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Situation Analysis 

Internal Environment 

According to The Breeze’s media kit, they have several mediums they use to reach their 

audience, including a weekly print newspaper, a website, multiple social media accounts on 

Facebook/Instagram/Twitter, a newscast, an email newsletter and other specialty publications 

along with a guide for incoming students.  Using all of these forms of media allows the brand to 

hit various touch points.  In total, the brand has a targeted audience of over 22,000 students who 

make up about 40% of Harrisonburg’s population - this results in a very specific and well-defined 

target audience.  All of The Breeze’s social media outlets, specifically, could be leveraged better, 

so that The Breeze can increase their current impression count and engagement, as well as create 

incentives for their audience to interact with their content. 

According to Blake Shepherd, one of The Breeze’s leaders, if he could describe the brand 

in three words, it would be “now you know.” They are a driven and passionate brand, motivated 

to accurately and quickly inform the JMU community. An issue with the corporate culture, 

according to Blake, is that they have high turnover due to graduating and transferring students 

since it is a student run newspaper. This makes it challenging because it requires frequent transition 

training as well as readjustment to new creative minds.  They are supportive of the transparent and 

decentralized norms of social media because they adhere to the unofficial rules of each platform.  

However, an issue we found on their Facebook profile was that there was an opinion article written 

about the recent Nike + Kaepernick controversy. This shows that they do not separate The Breeze 

as a whole from individuals who post opinion pieces.  This creates an issue for their brand, because 

without clear differentiation between the two or expression of both sides, readers may think that 

The Breeze is associated with certain political views. 



Iraheta, Reyes, Richardson, Rogers and Shahcheraghi 2 
 

After interviewing Blake, we learned that there is not a current position at The Breeze that 

is specific to handling the social media accounts.  They hope to create a resource for this in the 

future as a way to gain expertise on social media marketing and have a consistent voice in their 

postings.  In regard to use of social media content organization platforms, Blake explained, “Our 

online content manager uses Hootsuite for social media, but it is my understanding that we are 

considering a change.” They currently have social media policies and procedures in place but they 

are not well structured. These policies and procedures need to be reviewed, structured, and well-

known throughout the whole organization.  

External Environment 

 The Breeze’s current readers are James Madison University students, staff, and alumni. 

Looking deeper into JMU’s demographic data, one can see there are 22,667 students, 2,800 faculty 

and staff, and around 125,000 alumni at James Madison University. JMU freshmen make up 24% 

of the student body, and 60% of the student body is female and 40% male. Additionally, it is 

important to note that 75% of the student body are in-state students, and 68% of them live off 

campus. Because students serve as the primary audience, it is essential to understand where they 

live back home and where they live locally, in order to create relatable content. According to The 

Breeze’s media kit, they had a 46% increase of users 2016-2017, totaling to 751,194 users. 

Interaction on their social media takes place 70% on mobile and 30% on desktop, with a majority 

of users being 18-24 years old.  

 Indirect competitors for The Breeze include other JMU media sources like the Student 

Government Association and The Tab. These two organizations, like The Breeze, post JMU news 

articles consistently, which creates a saturated market for this type of information. Neither of these 

media outlets have differentiated themselves when it comes to reporting news. According to Blake, 
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The Breeze does not have any direct competitors, but JMU Athletics does compare with them in 

terms of revenue stream from advertisements; “technically speaking, we are the only weekly print 

publication and only student news service. JMU Athletics is probably considered our biggest 

competition in terms of eyeballs and revenue,” (Blake, 2018). The Breeze tries to combat 

competition with JMU Athletics with their Breeze Sports website and social media pages.  

 The Breeze currently uses Facebook, Instagram and Twitter to post JMU news, articles and 

opinion pieces. This aligns with their marketing and promotional plans, which entails consistently 

sharing news that JMU students and faculty will value. They do not make an effort to specifically 

advertise their organization through their social media activities, because all of their posts are 

related to specific stories that are being posted in the newspaper itself or other stories that are being 

reported online. The exception to this is found in print ads of their student newspapers, which 

incorporate incentives to follow their social media accounts.  

 The Breeze faces external environment issues that fall under the media industry. The 

following exhibit details this information through a PESTEL analysis.  

 

Political 

The current political climate has created a distrust of all news sources. This 

impacts how well a newspaper is performing because people have started to 

get their news from all kinds of alternative sources. (Gelfert, 2018). 

 

Economic 

Stock prices and GDP affect how much money can be invested into having a 

team of researchers to obtain information (Rainie and Purcell, 2010). 

 

Social 

Millennials are obtaining news from various sources, such as Snapchat or 

Twitter. (Lenhart, Purcell, Aaron and Zickuhr, 2010). 

 
Technological 

The creation of smartphones results in the majority of news being accessed 
from mobile device and applications. (Olmsted, Rim and Zerba, 2013).  

 

 

Environmental 

Due to an increasing awareness of “green initiatives,” individuals are reading 
less newspapers and turning to digital forms of news to decrease 

environmental waste. Weekday distribution of print newspaper has decreased 

11% and Sunday circulation has decreased 10%. (Pew Research, 2018). 
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Legal 

Copyrights and patents affect how the news industry shares information and 
what type of information they can share (Johnson, 2014). 

