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Executive Summary  
In 1910, the Oklahoma State University offered its first journalism course. Twenty-seven years 
later, the School of Journalism and Broadcasting was founded. The school has undergone some 
drastic changes and is now call the School of Media and Strategic Communications (SMSC). 
The SMSC at Oklahoma State University has a mission to accurately prepare its students for 
their future career in mass communications (SMSC Mission and History). 
 
This report provides a study, analysis and evaluation of the current perception of the SMSC by 
students, faculty and alumni. Methods of research included seven personal interviews, one focus 
group composed of nine students from various colleges and a survey from 162 respondents. 
Transcriptions of the personal interviews, focus group and a copy of the survey can be found in 
the appendices.   
 
Results of information analyzed show that the SMSC has many strengths and weaknesses. The 
school has strong programs with faculty who have worked in the industry and can offer their 
expertise, there is a strong bond between the students and the faculty, they have a high retention 
rate and between 2006-2010 89 percent of its students have been offered jobs in the industry. 
However, the SMSC has low college brand awareness, poor college spirit, the website does 
reflect it is a school that specializes in media, the building and equipment is outdated, there are 
minimal resources to help students prepare and search for jobs and internships and there are few 
alumni and student interaction opportunities.  
  
In order for the SMSC to progress there are four key areas it needs to focus on: student 
involvement, student resources, campus outreach and alumni interaction. Recommendations 
discussed include the following: 

• Organize a SMSC Freshman Council and a SMSC Student Council 
• Host Organization Student Leader Luncheons 
• Distribute bi-weekly communications to students, faculty and alumni 
• Host a “Career Prep Week” and resume workshops 
• Open a Student Success Center with Student Career Consultants 
• Vamp up the Communications Networking Expo 
• Begin a SMSC Week 
• Better utilize the SMSC Twitter account 
• Hand out SMSC t-shirts to students on campus 
• Hold Alumni Networking Dinners and Alumni Panels 
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Client Overview 
Background 
Oklahoma State University offered the first course in journalism through the English department 
in 1910. However, it took 27 years before the department of journalism would begin. Over the 
past 100 years, the school has evolved from just a few students to a widely renowned program 
with an award-winning daily newspaper, The Daily O’Collegian, a cable television news 
program and a student cable radio station, KXZY (SMSC Mission and History).  
 
The School of Media and Strategic Communications currently offers three undergraduate 
programs: multimedia journalism, sports media and strategic communications as well as a master 
of science in mass communication (SMSC Mission and History).  
 
Environment 
Economic 
The economic state of the SMSC is functioning. The school has one of the top student retention 
rates on campus, according to statistics provided by the School of Media and Strategic 
Communications program director. Also, because of the new pre-mass communications program, 
the school has gained about 200 students. However, the school has trouble retaining and 
recruiting faculty. This is a set-back for a school that is trying to grow.  
 
Political 
The Oklahoma State Regents for Higher Education are working hard to improve the education 
programs and facilities. They are requesting a total appropriation of $1.05 billion for 2014, 
which will be dispersed to help achieve several goals. First, to aid state colleges and universities 
in producing more college graduates, $55 million is being requested for Complete College 
America. This will help provide universities with funding for additional course sections, full-
time faculty, financial aid, information technology equipment, library resources and other 
operational needs to support near-record student enrollment. Another $2.5 million is being 
requested to enhance online education and degree completion technology. This will allow 
students the ability to enroll in additional course sections and improve evaluation through 
software development. The State Regents are also requesting $7.5 million to spend on special 
services in career counseling, advisement, financial aid and efficiency in degree attainment. 
Funding for the concurrent-enrollment program would also be increased by $2.5 million, which 
would allow high school juniors and seniors to take credit-earning college courses. Lastly, the 
State Regents are also requesting an additional $540,000 for the Summer Academies program, 
$1.3 million for the Oklahoma Tuition Aid and Oklahoma Tuition Equalization grants, $200,000 
for the Academic Scholars program and $250,000 for an adult degree completion community 
scholarship match (Hardcastle).  
 
