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Executive Summary 

 

The University of North Florida is in the heart of Jacksonville. UNF has changed 

immensely over the last 40 years. Transitioning from a commuter school to an NCAA 

Division I school shows the progression that UNF has made. With a campus of more than 

16,000 students, UNF has reached many students across the country. However, with such 

a rapid growth rate, UNF has missed an extremely valuable target audience. This 

audience would be the low-income minority students who may speak English as their 

second language, in grades eighth through 10th, and their parents in the Jacksonville area. 

 

This overlooked audience is vital to the university’s success. Although the audience may 

seem obsolete to the school as a whole, these are the students that will bring a more 

diverse demographic to UNF’s campus. By implementing the proposed campaign, this 

target audience will be able to experience UNF’s campus and learn everything that they 

need to know in order to make an educated decision about attending the university. 

 

We have properly researched the audience and created a strategic plan with definitive 

objectives and tactics. Our agency plans to bring awareness to students about attending 

college and increasing online traffic on middle and high school friendly social media 

sites. Not only do we plan to educate the students and parents about all of the benefits 

UNF has to offer, but also plan to educate them about the admissions requirements to be 

enrolled. We not only want to encourage students to go to UNF, but we want to inspire 

them to want to continue their education in college.  

 

Agency Description  

 

Lighthouse Public Relations is an agency that puts our clients first. Our skilled team 

includes Amy Hanson, Amy Riggan and Lucy Wotell. Lighthouse Public Relations is 

Florida’s largest public relations agency. We have set the standards of excellence since 

2006. 

Amy Hanson is Chief Executive Officer at Lighthouse Public Relations. After graduating 
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from the University of North Florida she went on to pursue a career with Edelman Public 

Relations in Washington D.C. After three years with Edelman, Amy moved back to 

Jacksonville, Fla. to take a lead position at Lighthouse Public Relations. 

 

Lucy Wotell is Vice President of Operations at Lighthouse Public Relations. Lucy is a 

graduate the University of North Florida in Jacksonville with a Bachelor of Science in 

Communication with a concentration in public relations. After graduation she worked at 

Edelman in New York City as a public relations practitioner for three years. In 2010, 

Lucy began with Lighthouse Public Relations in Jacksonville, Fla. where she is managing 

media relations and social media. 

 

Amy Riggan is Lighthouse Public Relation’s Chief Financial Officer. Amy is a graduate 

of the University of North Florida. She received a Bachelor of Science in Communication 

with a focus in public relations. After graduation, Amy relocated to Seattle, Wash. She 

accepted a position with Seattle Children’s, a hospital dedicated to groundbreaking 

research and healing children in the Pacific Northwest. After working as a PR/Marketing 

Coordinator for five years, she returned to Jacksonville and the sunshine to pursue a 

career with Lighthouse Public Relations. 

 

Client Background  

 

The University of North Florida is a premiere public university that was established in 

1972. Before UNF was established as a four-year university, it helped local community 

college students finish their degrees. UNF has transitioned over the years and now offers 

bachelor’s, master’s, and doctoral degrees. There are five colleges that are located within 

the university: the Coggin College of Business, the Brooks College of Health, the College 

of Arts & Sciences, the College of Computing, Engineering and Construction and the 

College of Education and Human Services.  

 

The university’s creed is “No one like you. No place like this.” This is significant to the 

16,373 students that are currently enrolled. UNF offers a multitude of student life 
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activities that are able to accommodate any type of person. There are over 180 clubs and 

organizations that are funded by UNF Student Government. UNF takes pride in the 19 

NCAA Division I sports teams that are on campus. The university also has 24 fraternities 

and sororities that benefit the students.  

 

The University of North Florida has a set of core values that are instilled upon each 

student when they receive their identification cards at orientation. The core values are the 

pursuit of truth and knowledge, ethical conduct, community engagement, diversity, 

environmental responsibility and respect and civility.  

