 countries represented. Six percent of undergraduates and 11 percent 
of graduate students are international.

The university’s mission is carried out by 591 full-time teaching and research faculty, 69 
full-time administrative and library faculty, and 1,337 full-time staff. Ninety-four percent 
of full-time faculty hold the highest degree in their field. Among our 500 adjunct faculty 
are policy makers, diplomats, journalists, artists, writers, scientists, and business leaders.

The Summer Sessions program helps to support the university by offering a variety of 
classes and topics for three specific target markets: current students, students from other 
colleges and precollege students. 

Prior to 2009, Summer Sessions has had flat to declining results. Marketing has 
traditionally been comprised of bulk mailings and mixed media advertising in the local 
Washington, D.C. area.  The marketing message was one single message that tried to 
appeal to all the different target audiences.

In 2009, the campaign decided to try 1:1 marketing techniques, which uses personal 
micro websites (microsites) and personalized messages in order to better communicate a 
targeted message, identify individual preferences and match them with the most relevant 
summer programs, and track the effectiveness of online and web ads. What made this 
campaign so remarkable was that we set everything up ahead of the initial email/mail 
and so the process was able to be automated, yet personalized from the initial point of 
contact to the follow up. 

This was the first time that we had tried 1:1 marketing at the university, so there were 
several skeptics of the new technology. In the end we achieved the results we set out 

for. We not only met the goal for summer numbers, but for the first time in years the 
numbers were up.

Based on the success of the 1:1 marketing program for the Summer Sessions, three 
additional programs implemented the techniques that the marketing team had used in 
their own campaigns. 

What is summer and who needs it?
AU’s Summer Sessions present a unique marketing challenge to the university. There are 
five programs that must be marketed to four different target markets with four different 
messages.
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The Plan

Focus Groups
Our focus group allowed us to not only capture the faces of our Summer Sessions 
campaign, but it also helped us to craft the messaging that was used to promote the 
different programs to different target audiences.

AU Students – Email Survey
We have emails for our AU students, so the initial touch point of the campaign was a 
personalized email that offered the student a chance to win $100 in AU-specific money 
called EagleBuck$ if they completed a brief survey regarding summer sessions. We had 
2,030 responses representing a 33.5 percent response rate.
The students would click on their personalized link, which allowed us to keep the survey 
brief because we already knew whom that student was and their email address, so follow 
up was easy.

The answers to the questions would help us to determine which programs we would then 
market to the students and what their marketing piece would look like. We also took 
the opportunity to help the environment by asking the students if they would prefer 
more information via snail mail (direct mail) or email (help save a tree). Only a small 
percentage of people indicated that they wanted to receive more information by mail, 
which also helped us save on the cost of printing and postage for a follow up piece.

Based on the responses, we began targeting our messages
The first question that was asked in the survey was whether or not the student would 
be in Washington, D.C. over the summer. If the student answered “No” than we knew 
there was no point in pushing our on campus classes or Washington Semester Program. 
However if a student was not going to be on campus, they might still be able to take 
classes online. We set up the system to change the text on the thank you page to a quote 
about Online Learning and then had information about the benefits of Online Learning 
classes. 

The 1:1 marketing also helped us shape the rest of the marketing campaign. In the focus 
group, many students indicated that they were unaware that the Washington Semester 
Program was available to AU students. Only 489 students out of the 2,030 responses had 
indicated that they were interested in the Washington Semester Program, which tells us 
that there’s a low recognition rate for Washington Semester Program. With 648 students 
indicating that they were looking for an internship and 489 students interested in 
Washington Semester Program, we decided to add an additional campaign message about 
the internships that AU offers through the Career Center and Washington Semester 
Program. 
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One fun element of personalization that related to our Get the Scoop on Summer theme 
was we asked which flavor of ice cream (chocolate, vanilla, or strawberry) the student 
would prefer and then changed the image on the thank you page—and thereafter every 
piece of communication to that student—to reflect that preference. 

Other College Students and Precollege Students
For the target audiences of the Other College Students and Precollege students, we first 
sent them a direct mail piece with the personalized URL on the card and an incentive of a 
chance to win $100 iTunes Giftcard if they filled out the survey. The initial response was 
52 students from other colleges and 567 precollege and high school students.
We then asked them to fill out the survey indicating their availability in summer 2009, 
the courses that may interest them and their communication preferences. Please see the 
enclosed direct mail pieces for examples of the initial direct mail piece and then the mail 
piece they received, if they chose the “snail mail” option, upon completion of the survey.

Information Sessions
Based on feedback from the initial focus group, there were three information 
sessions planned to help market the Summer Sessions: AU Students on campus, 
Other College Students at a local restaurant, and Precollege students that 
coincided with information sessions for prospective students on campus. 

AU Students Information Sessions•	
A personalized email was sent to the students informing them that if they 
attended the information session, they could enter a drawing for a chance to win 
the grand prize of one free 3-credit class or one of 8 runner-up prizes of half off 
the tuition to one summer class. 