 
Social Media Audit 

Sentiment Analysis 

The sentiment analysis below is of the three social media platforms primarily used by The 

Breeze for the months of June 2018 to September 2018. These sentiments display a lack of 

connection of viewers with the actual content that is being put out by The Breeze on social media. 

This can be seen in the large amount of neutral reactions compared to the much smaller counts of 

positive and negative reactions. Positive responses to the content only account for 2%, 12%, and 

4% of the reactions on Twitter, Instagram, and Facebook respectively.  Most of the comments are 

only made in reference to the event being discussed in an article or a response to a previous 

comment on a post, but very few attempts to interact with The Breeze. There were many posts that 

received no comments at all. 

 Twitter Sentiment Instagram Sentiment Facebook Sentiment 

Positive 2 2 4 

Negative 3 0 7 

Neutral 64 16 89 

Total Positive 2.89% 11.11% 4.0% 

 
Social Media Presence 

Facebook 

Average Response Time - Within a few hours 
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Twitter 

 

 
 

Impressions - March 2018 to September 2018 3.1 Million  

Engagement - March 2018 to September 2018 3.1% 
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Instagram 

 

 

 
Engagement 

Over the last 4 weeks, the average engagement on The Breeze’s Instagram account was 

2.58% of all 1,673 followers. The most engaged post over this period of time was the Photo of 
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the Year featuring a dog on the quad. The posts that received the lowest engagement were 

features of The Breeze’s newspaper covers. Overall for the past 4 months, average engagement 

falls around 5% total engagement in reference to their 1,673 followers. 

Types of Posts 

 
Of the posts that were analyzed, a third of them featured the Breeze’s physical newspaper 

cover with captions such as “Check out this week’s newspaper cover.” As stated above, we 

discovered that these particular types of posts received the lowest engagement. The second most 

popular type of post was about JMU sports teams and updating followers on scores and local 

sporting events. Other posts revolve around articles on various different topics such as opinion 

pieces, local news events, on campus events, and special reports.  

 
Social Media SWOT Analysis 

Some of the strengths of The Breeze as an organization include that it is a student run 

organization, with the help of some faculty, which is able to provide multiple perspectives and 

knowledge to offer as insights for content.  The Breeze has multiple mediums to reach their target 

audiences, which they monitor and adjust content in order to conform to the style of each platform.  

They are not funded by the university, so they are allowed freedom to discuss a wide range of 

topics. 

The Breeze also has some weaknesses. For example, they do not have a specific social 

media marketing plan or team. Their employee turnover is high, mainly due to students graduating. 

This is a weakness because it requires time to hire and train new employees.  Also, they do not 

cater their message based on the social media platform they are posting on.  This creates over-

exposure to the same message and a lost opportunity to engage in conversation based on the 

audience of each platform.   
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The Breeze has many opportunities to expand their current social media offerings to make 

them more involved with readers.  There is currently hardly any engagement between The Breeze 

and their readers, so they have opportunities to become more responsive in their comments section 

on all three of their most predominantly used social media accounts. A lot of students are not aware 

of The Breeze’s online presence. They can use this information to boost their advertisement for 

their online presence, seeing as most of their target audience no longer has an interest in the 

physical newspaper. 

With the growing trend of “fake news,” people are reluctant to trust news sources. This 

could cause sources, like The Breeze, to lose viewership amongst students and faculty. Other 

student news organizations around campus, such as The Tab and Student Government, also post a 

lot of JMU related news and articles, so The Breeze needs to find ways to differentiate themselves 

and find ways to stand out in a highly saturated JMU news market. 

Social Media Objectives and Budgeting 

SMART Objectives 

Our main goal is to grow the social media engagement, brand awareness, and positive 

sentiment of The Breeze by creating active viewership through a user experience unlike any other. 

We want people to seek out news and experiences from The Breeze because they are different, 

they create connections with their audience, and they report what the viewers want to see. We want 

this change to take place over the next 12 months beginning in August of 2019. Through our 

established themes, we want to implement changes in content that is produced every month and 

make them consistent with the goals we are setting out to achieve. We are promoting The Breeze 

in Harrisonburg, Virginia and more specifically throughout the campus of James Madison 
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University. Seeing as this is a student run newspaper and organization, JMU’s campus and 

surrounding area is the most fitting and contains the majority of our target audience.  

The measurable objectives that we are looking to increase for The Breeze are an increase 

in brand awareness, engagement, and sentiment. Our goal is to increase brand awareness and 

engagement across all platforms by 15% total for the first year. We also want to see positive 

sentiments increase by at least 20% total across all platforms three platforms. The metrics that we 

would be using to measure this are views, impressions, mentions, interactions, time spent on social 

pages, comment volume, contest participation, and sentiment. Throughout our year of content that 

we have created, we want to be able to effectively implement a plan for measurements. This will 

ensure that we are constantly observing what is going right and what is going wrong. We want to 

use the DATA approach to define the results that our program is designed to promote, then asses 

the costs of the program and the potential value of the results, then track the actual results, and 

finally adjust the program based on results so that we can optimize future outcomes. 