 

Situation Analysis 

 

The University of North Florida, located in the metropolitan area of Jacksonville, faces 

the challenge of reaching the growing numbers of young people in the north Florida area. 

These students are mainly students of color and/or those for whom English is a second 

language.  It is crucial to the economic success and mission of the university to recruit 

these students.  

 

In order to compensate the rapid growth, we have created a campaign that will reach 

eighth through 10th-grade students and their parents with the proper information about 

UNF’s language services, what benefits the campus has to offer, numerous scholarship 

opportunities available and most importantly why college should be an option for them.  

 

This plan not only involves students, but also specifically targets their parents. The steps 

we have taken in researching the audience will ensure a successful campaign.  

 

Secondary Research 

 

According to the University of North Florida, 16,373 students are currently attending the 

university. The demographics on campus are not widely varied; 72.9 percent of students 

are Caucasian, while Black students make up 9.6 percent of the student body and 
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Hispanic students only account for only 7.6 percent. This lack of diversity could hinder 

the chances of low-income Black students and students that speak English as a second 

language from applying to UNF because they may feel like the minority.  

  

UNF’s International Center offers a variety of English language programs. The programs 

are geared towards teaching students and members of the community how to speak 

English and adjust to English culture. The programs are the English Language Program 

(ELP), the Intensive English Program (IEP), the Community Evening English Programs 

(CEEP) and Customized Language Courses (CLC). The International Center is important 

to our campaign because it could serve as a home base for students who do not speak 

English as their first language, which as a result would prompt those students to apply to 

UNF. 

 

The university offers a wide variety of scholarships for all types of students. According to 

UNF’s admissions office, there are two scholarships that students could apply upon 

completing their UNF application. The Adam W. Herbert Scholarship grants $3,000 per 

year for four years. The requirements to receive this scholarship are to graduate from a 

high school in Duval County and to complete the Free Application for Federal Student 

Aid (FAFSA) and determine a need for the scholarship. Since the minority students live 

in Duval County, these students can possibly be afforded the opportunity of receiving this 

scholarship. The Andrew A. Robinson Scholarship grants $5,000 per year for four years. 

This scholarship gives preference to students who are inner-city residents in Florida. The 

requirements state that students applying must live on campus, complete the FAFSA 

form and indicate need for the scholarship. These eighth to tenth-grade minority students 

live in inner-city parts of Jacksonville and would very likely meet the criteria of the 

scholarship. This scholarship is also beneficial because it requires that the student live on 

campus, which would eliminate the problem of UNF being too far away from their home. 

These scholarships are vital to our campaign because it gives our audience the ability and 

possibility of attending college with monetary help.  
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According to State University website, about half of the students attending receive some 

form of financial aid. The average amount of money students receive is roughly $1,500. 

Most students who apply for financial aid at UNF do receive it. This gives these students 

more of an incentive to apply to college because they have the possibility of having the 

financial means of paying the costs of college on their own.   

 

Primary Research 

 

If Lighthouse Public Relations is the chosen agency, we will conduct interviews with the 

eighth through tenth-grade students that will attend the UNF visit. When we visit the 

middle schools and high schools, we will gather five to 10 students per grade level and 

conduct pre-interviews with them. The questions in this interview will attempt to 

understand the student’s interests, what they like about school and what they aspire to be 

when they get older. The post-interviews will occur after the students visit the university. 

We will attempt to measure what their overall impression of how UNF was, what they 

thought of the whole college experience, what they liked and did not like about UNF and 

other questions relating to UNF. For example, if they had the option, would they attend 

college and if they thought they would have an efficient learning experience at UNF? 