The personalized microsites were used to make the RSVP process easier. 
Students had to simply click on yes or no and that allowed the marketing team 
to have an idea of how many students would come to the information session so 
that the appropriate amount of ice cream sundaes could be ordered.

For AU students an internal marketing campaign helped to get the word out. This 
campaign featured fliers, table tents, TV ads, electronic billboards and shuttle posters. 
The marketing team also took advantage of the Men’s Basketball Patriot League 
Tournament game that was held at AU’s Bender Arena and handed out invitations to 
students standing in line waiting to enter the arena before the game. 

The total attendance for the information sessions was 365 students who consumed 
seven 10-gallon ice cream tubs. The feedback from the faculty that attended was 
extremely positive to the point where the Online Learning group wanted to have an 
information session of their own that would allow students to ask professors about 
the Online Learning classes. The Online Learning Information Session also drew 350+ 
students and was very successful.

Want to win 
a free class?

Information Fairs
Wednesday, March 18
Noon–1:30 p.m., MGC Tavern
5:00–6:00 p.m., Ward Lobby

Find out more about Summer Sessions and enter for a chance to win one free 
3-credit course. Eight additional winners will receive a 50 percent discount on 
one 3-credit course.*

 On-Campus Classes
 Online Learning
 Study Abroad
 Internships

RSVP at www.summeratau.com/rsvp

Ice cream sundaes will be served!

*For rules and regulations, please visit www.summeratau.com/rsvp.
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Other College Students Information Session•	
The Other College Students information session had a lower response rate with about 
20 RSVPs; however, only a few people showed up to the information session.

Precollege Information Session•	
Working with Admissions, the marketing team was able to send out a personalized 
email to the students that were attending the prospective student information 
sessions on campus. The Precollege information sessions followed the campus tour and 
allowed summer session to capture students that were already coming to campus from 
outside the area. There were a dozen attendees at the Precollege information sessions. 

Registration
Once registration opened on March 30, 2009, the campaign sent out reminder emails and 
direct mails based on preferences about registration. 

A week before classes began, we followed up with those that had expressed interest, but 
not yet signed up to remind them of summer registration.

Advertising
Needing to track which advertising methods and publications were working for us, we 
assigned personalized URLs that fed into a general website with the same look and feel 
as the campaign. Depending on which step of the campaign we were in, we either asked 
them to complete the survey or respond to the RSVP for an information session. This 
allowed us to easily enter newly interested parties into the campaign so that they could 
be marketed to further without any extra efforts.

One of the best advertising results 
came from the Washington City 
Paper. AU took advantage of their 
second annual Best of DC issue by 
optimizing advertisements on the 
online ballot for the issue. Promised 
400,000 impressions for the month 
of March, the total impressions 
delivered were 630,021, which 
resulted in 417 clicks.

For full results of the advertising 
campaign, please see the enclosed  
CD for the Summer 2008 and 2009 
Ad Plans and the Summer Sessions 
Campaign Presentation.

Summer Sessions 2009

on summer at au
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What we learned

Based on their answers to an initial survey, we were able to begin to target 
messages for certain programs in order to not only receive a 35 percent response 
rate from the undergraduate population, but also to increase numbers from 

17,474 total credits in 2008 to 20,382 total credits in 2009. This represents a 16.64 
percent increase over the previous year. Not only did these numbers dramatically increase 
over last year, but they exceeded the budgeted expectation of 16,278 total credits, 
representing a 25.21 percent increase over the goal making it the most successful year for 
summer in the history of the university. 

The personalized microsites also allowed marketing to track the responses of each 
student through the campaign, so that we know that nearly 20 percent of the undergrads 
that had responded to the campaign had continued to enroll and 53 percent of the 
graduate population had responded and continued to enroll. 

The results also allowed for marketing to make recommendations for the following 
year, including the decision to discontinue marketing to the target group Other 
College Students. (Please see attached CD for copy of the Summer Sessions Campaign 
Presentation to the Summer Working Group).

Being the first program on campus to utilize the 1:1 marketing techniques there was 
much apprehension among staff as to whether or not these techniques would work. 
Having proven that the marketing technique is a great success, many other programs 
like the Washington Semester Program, the School of Education, Teaching and Health 
and even Admissions is choosing to use this new technique in their ongoing marketing 
efforts. 

Summer Sessions 2010 will absolutely be using 1:1 marketing in their efforts, because of 
the great success that was proven in 2009.

Summer by the Numbers
2008
Budget	T otal dollars	 Responses	 Percent of Total

Direct Marketing	 $41,200	 525	 .3%

Advertising	 $90,800	 293	 .8%

Information Sessions	 N/A	 N/A	 N/A

Total Enrollment	 17,474 credits	

2009
Budget	T otal dollars	 Responses	 Percent of Total

Direct Marketing	 $40,200	 3,608	 10.00%

Advertising	 $74,200	 2,344	 .03%

Information Sessions	 $   9,700	 700	 7.48%

Total Enrollment	 20,382 credits	