In order to reach this goal, we are creating a twelve-month content calendar in which the 

content embodies three themes: humanization, differentiation, and overcoming the odds. We want 

to be able to create relatable and entertaining content that will cause readers to not just read the 

content, but to comment, like, share, and participate in it. This will allow us to help reach our goal 

of increasing awareness, engagement, and sentiment for The Breeze. We want to see people 

creating personal connections with the newspaper and the people whose stories are told through it. 

In order to reach this goal, we need to make people, care and we think this is the way in which we 

can accomplish that. 

The results that we are seeking to get are practical because The Breeze has already created 

all of their social media platforms and each platform has a decent following ranging from 1.7k to 
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12k. Having the audience makes it easier, but it just shows that the issues we are trying to combat 

are there. The engagement, awareness, and sentiment are not there even though they have over 

twenty thousand followers across all accounts, so it is practical to say that a change in content will 

help bring gradual increase in all of our objectives. 

Timeline of Projected Achievements  

Month 

1 
The Breeze should start engaging with people who are commenting on all different 
posts across all different platforms to make the user feel like they are cared about and 

being listened to. 

Month 

2 

Within two months, we want them to start creating additional content ideas that fit 

with the themes humanization, differentiation, and overcoming the odds. This will 

ensure a consistent amount of content to roll out while being able to change it up as 
much as possible. 

Month 

3 
By month three, we hope to see more consistent engagement that includes back and 
forth conversation between The Breeze and readers and longer page views because 

the readers are more involved in their viewing experience. 

Month 

4 
By month four, we want to be seeing more people who follow The Breeze on social 
media getting involved with the content and not just reading it. This can be seen 

through comments or through participation in contests or polls. 

Month 

5  

By month five, we want to see around 6.25% total growth in awareness and 

engagement across all of the platforms and 8.33% total increase in positive sentiments. 

Month 

6 
By month six, we want to see a sustained growth in views, likes, comments, 
participation, and positive sentiments towards The Breeze social media platforms.  

Month 

7  
By month seven, we want to have received positive feedback on the specific themes 
that we are basing our content of off. We want to see people feeling a connection to 

the content. 

Month 

8  
By month eight, we want awareness and engagement to be at or above 10% in total 
across platforms and sentiment should be at or above 13.33%. 

Month 

9 
By month nine, we want to be getting attention from influencers of the university and 
students that are influencers that can help grow and disperse The Breeze’s content. 

Month 

10 

By month ten, we want to be seeing consistent increases in the viewership on 

individual posts, likes, and comments. We do not want to see dips or posts that get 
little to no likes or comments. 
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Month 

11 
By month eleven, we want to see at least 13.75% total growth in awareness and 
engagement across all platforms and at least 18.33% increase in positive sentiments.  

Month 

12 
Month twelve should be used to analyze all of the metrics data that we can receive 
from Facebook, Twitter, and Instagram, but an emphasis should be put on views, 

impressions, mentions, interactions, time spent on social pages, comment volume, 

contest participation, & sentiment because these are the metrics that will let us know 
if our objectives are being met. 

 
Target Audience 

 The Breeze currently targets JMU college students, alumni, and faculty. These audiences 

currently live in the social communities of Twitter, Facebook, and Instagram. They use social 

media to develop a social identity and maintain a social presence. JMU college students use 

Instagram to post pictures of their friends, family and their college life. They use Twitter to share 

funny content with them and news updates. Facebook is used mainly to keep family and friends 

updated on events happening in their lives, updates from any Facebook groups they are a part of, 

as well as to receive local and national news either from their friends or from news sources that 

they follow. What is most important to JMU students is entertainment and topics relating to them.  

Buyer Personas 

Based off the personal interviews we conducted during and outside of class, we have come up 

with the following buyer personas for The Breeze. These individuals will be kept in mind while 

conducting all social media marketing efforts, in order to ensure that every campaign begins with 

the values and needs of the target audience.  
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 Caroline represents our student target market. She is between the ages of 18 and 24 and is 

currently living in the Harrisonburg area. She attends James Madison University, lives off campus, 

and has a large sense of school spirit.  Her age group makes up 29% of the viewing demographic 

for The Breeze and is the most important target market (Madison Student Media, 2017). She is an 

avid social media user, but does not search for much news on social media. She loves content like 

videos, quizzes, and photos that come from news sources online that make her feel like she is a 

part of the social media experience. 
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 Matthew represents our alumni target market. He is between the ages of 25 and 34 and has 

recently graduated from James Madison University. His age group makes up 22% of The Breeze’s 

target market and is second most important to total viewership (Madison Student Media, 2017). 

Matthew wants to keep in touch with what is going on in and around the JMU community and 

does this primarily through social media posts on Facebook and Twitter. He is not very familiar 

with The Breeze, but he remembers it being the student newspaper at JMU when he was in college.  
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 Grant represents our university faculty target audience. He covers a large range of 

targeted ages spanning from 35 to 54. This age group contains 33% of readers for The Breeze, 

but the overall population of faculty is much smaller than that of students, making that 

percentage less significant (Madison Student Media, 2017). He is a professor at JMU who is 

interested in staying connected both with the students at James Madison, but also has an interest 

in the surrounding community. He is married with two kids, so he is busier than most, but he still 

likes to take time to log onto his Facebook and Twitter accounts to check news from friends, 

family, and different news outlets. He currently reads The Breeze, but hardly ever engages with 

their content with comments, likes, or shares. 
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Social Zones 