 

Exploratory Research 
 

To better understand how to relate to our target audience, we surveyed 30 students who 

currently attend UNF to analyze what they looked for when choosing a college. This 

research helped us create and then conduct our surveys for the low-income students who 

are in eighth to 10th-grade, in the selected middle schools and high schools. In the survey, 

we asked current students questions about UNF such as, why they chose to attend UNF, 

how they found out about UNF, how involved their parents are in their education and if 

they were receiving financial aid. We asked these questions to analyze why students 

choose to enroll at UNF, to find out how students learned about UNF, to see how much 

involvement their parent(s) put into their education and to better understand just how 

many students are receiving financial aid.  
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Based on the results of the survey, 73.34 percent of the students heard about UNF 

through a family member or a friend, while 16.67 percent found it through word of mouth 

and 10 percent learned about UNF on the Internet. The majority of students, 51.61 

percent, chose UNF because of low class sizes, while 38.71 percent chose UNF because 

of the majors and minors it had to offer. Only 16.13 percent chose UNF because of 

scholarship opportunities. Out of the surveys taken, 90.32 percent of the student’s parents 

are involved in their education and 64.52 percent of the students are receiving financial 

aid.  

 

This survey helped us analyze and understand students’ reasons for choosing college 

along with understanding how many students receive financial aid. This survey can also 

aid us in reaching our goal of reaching out to low-income eighth to tenth graders. 
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S.W.O.T. 

 

Strengths 

• UNF is a well established, growing public university.  

• UNF offers an English Language Program (ELP) that helps students and 

professionals adjusting to the English language and culture.  

• UNF offers over five categories of scholarships and grants for all students, 

including a “First Generation Scholarship.”  

• UNF offers Community Evening English Programs (CEEP) for students, 

members of the community or international visitors.  

Weaknesses 

• Tuition is higher than other public colleges in the Jacksonville area.  

• The distance to UNF is farther away than other college campuses in Jacksonville.  

• The diversity on UNF’s campus is very low.  

Opportunities  

• UNF’s International Center helps build students’ confidence in speaking and 

interacting with other students.  

• Students have the opportunity to work alongside community leaders in major-

specific courses. 

• Students have exclusive access to over $6 million of Alumni donations to aid 

them in tuitions and fees.  

Threats 

• Other colleges in Jacksonville offer more convenient campus locations.  

• Other colleges offer lower tuition costs.  

• Other college campuses are more diverse than UNF’s .  

• Easier admission to other colleges in Jacksonville.  
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Overall Campaign Goal 
The goal of this campaign is to educate Jacksonville’s eighth through 10th-grade low-

income students of color and whom English may be their second language, on the 

benefits of attending college, specifically at the University of North Florida. In turn 

increasing enrollment of this traditionally underrepresented population and increasing the 

diversity on UNF’s campus. 

 

Audiences Analysis 

 

The target audience for this campaign is separated into three groups: 

I. Eighth-grade minority students in low-income homes or whom English is their 

second language. 

II. Ninth and 10th-grade minority students in low-income homes or whom English is 

their second language. 

III. Parents of the selected students. 

 

The first segment of the target audience is eighth grade students who are from lower-

income families possibly of color and whom speak English as a second language. We 

want to target both male and females that do not know the benefits, scholarships and 

language programs that UNF has to offer. The students attended middle schools in Duval 

County that are located on the north, west and south sides of town.  The specific middle 

schools being targeted are Alfred I. Dupont Middle School, Northwestern Middle School, 

Eugene Butler Middle School and J.E.B. Stuart Middle School.  

 

The demographics of each school are fairly similar despite location differences. These 

percentages of Black and Hispanic students are correlated with the economic standing of 

the location of the school. According to USA School Info, the demographics for the 

schools are as follows: 48 percent of DuPont Middle’s student body is Black and 14 

percent is Hispanic, 99 percent of the student body of Northwestern Middle is Black and 

0.2 percent is Hispanic, likewise, the student population of Butler is 96 percent Black and 
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0.3 percent Hispanic. J.E.B. Stuart Middle is closer to DuPont being 57 percent Black 

and 10 percent Hispanic. These schools directly correlate with our high school audiences. 

 

The second segment of the target audience is ninth and 10th-grade students who are from 

low-income families possibly of color and whom speak English as a second language.  

