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Campaign Execution 

Digital media: 

• Auburn University Honors Parents Facebook page 

[see Appendix A] 

• A Facebook page dedicated solely to the parents 

of our Honors College students.  

• The page will be promoted on other social media 

(the original Facebook page, Instagram, and 

Twitter) in order to ensure page “likes.” 

• Posts will vary in nature, but will focus mainly on 

the benefits students gain from the Honors 

College. See Appendix B for an example.  

Traditional media: 
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• The Eagle Scholar—Parent Edition newsletter [see 

Appendix C] 

• Similar to the regular edition of the Eagle 

Scholar, but with more of a focus on Honors 

College benefits for students 

• Will feature things such as alumni spotlights, 

undergraduate research projects, scholarship 

recipients, etc.—anything and everything that 

highlights the elevated education Honors offers 

students and the positive way it impacts 

students’ futures after college  

Honors Parent Day event [see Appendix D]: 

• Similar to Orange Breakout sessions at Camp War 

Eagle, but with less focus on registration and 
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coursework and more on opportunities offered by the 

Honors College for students. 

• Over the course of the day, parents will hear from 

different people about different aspects of the Honors 

College—for example, the Ambassadors will speak 

about life as an Honors student, and the presidents of 

each of the Honors College organizations will speak 

about the benefits of joining these groups. 

• Parents will also hear from students who are pursuing 

University Honors Research Scholar or Honors 

Research Scholar distinctions about their 

undergraduate research. 

• Mr. Sauer will speak more in-depth about scholarship 

and career advancement opportunities within the 

Honors College. 
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• The day will end with a dinner hosted by the Honors 

College for these parents and their students.  
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Goals and Objectives 

• Goal 1:  To engage parents more fully in the Honors 

College experience 

➢ Objective 1: Obtain 500 page “likes” for the Auburn 

University Honors College Parents Page in 6 months 

➢ Objective 2: 200 comments/interactions on the 

Auburn University Honors College Parents Page in 6 

months 

• Goal 2:  To combat the “sophomore year slump” and, 

in doing so, increase Honors College interest  

➢ Objective 1: To see a 10% increase in retention rate 

of students in their sophomore year and above after 1 

year 

➢ Objective 2: To see a 10% increase in Honors College 

admissions after 1 year 
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Communication Strategy 

Exposure and Awareness: 

• It is always important to communicate with a 

target audience on the platform on which they 

are most active. 

• For our Honors College parents, this is primarily 

Facebook and email (see Pew and Rosoff). 

• However, it will also be important to promote our 

new parent focus on other social media platforms 

like Instagram and Twitter. Although the Pew 

Research statistics show that a smaller 

percentage of this age group uses these sites, 

some of them do—and their children do as well.  
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Specific Wording  

• “Honor Your Dreams”—it is important to keep pushing 

the new mission statement in everything we do. 

• “4-year experience”—to emphasize the idea that 

Honors offers students benefits for their entire 

undergraduate career at Auburn, not just the first few 

years.  

• Auburn+ 

Digital Media 

• The Facebook page will post daily to bolster interest 

and interaction among users.  

Traditional Media 

• The newsletter will publish bi-monthly so as not to 

intersect with the regular edition of the Eagle Scholar.  
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• The newsletter will be emailed to parents and posted 

on the website along with the regular editions of the 

Eagle Scholar.  

Honors Parent Day 

• The event will be featured on all social media, 

including the Auburn University Honors College 

Parents page.  

• A Save the Date will be emailed to all parents of 

incoming Honors students one month before the 

event [see Appendix D]. This will also be posted on 

the social media. 

• An RSVP invitation with specific details and 

information will be emailed to all parents of incoming 

Honors students two weeks before the event. This will 

also be posted on social media [see Appendix E]. 
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• A reminder about the event will be posted on all 

social media the Monday before the event as well as 

emailed to all parents of incoming Honors students 

[see Appendix F]. 

• A post will be made on all social media the Monday 

after the event thanking parents for attending. This 

will also be emailed to all parents of incoming Honors 

College students [see Appendix G].  

• The event will also be featured in that week’s The 

Eagle Scholar—Parent Edition.  
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Measurable Results 

• Goal 1 

➢ Measure Facebook page likes after 6 months 

➢ Measure Facebook page comments/interactions after 

6 months 

• Goal 2 

➢ Measure number of Honors College students in their 

sophomore year or above before the campaign 

➢ Measure number of Honors College students in their 

sophomore year or above 1 year after the campaign 

➢ Compare results 

➢ Measure number of incoming Honors College students 

after 1 year and compare with numbers prior to the 

campaign 
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