 The four social zones are as follows: Social Community, Social Publishing, Social 

Commerce, and Social Entertainment.  The Social Community zone focuses on relationships by 

sharing, socializing, and conversing with viewers.  Conversation and collaboration based on 

content are the principal activities in this zone. Social Publishing is made up of editorials, 

commercials, and user-generated content.  In this zone, the primary focus is that of disseminating 

content to an audience by producing unique content and enabling participation and sharing.  The 

third zone, Social Commerce, is made up of customer relationship management, retailing, sales, 

and human resources.  This zone mainly is concerned with getting buyers to complete the stages 

of the purchase decision process.  Lastly, the Social Entertainment zone includes social games, 

socially enabled video games, alternate reality games, social music sharing, and social television 

outlets.   

 Considering the objectives, strategy, and insights discussed above, The Breeze will focus 

solely on the Social Community and Social Publishing zones in the social media plan described 

below.  They will focus more of their attention on Social Community with a small focus on Social 

Publishing, as opposed to focusing all their attention on Social Publishing which is what they do 

now.   

To make a large presence in the Social Community zone, The Breeze will begin to slowly 

rebrand their image and content by making it more appealing to JMU students.  Content will be 

more focused on getting audience members to participate in the kinds of activities that enable them 

to build and maintain their relationship with both The Breeze brand and other members of the 

following community.  Some examples of posts that fall under the Social Community zone, and 

that will be implemented in the plan below, are posts that invite consumer engagement, posts that 
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reflect listening and responding to audience conversations, and brand broadcast posts. By focusing 

more on growing their Social Community, The Breeze will develop a loyal following of readers 

and increase brand engagement. 

Secondary, to re-develop themselves in the Social Publishing zone and reduce the amount 

of content in this zone, The Breeze needs to focus on creating and distribution valuable, relevant, 

and consistent content to attract and retain their audience without annoying them.  Currently, The 

Breeze’s most popular type of posts focus around sharing newsletters and blog posts.  These types 

of posts have become over-exposed and worn out, causing a loss of interest by followers.  To 

efficiently reconstruct their presence in the Social Publishing zone, The Breeze will begin creating 

and sharing content more like feature articles and live videos versus the typical news 

article.  Feature articles allow for a spotlight to be cast on a specific member of the audience, 

relating back to growing the Social Community zone.  Putting members of the community at the 

heart of the event gives the reader someone to relate to and taps into the natural curiosity of college-

aged people. 

Content Calendar 

The following image details how the content for this campaign will be laid out for the 2019-2020 

Academic year.  
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Experience Strategies 

The Breeze has the unique position as being the only student run school newspaper that is 

unaffiliated with JMU and self-funded. The goal of our campaign is to increase the brand 

awareness and brand sentiment of The Breeze in order to develop a stronger relationship between 

The Breeze and their audience. Our target audience for our campaigns are JMU students, because 

we want to increase awareness and views of The Breeze from the JMU community. The cheapest 

and fastest way to spread brand awareness is through word of mouth, therefore we want our target 

audience to increase the brand awareness of The Breeze by sharing articles through word of mouth, 

re-sharing of social posts, and by interacting with the brand on social media. Influencers that can 

persuade the target audience to follow The Breeze are the following accounts: JMUSports, JMU 

Greek pages, JMU Organizations and JMU Facebook Class pages. These groups would want to 

share the campaign content from The Breeze because it will feature their members and content 

relevant to their values. They will value these campaign posts because it will also increase their 

brand awareness and look good for their organizations.  

The campaign will follow three themes; humanization, differentiation and overcoming the 

odds. The campaign will entail storytelling and user generated content to increase brand awareness 

and sentiment. The posts that fall under the theme of humanization serve a goal of humanizing the 

brand, through content and copy that offer familiarity to the target audience. This theme will 

deepen the connection between the individuals behind The Breeze with the target audience. As an 

account that is extremely associated with JMU, the goal of the theme of differentiation is to create 

content that sets The Breeze apart from other JMU news accounts. Other JMU accounts typically 

have repetitive content, such as a “humans of” posts or a campus update post. By differentiating 
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The Breeze from other JMU accounts, the brand will be enhanced and individuals will know to go 

to The Breeze for unique content. The posts that fall under the theme of overcoming the odds, will 

entail content that emphasizes hardships among the JMU community and how individuals 

overcame them. The goal of this theme is to inspire others and pull at the heart strings of our target 

audience, which will increase The Breeze’s brand as a place for empowering and motivational 

content. The following is how we will implement these themes across the 2019-2020 JMU 

academic school year, along with one experience per month that is fully developed.  