Like the first segment, we want to target both male and female students that do not know 

the benefits and programs that UNF has to offer. These students attend Samuel W. 

Wolfson High School, William M. Raines High School and Robert E. Lee High School. 

These students are interested in what is the next hot trend in clothing and electronics. 

Although the income is low, many of these students keep up with the trends that are 

“hot.” Just like the middle schools mentioned before, all of these schools are 

predominately Black schools with a low Hispanic ethnicity percentage.  

 

The third segment of our audience focuses on the parents of these students.  These 

parents and students live throughout Jacksonville. More specifically on the north side of 

town around Moncrief Road, Kings Street and Golfair Boulevard, the west side of town 

just south of Interstate 10, Roosevelt Boulevard and Park Street and the south side of 

town between Powers Avenue and San Jose Boulevard just south of University 

Boulevard. These parents are interested in the same trends that their children are in. 

According to City-Data.com, around 20 percent of these families speak Spanish or 

another Indo-European language at home. They shop at Publix, Walmart and Walgreens. 

Most families living in these areas that attend our targeted schools live right at or just 

below the poverty line. College is usually not a thought, but rather where they can find 

work right out of high school. 
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Objectives  

  

1. Bring awareness to at least 2,000 students in the Jacksonville area by June 

2014, on the benefits of attending college, specifically UNF. 

2. Increase awareness, by June 2014, of the parents of students in the targeted 

ZIP codes by 25 percent on the importance of their children going to college. 

3. Generate 1,000 “UNF Wants You” Facebook and Twitter media impressions 

by June 2014. 

4. Attract 500 of the targeted students to the UNF “Swoop Day” hosted by 

Lighthouse Public Relations. 

5. Educate 2,000 students by June 2014 on the requirements and process of 

enrolling to UNF. 

 

Communication Tactics 

 

Objective 1—Bring awareness to at least 2,000 students in the Jacksonville area, by 

June 2014, on the benefits of attending college, specifically UNF. 

 

Lighthouse Public Relations will be working closely with the principals and guidance 

counselors at four middle schools and three high schools. These schools will include 

Alfred I. DuPont Middle School, Northwestern Middle School, Eugene Butler Middle 

School, J.E.B. Stuart Middle School, Samuel W. Wolfson High School, William M. 

Raines High School and Robert E. Lee High School. Principals and guidance counselors 

were chosen to aid us as a liaison because they are the main decision makers in the 

schools when it comes to students and their parents. With the assistance of the principals 

and guidance counselors we will incorporate two major visits to each of the schools. The 

first will be during the first month of the school year and the second will be after Swoop 

Day, in February. 

 

The first visit will consist of a meet and greet with potential UNF students. In the middle 

schools we will address eighth-grade classes and in the high schools, ninth and tenth-
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grade classes. The main purpose of this visit is to plant the idea of college into the minds 

of these students. Since college is such a foreign idea for these students our main purpose 

in this visit is to explain to them the importance on higher education. Lighthouse Public 

Relations will bring small “UNF Wants You” packets into the classes explaining the 

benefits of college. 

 

“UNF Wants You” packets will be available in two languages, English and Spanish, and 

will be written in very simple terms so that these students can easily understand and learn 

the importance on college, specifically UNF. 

 

“UNF Wants You” packets will include:  

• A Swoop Day Flyer 

o  Which will include information on the location, time and details 

on transportation and the event itself.  

• A Winner’s Circle Flyer 

o This flyer will include famous Hispanic and African-American role 

models have attended college and relate to the students’ 

background. 

• UNF Wants You Flyer 

o A flyer illustrating how the University of North Florida wants 

these students to consider UNF as their first choice for college in 

the future.  

• Key Chains 

o Every student will receive a key chain at our visits to the targeted 

schools. Students will be instructed during the visit to place the 

keychain on their key ring. This is a way of letting the students not 

only have UNF’s website link and social media connections at 

their fingertips constantly, but to serve as a daily reminder that  

UNF wants them to think of college as an option. 