Social 
According to the Oklahoma State University Five-Year Academic Ledger for Media and 
Strategic Communications, in 2011 the SMSC was run by 35 faculty and staff. Eighty percent of 
the faculty was full-time and there was a 16:4 student faculty ratio. Just slightly over half of the 
professors were male (53.6 percent) and 85.7 percent of them were white. There were 495 
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students. Of these 495 students, 467 were undergraduates and 28 were graduates. Unlike the 
professors, a majority of the students, 63.2 percent, were females. Similar to the professors, a 
large portion of the student population was white (76.2 percent). The second most represented 
ethnicity among the students was multiracial at 7.3 percent. Overall, the school has an 
environment that is calm and it has outgoing and self-motivated students. 
 
Organization 
Mission 
The school’s mission is to prepare students for successful careers and to provide them with a 
foundation of skills and appreciation for the importance of mass communication in American 
society (SMSC Mission and History).  
 
Vision 
The SMSC strives for this mission through five key objectives: to provide thorough, broadly 
based professional education for the mass media professions; to encourage liberal and cultural 
background in the arts, literature, languages, and social, biological and physical sciences; to 
promote scholarly research and professional performance; to provide media leadership and 
assistance in extension and public service through high school and college educators and 
professional communication associations; and to emphasize high standards of ethics and 
responsibility in mass communication (SMSC Mission and History). 
 
Finance 
The SMSC is funded by OSU, which is funded by the state of Oklahoma. However, recently the 
SMSC received money in return from outreach courses, so funding is changing in the sense that 
there is more money available. With enrollment increasing, according to the Five Year Academic 
Ledger for the School of Media and Strategic Communications, additional revenue from student 
fees, gifts and grants and other sources of income have significantly increased. The SMSC also 
has a foundation account in which the money is used for scholarships and professorships. 
 
Situation Analysis 
Strengths 

• Strong programs with faculty who have worked in the industry  
• Strong bond and interaction between students and professors  
• Bonded community within the school 
• High student retention rate 
• Students get jobs (89 percent of alumni from 2006-2010 are working in the industry) 

 
Weaknesses 

• Low college brand awareness  
• Weak communicating of purpose and perception on campus 
• Poor college spirit 
• Overshadowed by other colleges 
• Website does not coincide with the school’s innovative and modern brand 
• Building is old 
• Computer labs are inconvenient with pillars in the middle of rooms 
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• Little extracurricular involvement  
• Minimal resources to prepare students for their careers and internships 
• Inadequate communication with alumni 
• Few alumni interaction opportunities 

 
Opportunities 

• Increase communication efforts throughout the school  
• Strengthen student extracurricular involvement 
• Expand on programming for students 
• Create bond between advisers and students 
• Increase engagement with prospective and current students 
• Increase engagement and communication with alumni 

 
Threats 

• Competition with students in the Spears School of Business Marketing program 
• Other college communication programs  
• Other programs within Arts and Sciences who have a stronger brand image and school 

spirit 

Target Publics 
Students  
Students make up the population of Oklahoma State University. They are the individuals going 
through the programs and living the college experience firsthand.  
 
Prospective students 
These individuals are the next generation of OSU and the SMSC. It is important that the SMSC 
is attracting the best and the brightest students for programs because the students are the main 
constituents of the school and will continue its legacy and excellence. 
 
Oklahoma State University 
OSU is not just comprised of one college; it operates as a cohesive unit and all the majors and 
programs represent the overall reputation and brand. 
 
SMSC professors and potential professors 
This group is composed of the individuals who are the heart of the School of Media and Strategic 
Communications. They control the curriculum, programming, overall energy, classroom 
environment, projects and relationships within the school. It is important they are invested in the 
vision and mission of the SMSC. Strong programs attract strong potential faculty and professors, 
which keep the school alive. 
 