12 Month Plan and Theme Development 

Starting with August 2019, the post that falls under the humanization theme will be in 

partner with JMU’s 1787 August Orientation week. For the month leading up to 1787 Orientation 

week, The Breeze will share unique stories of rising freshmen, such as those from different 

countries or backgrounds. Sharing the stories of these types of students will showcase the 

individuality and uniqueness of the culture of JMU and get students excited to start the new 

semester. Also, The Breeze needs to implement the use of storytelling to gain more engagement 

because it helps others relate to each other and holds the attention of the audience. The posts under 

the differentiation theme will entail taking a more external view, beyond the JMU bubble. There 

will be posts about current events, such as local and national news stories, that will differentiate 

The Breeze from JMU news outlets that focus primarily on campus events. The overcoming the 

odds content for this month is developed in the Appendix below in Exhibit A. The goal of this 

content is to highlight an individual on a sports team who has a physical disability. Whether it is 

an intramural, club, or varsity sport, we aim to gain exposure of the individual’s journey and how 

their passion drove them to never give up. This will create brand awareness among the sports teams 
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and the disability service community at JMU, while at the same time, inspire others to not let 

obstacles stop them from doing what they love.  

In September 2019, The Breeze will begin posting about a #JMU20 senior bucket list, by 

using user generated content. This will entail The Breeze creating a senior bucket list for seniors 

to experience things they have not done yet, with content created by JMU alumni. This will create 

a stronger relationship between the seniors at JMU and The Breeze, because it showcases that The 

Breeze values users’ input. The differentiation themed posts for this month will be about current 

events in pop culture. The Breeze will keep up with current events in pop culture in order to appeal 

to the current generations. They will write an article or just tweet updates on big current events 

that JMU student have interest in. Examples could be of them talking about new shows on Netflix, 

movies coming out in theaters or talking about famous actors. The posts under the overcoming the 

odds theme for this month will be about highlighting the extreme differences between two friends, 

examples of these type of posts is seen in Exhibit B. The Breeze will interview people with two 

differing views (i.e. liberal vs. conservative) in the same room, and record their ability to have a 

mature conversation. Politics is a big talking point in our generation, and highlighting how friends 

with differing opinions can overcome their differing views, and be friends, will increase brand 

awareness among parties who follow both views. Other examples of differing views The Breeze 

can connect are individuals with different majors or individuals from completely opposite sides of 

the world. 

In October 2019, The Breeze will highlight the JMU men’s soccer journey, which will fall 

under the overcoming the odds theme. The JMU men’s soccer journey to the Elite 8 as an unranked 

team in 2018 involved overcoming the underdog obstacle. The Breeze will write an article of the 

JMU Men’s soccer team, titled a “Day in the Life” piece, focusing giving fans a view of their 
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journey. They will follow the team for a week and interview players about what they have to 

overcome in order to achieve this status. This will connect the audience members who are 

underdogs, and the JMU soccer community, to The Breeze, resulting an increase in brand 

awareness among all parties. The interactive pieces of social media, will be how The Breeze 

utilizes the differentiation theme for the month of October. This will include making polls that 

entice viewers to interact with the content, and then implement something on campus that is 

directly influenced by the poll results. Polls and surveys allow people to express their opinions and 

be part of the conversation. Moreover, students are curious about how their views line up with the 

rest of the university population. This idea will get users engaged and will allow The Breeze to get 

to know their audience better. An example of polls and action taken after polls, include asking 

their viewers what they want to read, and then posting about the winning result. The developed 

posts in Exhibit C below fall under the theme of humanization, and are called the 31 Nights of 

The Breeze. For this campaign, The Breeze will run a hashtag #jmuspookyszn Halloween themed 

month of content. This is a great way to use viewer generated content in The Breeze and get people 

excited because of the upcoming holiday. It would also give students something to look forward 

to seeing when they open their social media accounts every day during this month. 

The month of November is a popular time for food drives, due to it being the Thanksgiving 

season. Therefore, the post under the theme of overcoming the odds will highlight an individual in 

the Harrisonburg community that came out of poverty, and is now giving back. This will give JMU 

readers a chance to see the community outside JMU, as well as the hardships people face when 

they cannot afford food. There is a whole community outside of the JMU bubble that many 

students don’t see. The Breeze will bring light to how, with the community’s support, individuals 

can get through rough times. The differentiation post for this month will be about highlighting 
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players of the JMU football team. The Breeze will conduct an interview video with multiple 

players of the JMU football team to talk about their season thus far.  In November, the team is 

usually headed to the playoffs, so this would be a good time to get inside their heads and share 

their thoughts and feelings with the rest of the JMU community. This is different from other JMU 

accounts’ posts because it goes beyond the team’s scores and brackets; it entails getting into what 

is going on in the minds of the players. This will create a stronger brand awareness among the 

JMU football families and fans. The content our group developed on Buzzfeed will fall under the 

humanization theme. We constructed our own Buzzfeed article earlier this semester and think it 

would be perfect content to share on The Breeze’s platforms.  The content we created, seen in 

Exhibit D, is extremely relevant to the Thanksgiving season and is mainly targeted at the college-

aged audience.  After promoting this article for a week with minimal promotion efforts, it received 

a total of 1,061 views, so this would be a perfect piece of content to share with the JMU community 

while still increasing The Breeze’s overall engagement. 

The December 2019 content for the humanization theme will be about preparing people 

for the holiday season. By using the hashtag #25DaysofTheBreeze, students will submit their own 

photos on any platform any day in December, and The Breeze’s favorite photo of that day will be 

posted and the winning submitter will receive a small prize. This campaign will get users excited 

in anticipation of seeing their post shared with The Breeze’s audience, therefore increasing 

engagement. It will humanize the brand by showcasing that The Breeze values their users’ content, 

and is not an organization that is selfish with media shares. The overcoming the odds post for this 

month will highlight an individual that overcomes family obstacles. For instance, the individual 

that has differing views than the family they’re going home to, but the family is completely 

supportive. Individuals can send in their pieces about going back home and having to come home 
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a family that has completely different views than them. They can share about the struggles and 

how they overcome these differences, along with what their family’s support means to them. This 

will be viral content because the holiday season is often met with stressful family situations, so it 

will be heartwarming to see families supporting each other no matter what their differences are. 