• Possibility Flyer 
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o This flyer will include a brief description on scholarships, grants 

and what is required from the students to enroll. 

 

Objective 2—Increase awareness, by June 2014, of the parents of students in the 

targeted ZIP codes by 25 percent on the importance of their children going to 

college. 

 

To be successful, we will need assistance from leaders across our targeted ZIP codes 

to get the word out to potential UNF students. The leaders we are targeting are the 

ones closest to the students, their parents/guardians. The provider in every family, 

African-American low-income or non-English speaking, have one major common 

interest, they have to eat daily. We have researched the food sources in this area and 

have found that local grocery stores are not the primary food supplier in these areas. 

The common food provider in the targeted three ZIP codes included: McDonalds, 

Popeye’s and Walgreens. 

 

With this information Lighthouse Public Relations has decided to target these three 

sources. We will have booths, on select weekends throughout the school year, to 

provide information on Swoop Day and the possibilities their child could obtain from 

getting a higher education. Flyers and brochures, in English and Spanish, will be 

available for parents to take with them and volunteers will man the booths to answer 

any questions parents may have. This step is key in our campaign because parents are 

the main decision makers in a family. With promotional material at these targeted 

areas, Lighthouse Public Relations will encourage parents to assist in giving their 

child a brighter future, with UNF. 
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Restaurant 

32209  

ZIP code 

32217  

ZIP code 

32205  

ZIP code 

Applebee's     1 

Arby's     1 

Burger King 1   1 

Church's Chicken 1   1 

Dairy Queen     1 

Domino's Pizza     1 

Dunkin Donuts     1 

Hardee's     1 

KFC 1   1 

McDonalds 2 2 2 

Papa Johns   2 1 

Popeye’s 2   3 

Publix   1   

SONIC     1 

Subway 1 4   

Taco Bell 1     

Wal-Mart     1 

Walgreen's 1 1 3 

 
Information is according to the City-Data website. 

 

Objective 3—Generate 1,000 “UNF Wants You” Facebook and Twitter media 

impressions by June 2014. 

 

With social media dominating the way of communication for our targeted audience, we 

will use it as a main tool to get our message noticed. Facebook and Twitter are the two 

we will be using. Even though UNF has different Facebook pages and a Twitter accounts 

for different areas of the school, Lighthouse Public Relations will create one for each 

media, to ensure that our message is retrieved.  
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With our created Twitter account, our slogan will be our main hashtag for easy access to 

information and conversations surrounding UNF enrollment and facts. Lighthouse Public 

Relations will be tweeting during peak hours in attempt to gain the most media 

impressions. We will also be re-tweeting celebrities and news stations on our events in 

attempt to get more coverage. 

 

With our Facebook account we will create a new fresh Facebook page that is more 

aesthetically appealing to the target audience. We will incorporate our slogan “UNF 

Wants You” throughout the page and will be posting information on events, while 

keeping parents and students updated on any changes in enrollment or requirements. 

Facebook will be a vital tool because it allows us to create and post visuals that appeal to 

our target audience. 

 

Objective 4—Attract 500 of the targeted students to the UNF “Swoop Day” hosted 

by Lighthouse Public Relations. 

 

Lighthouse Public Relations will host a “Swoop Day” at the University of North Florida. 

Swoop Day will be a day of inspiration, to give the students a visual of what college life 

would be like. Swoop Day will start with a pick up from the high schools around 9 a.m. 

and be scheduled at UNF between the hours of 10 a.m. and 3 p.m. Lunchables and water 

bottles will be given to the prospective students throughout the day. 

 

Since the students invited to participate are still in school full-time and cannot drive, the 

event will be held on a Saturday and we will provide school buses to pick them up from 

their school. The pick-up site will be at their schools because it is located near their 

homes and should be easy to get to. Saturday was chosen so that our tour does not 

interfere with the student’s academics. 

