
WAR EAGLE COMMUNICATIONS
AT&T U-verse Campaign Presentation

Monday, April 21, 2014
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Overview

• Pre-Campaign Research Findings

• Campaign Strategy Development

• Public Relations, Advertising & Events

• Finance

• Results
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Campaign Objectives

• Increase awareness and purchase of  AT&T’s TV and BB services, wireless student 
discount and reward for referral programs.

• Increase awareness of  the new ESPN SEC Sports Network offered through AT&T 
coming in August 2014.

• Specify for all marketing strategies and plans which target consumer group the 
plans are for: students, faculty/staff, parents of  students, and/or alumni.
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RESEARCH
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Pre-Campaign Research Survey
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Pre- Campaign Critical Data Evidence 
Pay TV Subscribers

63% 37%

No

Yes

AT&T U-verse 7% 

DirecTV 19% 

Dish Network 17% 

Local Cable 
Provider 45% 

Other 12% 
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Pre-Campaign Critical Data Evidence 

Most Satisfied With:

• 25% Content available that you 
want to watch

• 20% Ease of  Use  

• 16% Quality

• 16% Service

Most Dissatisfied With:

• 57% Price

• 17% Content available that you 
want to watch

• 9% Features offered

• 16% Service

• 76% of  respondents are satisfied with their provider

• Price & Quality are the most import factors when switching TV providers
• Price & Quality are the most import factors when selecting TV providers
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Pre-Campaign Key Findings
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Pre-Campaign Critical Data Evidence 
SEC Network Awareness

Yes

No

33% 67%
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MESSAGING & POSITIONING

10



Target Market Brand Perception:
• Almost 50% of  the surveyed respondents were unaware of  AT&T U-verse

Positioning

Position:
• Focus on the quality of  the service and the availability of  the SEC Network 

through U-verse
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Slogan
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PUBLIC RELATIONS
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Public Relations Tactics

• OA News
• Faculty, staff, alumni

• The Corner News

• Birmingham News

• Atlanta Journal Constitution

• Press Releases
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Public Relations Successes
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Social Media

• Twitter
• @FrntRowWhereUGo

• #FrntRowWhereUGo

• Followers: 11

• Following: 50

• 270 impressions
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Social Media Coverage
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Social Media Coverage

18



Social Media Coverage
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EVENT
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Bark in the Park
• Kiesel Park
• Saturday, April 5
• 9 a.m. – 2 p.m. 
• 250 attendees
• 200 fliers distributed
• Games/Activities

• Trivia wheel
• Inflatable baseball
• Cornhole
• Pin the helmet on the football 

player
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Bark in the Park

Let’s play trivia!

Booth layout

Lucky winner!
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Bark in the Park

Everyone loves cupcakes!

Spin, answer correctly & win!

Our team rocks!
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ADVERTISING

24



• Fliers
• U-verse & Auburn fan-based/ 

URL promo

• Poster

• Promotional items 
• Branded mini-footballs

• Branded t-shirts

• Branded magnets

Advertising Tactics
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• Flier 1 
• 100 distributed at event

• 50 distributed at apt complexes in Auburn

• 30 will be included in fan packages

Advertising Tactics
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• Flier 2 
• 100 distributed at event

• 50 distributed at apt complexes in Auburn

• 30 will be included in fan packages

Advertising Tactics
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• Poster
• 10 posted at apt complexes in Auburn

• 30 will be included in fan packages

Advertising Tactics

29



• Branded mini- footballs
• 90 distributed

• 60 will be distributed in fan packages  

Advertising Tactics
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• Branded t-shirts 
• 30 will be distributed in fan packages

• 30 will distributed randomly to Auburn students

Advertising Tactics
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• Branded magnets
• 60 will be distributed in fan packages 

• 40 randomly distributed

Advertising Tactics
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RESULTS
Pre/Post Campaign Research
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Post-Campaign Research Survey

survey responses

2% 2%

11%

6%

4%

4%

66%

5%

Freshman

Sophomore

Junior

Senior

Graduate

Faculty/Staff

Alumni

Parent

34



Pre- Campaign Critical Data Evidence 
Pay TV Subscribers

No

Yes

52%48%

AT&T U-verse 17% 

DirecTV 26% 

Dish Network 8% 

Local Cable 
Provider 40% 

Other 9% 
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Pre/Post Campaign Research Findings
SEC Network Awareness
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33% 67%

Pre-Campaign Results
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Post-Campaign Key Findings
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FINANCES

38



Budget Distribution

$1,481.67 

$534.09 

$6.95 $300.00

Advertising

Strategy and
Implementation

Finance

Reports &
Presentations*

* estimated
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Return on Investment

• Actual Cost : $2,322.71

• Actual Value: $2,494.13

• Return on Investment : 7% 
• ROI = ([(Actual Value – Actual Cost)/Actual Cost] x 100)
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SUMMARY
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Campaign Successes

• 19% increase in the SEC Network 
awareness

• 11% increase in those willing to switch 
to AT&T for SEC Network

• 31% perception of  AT&T U-verse 
brand

• 28% perception of  AT&T U-verse 
technology

• 24% perception of  AT&T U-verse ease 
of  use

• 15% perception of  AT&T U-verse 
features

• 8% perception of  AT&T U-verse 
features 

• 200 event attendees interactions
• 310 giveaways

• T-shirts, mini-footballs, magnets
• 3,000+ advertising impressions

• Fliers, posters, giveaways
• 270 social media impressions
• 17,000 public relations impressions

• Press release published by OA News



War Eagle Communications would like to thank AT&T and EdVenture Partners 
for allowing us to compete in the AT&T Campus Brand Challenge this semester. 

Development and implementation of our event have provided us with 
outstanding learning experiences. We want to wish you continued success in 
the rest of your events this semester and in your efforts to promote AT&T U-
verse and the SEC Network. Thank you for the opportunity to work alongside 

you! 

War Eagle!
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WAR EAGLE COMMUNICATIONS
AT&T U-verse Campaign Presentation

Monday, April 21, 2014
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