The content in Exhibit E, highlights the differentiation theme because it involves using student 

talent, other than the students that are employed by The Breeze. The Breeze will make use of the 

creative talent at JMU, by using people from the SMAD program to share their class projects that 

are relevant to the community (such as the one we have featured), The Breeze can showcase a 

current student’s talent while also highlighting one of JMU’s club’s biggest events of the 

semester.  This will show viewers that the brand cares about the student body and will increase 

engagement by using an eye-capturing video. 

Starting off the year of 2020, January’s differentiation theme will be executed through 

posts regarding the new year. Often times, the new year holiday is overlooked, due to it falling in 

between the academic semesters. So, The Breeze will be different and engage with JMU students 

on social media on the first day of the new year. This will include sending positive and uplifting 

message directly to their followers, in order to build sentiment and strengthen their relationship. 

The overcoming the odds post for this month will highlight an active-duty-turned-JMU-student 

telling their story about how they overcame obstacles as a former individual of the military. One 

of the best ways to increase overall social media engagement is to tell a story and make a 

connection with readers. By featuring an interview with an active-duty-turned-JMU-student telling 

about the struggles they faced and have overcome since returning home, it will strike an emotional 

response from viewers and give them something to connect with.  It will also give a voice to those 

people who may not feel heard, putting The Breeze on a much higher pedestal than similar news 
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outlets around campus. The humanization post developed in Exhibit F, is about how The Breeze 

will go around campus asking students and faculty what their New Year’s resolutions are for the 

year. They will share some on their website through an article, and tweet some of their favorite 

ones on their Twitter page. This will humanize the brand by putting more student and faculty 

generated content on their media pages as well as strike human conversations with their audiences. 

In February 2020, the humanization theme will be developed through posts about the love 

stories in the Shenandoah Valley. One of JMU’s oldest landmarks is The Kissing Rock, and as the 

month of love, The Breeze will find stories from current students, alums, or Shenandoah Valley 

residents about their “college sweetheart” and either write an article or create a docu-series about 

them using the hashtag #LoveStoriesofShenandoah.  This will give readers yet another reason to 

love JMU, because they are reading real love stories by real, local individuals. The overcoming 

the odds posts will be about an adult JMU undergrad student who dropped out of college but is 

now coming back to pursue a degree. The Breeze will show how important it is to have a college 

degree and how JMU can help those coming back to pursue a degree. They will take real stories 

of people who have come back to school to encourage others to go back to school, after sharing 

this hopeful story of a JMU undergrad student. The developed posts in Exhibit G, fall under the 

differentiation theme. With it being February, The Breeze will utilize the month of romance to run 

an advice column. A popular part of a classic newspaper is an advice column, which is where users 

send in questions to be answered by an “expert.” The Breeze will have a “Dear Betsy” column, 

where people send in questions via direct messages or emails, asking about solutions to problems 

they are having with a loved one. The Breeze will compile the questions weekly and anonymously, 

and write an article composing the answers to reader’s questions. This type of content is different 

than normal JMU content because it is more aligned with a newspaper concept.  
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In March 2020, the differentiation theme will be constructed through a virtual tour of the 

university for prospective students timed after they had just received their acceptance. Virtual tours 

via social media is a great way to let watchers explore the beautiful campus, especially for 

international students who are not able to fly over for the university’s open day. Thanks to 

Facebook Live, you can even take them on a live, interactive tour around the campus. This is also 

something that has not yet been done by any other JMU news outlet, so The Breeze can capture 

the attention of a ton of viewers by executing this. The post falling under the overcoming the odds 

theme will showcase a full-time student who also has a full-time job. There are many students who 

need to work full time while being a full-time student, and often they are overlooked. The Breeze 

will feature these individuals to honor their hard work and perseverance. Our goal is to inspire 

current students, and touch the hearts of JMU alumni who were also full-time student and full-

time workers. The developed posts in Exhibit H, for the humanization theme below are about 

employees of The Breeze. An essential part to humanizing The Breeze, is being completely 

transparent about the individuals who work behind the scenes. Once a week, The Breeze will share 

content about employees who work in the office, their significance to the organization and some 

background information on their interests and career aspirations. This will show the audience that 

The Breeze is run by students just like them, resulting in more humanization of their brand. 

Coming close to the conclusion of the semester, the April 2020 humanization themed posts 

will focus on utilizing user-generated content to engage viewers and increase brand sentiment.  The 

Breeze will host an event where seniors write letters showing their gratitude for the university and 

feature them throughout the month on all platforms. This will get readers to become more involved 

in The Breeze community by sending in their own content and looking forward to seeing their 

content be shared to The Breeze’s audience. For overcoming the odds this month, The Breeze will 
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highlight international students that adapted to the American culture while attending school here. 