 

Swoop Day will consist of a tour of UNF, activities and guest speakers. During the tour, 

we will show important locations to students to gain their interest in the University will 
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include but are not limited to: The Fountains (the potential freshman living quarters), the 

state-of-the-art Wellness Center, Thomas G. Carpenter Library (so they know there is a 

place allotted specifically for studying and academic resources), Student Union (a vibrant 

place for students to interact), the International Center (for those whom English is their 

second language) and UNF’s courtyard which houses statues of two influential men, 

Martin Luther King Jr. and Gandhi.  

 

Many key points will be made throughout the tour. The first point will be the close 

proximity between UNF and the town center. Students who need to maintain a job during 

school will be able to with the many shops and restaurants in walking distance. The 

second point will include details about, Jacksonville Transit Authority, the public 

transportation routes that run through UNF’s campus. This will allow students without 

cars to be able to commute around the Jacksonville area, including a way to travel to their 

local families. Also noted will be how if they attend UNF as opposed to other colleges, 

not only are they getting the full college experience by living on campus, but will never 

be too far from their loved ones.  

 

An appearance by President John A. Delaney will be made to encourage the students to 

apply to UNF and a chance for them to meet and greet with the president of the 

university. Other activities will include, games on the green. During the activities on the 

green, we will have games such as corn hole and flag football.  To help with the activities 

on the green, we have secured three Jacksonville Jaguar players to volunteer to help build 

the morale of the students and explain the importance of college. Lighthouse Public 

Relations chose Jaguar football players because the three that are volunteering their time 

have come from low-income families and are successful because of their college 

education. This will allow them to be strong role models for our participating students. 

 

The swoop squad along with volunteers from UNF’s sororities and fraternities will help 

guide Swoop Day, wearing their best UNF gear. Also, a translator from the language 

department will help translate during the tour for questions non-English speaking 

students may have throughout the day. Throughout the day, students will have 
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opportunities to ask questions and have a chance to learn about the requirements and 

enrollment process for UNF. Upon, loading the buses to return to their designated 

schools, students will be given a “Swoop Bag” which will include brochures and flyers 

about UNF to take home to their parents and to keep for future references. 

 

Objective 5—Educate 2,000 students by June 2014 on the requirements and process 

of enrolling to UNF. 

 

With Lighthouse Public Relation’s first visit to the schools, we plant the idea of college 

into the minds of these young students. On Lighthouse Public Relation’s second visit to 

our targeted seven schools, we will proceed in educating the targeted students on how to 

enroll to UNF and what is required from them.  

 

The second visit will take place in late February. The timing will be after Swoop Day, yet 

before the end of the school year. This visit is positioned in the middle of the school year, 

to help encourage those who were not able to attend Swoop Day to learn about the 

requirements and enrollment process UNF requires. Thus covering a large section of our 

target audience.  

 

With the approval of the principals and guidance counselors, Lighthouse Public Relations 

will go into the schools early in the morning, before school begins, to chalk the side walk 

with facts about higher education, along with quick references on how to enroll and what 

the requirements are. These sayings will be placed in high traffic areas for eighth through 

tenth-grade students. For the schools that have inside classes we will use posters for their 

classroom doors.  

 

This way students will be reminded of college daily and get the information needed. The 

“UNF Wants You” hashtag for Twitter and Facebook will be used along with a referral to 

www.unf.edu, so students can research outside of school if they feel they want too. 
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Creative Concepts 

 

Our campaign slogan is “UNF Wants You.” The communication barrier between higher 

education and students living in minority households that may not speak English as their 

first language must be taken down. Our slogan makes the message personal, UNF doesn’t 

want just anyone they want you. It gives hope to students who have never dreamed of 

college as an option. 

Lighthouse Public Relations chose not to create a new UNF logo. The University’s logo 

of an Osprey stands strong on it’s own and is synonymous with the school. When 

students think of how UNF wants them to enroll, they will imagine themselves as 

Ospreys. 

Timeline 

 

The 2013-2014 school year, for Duval County middle and high schools, will begin on 

Monday, August 19, 2013 and will end on Friday, June 6, 2014. The beginning of a new 

school year allows students to start fresh academically. To accommodate this, our 

campaign will begin Monday, August 26, 2013 and will run until June 6, 2014. This will 

give us four months to prepare for the start of the campaign. Since the length of the 

campaign is the full academic school year, we will have ample time to embed our 

message into the minds of our target audience. 

 

Evaluation 

 

Objective 1: Bring awareness to at least 2,000 students in the Jacksonville area by 

June 2014, on the benefits of attending college, specifically UNF. 

Evaluation: 

Lighthouse Public Relations will monitor attendance at each school visit to 

efficiently measure how many students heard our message of considering college, 

specifically UNF, in their future. 
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Objective 2: Increase awareness, by June 2014, of the parents of students in the 

targeted ZIP codes by 25 percent on the importance of their children going to 

college. 

Evaluation: 

As we interact with parents, at the information tables at the target locations, we 

will track how many parents were educated or affected by our message.  We will 

observe if there is an increase or decrease in interest on the topic. 

  

Objective 3: Generate 1,000 “UNF Wants You” Facebook and Twitter media 

impressions by before June 2014. 

Evaluation: 

Social media impressions will be measured by observing the interaction generated 

by users. On our “UNF Wants You” Facebook page, we will monitor the presence 

of viewers by the number of comments and “likes” the page receives. On the 

Twitter account, the number of followers, re-tweets and mentions will be 

measured to effectively reach our objective. 

Objective 4: Attract 500 of the targeted students to the UNF “Swoop Day” hosted by 

Lighthouse Public Relations. 

Evaluation:  

Create a Press Kit for local news stations to use in their broadcast, with 

information on the tour we will be giving. Flyers and information will be posted 

at the targeted schools for students. During the event, we will calculate how many 

students attended from our target audience. 

 

Objective 5: Educate 2,000 students by June 2014 on requirements and the process 

of enrolling to UNF. 

Evaluation: 

During our Swoop Day event and throughout our visits to the targeted schools, we 

will be educating students on requirements and the process to enroll at UNF.  We 

will survey students after our Swoop Day event to estimate how many students 

absorbed the information on how to enroll or if they understand how to find the 
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information electronically should they forget any details. This is our most 

important evaluation because it will let us know how effective we were in our 

overall campaign. 
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Recommended Budget 

 

Social Media 
Lighthouse Public Relations 

§ Site Development         $0 
§ Monthly Fee  

   (Updates, adding materials, etc.)  $50 @ 11 month s   $550 
 
Print and Marketing Materials 
Office Max & 912graphics.com 

§ Flyers for schools/Info Booths  
20,000 4x6 flyers (with shipping)     $700 

§ Promotional Pens  
5,000 @ 50 cents/each      $2,500 

§ Key chains  
5,000 @ 85 cents/each                 $4,250 

Swoop Day  
Venue (Student Union Ballroom and UNF campus)       $0 

§ Transportation 
School Buses—48 seats per bus 
$225 per bus… 500 students 
11 Buses @ $225         $2,475 

§ Jacksonville Jaguars 
    (Community service)        $0 

§ Volunteers          $0 
§ Nestle Pure Life Purified Bottled Water  (Sam’s Club) 

72 Case Pallet Bottled Water  
 24 bottles per case @ 72 = 1,728 total bottles  
 @ $5.50 per case       $399 

 
§ Oscar Mayer Lunchables (Costco) 

 Five @ $6.34 1700/5= 340  
 340x $6.34         $2,156 

 
§ 10 Man Flag Football Set (Target) 

 Five @ $17 per set         $85 
Unforeseen Expenses 
 Extra buses, food, etc.         $1,000 
Agency Expense 
Lighthouse Public Relations’ Campaign Expense       $8,000 
 

_____________ 

TOTAL: $22,115 
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