The Breeze can highlight their journey and how different American culture is to theirs and how 

they have adapted to both the American and JMU cultures. This is a great way to gain insight on 

how international students view and become part of our community. In the differentiation 

campaign this month, The Breeze will pull an April Fool’s joke! For example, they could attempt 

an “IHOB” type of post, renaming The Breeze to something else.  The joke we made in Exhibit I, 

is that JMU decided to return to an all-female school. By pulling a stunt like this, it will get viewers 

talking. Word-of-mouth marketing is the best way to get The Breeze’s name out to people who are 

unaware of its existence, resulting in an increase of views and interactions.  

For the humanization theme in May 2020, The Breeze should make efforts to highlight 

student entrepreneurs and people who are doing big things while still in college. There are many 

students that are starting future companies while still at JMU. The COB 300 program has 

showcased some of these business ideas that students have. The Breeze can do a spotlight on JMU 

students who are entrepreneurs and who are achieving incredible things while still being a student. 

For differentiation posts, features will be made around those JMU clubs that aren’t as well known 

around campus but are still impacting the community. Clubs like JMU Fitness Club and Billiards 

Club receive no attention on JMU’s social media because they are run on their own. Other clubs 

such as JMU Club Lacrosse are constantly featured on the JMU UREC pages because of their 

affiliation to the university. Sharing the events and contributions of the smaller, lesser known clubs 

that are making an impact in the community will allow The Breeze to stand above the other JMU 

social media outlets that aren’t yet doing this. For example, JMU Fitness Club organized and 

hosted their very own bench press competition at an off-campus gym to raise awareness and funds 

for breast cancer. This event attracted a large audience and resulted in a large donation to the Susan 
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G. Komen foundation, but the story was never told on any JMU social media news pages.  If The 

Breeze can capitalize on covering and sharing events like this in the future, they will have an 

extreme competitive advantage in the JMU social media world.  For the overcoming the odds post 

this month, The Breeze will run a #JMUThrowback campaign! For example, this month two years 

ago, the JMU Division I Women’s Lacrosse team defeated Boston College in what is said to be an 

“instant classic” match-up.  The content in Exhibit J, highlights the story of how the team came 

out on top when the odds were stacked against them is a good way to increase excitement for 

upcoming season and create a sense of nostalgia for those who actually witnessed this incredible 

event in our school’s history. Also, using a throwback campaign during the month of May when 

seniors are graduating will strike an extreme sense of nostalgia for those students who wish to look 

back on their journey at the university. 

The summer is a huge time for students to be studying abroad or going on extravagant 

vacations.  In June 2020, The Breeze will start a campaign for the differentiation theme in which 

they feature those unique stories of students participating in COB300 in Antwerp or trying 

different wines for the Hospitality Abroad program in Italy. These stories are unique to JMU 

students and should be broadcasted to showcase how special the university is.  Offering a prize to 

the submission that has the most likes and comments at the end of the month would really increase 

engagement across all platforms.  For the overcoming the odds theme this month, The Breeze will 

highlight someone in the community who is suffering from mental illness and how they don’t let 

it stand in their way. This is great way to show how people with mental illness handle their illness 

and how they overcome things in their life because of it. With The Breeze doing this, it can give 

readers an understanding of how mental illness affects people and how important it is to be aware 

of this, giving readers a sense of community and hope that will then be associated with The Breeze 
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brand itself. Posts falling under the humanization category will feature student submissions of their 

own internship stories over the summer. A month after the semester has ended, students are off 

traveling across the country and beginning their professional lives as interns. By featuring the 

stories of such students, The Breeze will be able to share content that is extremely relevant and 

exciting to the JMU community.  The example posts in Exhibit K, features group member, 

Heather Richardson, who completed an internship in Los Angeles working on the social media 

campaigns of top-charting bands and artists, such as Taylor Swift and Backstreet Boys. She has an 

incredible story that other students would be excited to read. Also, telling the story of a current 

student successes will capture the attention of those who are looking to achieve the same thing. 

This can start a conversation and increase overall engagement. 

For July of 2020, the posts for each theme will center around fun adventures either 

happening on campus during the summer or in the lives of students.  For the differentiation theme, 

a fun way in which The Breeze can showcase summer orientation events to viewers and build up 

their brand more is to go live at Summer Orientation events on campus. They can live Tweet, use 

Instagram Stories, Facebook Stories, or even stream live in order to create a unique experience for 

viewers that they can’t get unless they were on campus.  This will create a sense of community in 

those members of the audience who follow along.  The overcoming the odds posts this month will 

feature a member of their following that has overcome adversity by gaining their American 

Citizenship while working in Harrisonburg or attending classes at JMU. JMU is very diverse and 

has people from many different backgrounds. The Breeze can showcase how some JMU students 

and faculty have become American Citizens and they can talk about their journey and how it has 

impacted their lives. We developed a social media campaign in Exhibit L, focused around the 

humanization theme for this month, called “Where are they now?” The Breeze will share the stories 
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of JMU alumni using transformation pictures with a picture from their college years to now their 

professional lives and tell their journey from the start of JMU to now.  This is another example of 

user-generated content.  This will increase engagement because it puts The Breeze’s viewers front 

and center and lets them tell the story for the brand! It will also show viewers that The Breeze is a 

brand that cares about their audience and appreciates the people who continue to grow it.  

Closing out the social media marketing campaign for the year, the post for the August 2020 

differentiation theme will be creating a series of videos in which The Breeze will highlight 

different student organizations on campus and the things they provide students to give incoming 

freshman and current students a look into the club and organization options that there are here at 

JMU. This will provide readers with an insider perspective from actual members that are being 

showcased in the video, making them already like a part of the community before even arriving 

for the semester. The overcoming the odds posts this month will contain a series of feature articles 

and posts that aim to highlight a unique student that is about to enter JMU, in order to showcase 

the hardships, they had to overcome to be at JMU. Incoming students at JMU are more than just a 

number. Examples of overcoming hardships include being a first-generation college student or 

coming from a low-income community that doesn’t provide as many educational opportunities as 

their peers. This will touch the hearts of the audience, inspire others, and provide support and 

recognition to the featured student, encompassing both the Community and Publishing social 

zones. Lastly, the final humanization post developed in Exhibit M, will be a campaign called 

#DearJMU24. The Breeze will take pictures of handwritten #DearJMU24 stories and post a few 

each week. As freshmen begin to move in, it would be a great idea to give them some advice from 

the people who have already been in their shoes.  Yet another form of user-generated content, this 

campaign will get viewers excited for the next post. Have seniors or alums submit their own advice 
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letters to The Breeze and use the same handwriting when posting - this will allow for a consistent 

image throughout this campaign and creates a more humanized feeling.   

Activation Plan and Content Calendar 

 In order for the campaign to be fully developed and managed, The Breeze will need to 

create the role of a Social Media Specialist and a social media team. This team will be responsible 

for putting content together, monitoring post engagement and action, along with measuring and 

recording results. The roles and the team as a whole, will co-construct their roles for the year, as 

well as their values and objectives. This will need to be done each year, as social media are 

constantly changing and marketers need to adapt to this change. The team will be responsible for 

developing the above content for the 2019-2020 Academic year’s campaign. To ensure the plan is 

consistent with The Breeze’s larger objectives, the social media team will be responsible for 

understanding The Breeze’s values, by holding meetings with the upper-level employees at The 

Breeze, especially members of The Breeze that have been there for multiple years. Once the team 

develops an understanding of The Breeze’s brand, they will develop check back points throughout 

the year, making sure that their content is continuously following The Breeze’s values.  
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 The pie chart below showcases the budget made for this campaign. With a $10,000 budget, 

the following pie chart was created to allocate the funds to certain areas. With student workers 

getting paid roughly $1,000 per academic year, The Breeze will be hiring 4 social media specialists 

that will make up the media team. Video costs include equipment and hiring video producers when 

needed, which is why $500 will be allocated for video expenditures. The social media platforms 

of Facebook, Instagram and Twitter, give users the ability to sponsor posts by paying for the posts 

to reach particular audiences. Based on The Breeze’s larger following on Facebook and Twitter, a 

larger percent of the budget will be allocated to them than Instagram will be getting. The Breeze’s 

media team will use this money to boost particular posts, depending on how much traction the 

posts receive.  

Manage and Measure 

As mentioned earlier, we will use views, impressions, mentions, interactions, time spent 

on social pages, comment volume, contest participation, sentiment to assess the effectiveness of 

the campaign. We will collect the data by using the metrics that Facebook, Twitter, and Instagram 
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provide. Because of this, we will not be allocating extra cost, since these metrics can be found free 

of charge on each site.  

 The Breeze will go by the standard of conduct they currently have and follow the ones that 

each social media outlet has. The Editor in Chief and Online Editor with a few members of the 

staff should have access to The Breeze’s Facebook Twitter, and Instagram accounts. Intellectual 

property and financial information should be confidential. The Breeze must receive permission 

when using copyrighted information. There should be transparency between every team member 

and any posts on these social media sites should follow the same journalistic ethic as the print and 

online versions of The Breeze. The team needs to ensure accuracy in all posts by having other staff 

members read and check whatever is posted and maintain friendly professionalism in all posts. 

Writing should be fun and lighthearted as is the style for social media, but should always maintain 

The Breeze’s standards. Along with following The Breeze’s standards of conduct they will also 

follow social norms and the conduct of Facebook and Twitter.  

 Transparency is key for good journalism. The Breeze strives be transparent as possible with 

readers. If there was an error in a post, the editors should clarify immediately and also make it 

clear to the page what has been changed. Every post should be recorded as entailed to keep 

transparency with readers.  

 

 

Conclusion 

Overall, The Breeze serves as the only student-run newspaper that is not affiliated with the 

university and is self-funded. The Breeze currently faces issues of the media industry, such as the 

decline in newspapers and the increase in news consumption through mobile devices, but they 



Iraheta, Reyes, Richardson, Rogers and Shahcheraghi 33 
 

combat these issues with a large presence on social media. We believe with the implementation of 

the themes of differentiation, humanization and overcoming the odds, The Breeze will gain 

positive word of mouth among their target audiences, resulting in a larger brand sentiment, brand 

awareness, and engagement. Through constant management and consistent content, The Breeze’s 

target audience will then make a lasting connection their successful brand, because “now they 

know.” 
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Exhibit C 
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