Alumni 
This group is important in the financial and networking support for current students and the 
school as a whole. Alumni provide opportunities and engagement with students, which keep 
them connected to the SMSC and the university for a lifetime. Their engagement can impact the 
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school in a variety of ways by providing funding for new buildings, resources, equipment, 
speakers, programs and job opportunities. 
Politicians 
This group is not directly involved in the school, but makes major decisions that affect the 
school, students, faculty, programs, funding and more.  
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Focus Groups 
The focus group consisted of nine participates from the six different colleges at OSU: 
Agricultural Sciences and Natural Resources, Arts and Sciences, Education, Engineering 
Architecture and Technology, Human Sciences, and the Spears School of Business. Participants 
were asked a variety of questions that led to a discussion on their perception of the SMSC, the 
students and its image on campus. They were also asked about their schools and what resources 
they found beneficial to their education.  
 
Survey 
Surveys were distributed electronically via Survey Monkey to SMSC students, SMSC club 
representatives, faculty and alumni of the SMSC as well as students, alumni and faculty of other 
colleges at OSU. The survey was also posted on Facebook and Twitter.  
 
There were 162 respondents in total. Twenty-three participants are from the SMSC, 132 
participants are students of another college at OSU, three are alumni of the SMSC, one is an 
alumni of another college at OSU, one is an alumni of another university, and one is a faculty 
member of the SMSC. The survey helped evaluate the participants’ perception of the SMSC by 
asking questions regarding their familiarity with the school, the schools strengths and 
weaknesses, and how it compares to other colleges on campus.  
 
Personal Interviews 
Personal interviews provided great one-on-one insight with the various target audiences. The 
information gathered was essential in forming the plan of action. People interviewed included 
students, faculty and alumni of the SMSC. Questions were based off of the survey, but also 
included more in depth questions to truly understand how people perceive the SMSC.  
 
Ethnography 
Determining the culture of a large group of communication students is a difficult task. However, 
with the use of research and observations, the task is able to be completed. Observations were 
made on how students in the SMSC interacted and behaved. The methods used to determine the 
culture of the SMSC was observing the participants in the personal interviews and focus groups, 
as well as, students and faculty in the SMSC building. 
 
It was observed that participants in the personal interviews were relaxed, talked with their hands 
and answered with a purpose. They gave long, yet insightful, answers and talked faster when 
they felt strongly about an issue. The observations show they are comfortable communicating, 
passionate speakers and eager to give their input. 
 
In addition to the personal interviews, a group of nine students in a focus group were observed. 
The eight students from other colleges had a lot to say about the SMSC; however, this did not 
keep the one student from the SMSC from giving her input if she disagreed with something they 
had to say. She was concentrated while listening to other students, but she voiced her opinion in 
a strong and confident tone when she felt needed. She talked with her hands as well, showing she 
is an expressive person. Other participants were deep in thought and gave honest and insightful 
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answers. 
 
Observations were also made in places such as the Paul Miller hallways, classrooms and around 
the college. To see how student’s everyday lives impacted the culture of the SMSC, three 
random students in the hallway were questioned about their daily routine from the time they 
wake up to the time they get home from class. From these students, it was gathered that most 
SMSC students aren’t productive before class, but they don’t dread going to class either. In fact, 
most enjoy class once they get there and are interested in learning. If someone were to walk into 
the SMSC during class time, they would notice a quiet and abandoned building. The halls are 
empty and it almost seems as if classes had been cancelled for the day. However, if someone 
were to walk into the SMSC right before passing period, they would notice the crowded 
doorways, students talking in the halls about projects and assignments and how eager the SMSC 
students are to get to class. The faculty is open with their students and enjoys interacting with 
them. Even before class, the faculty communicates with their students and seem to truly care 
about their students. In the classroom, students tend to sit closer to the front of class, with the 
back rows left empty. Students are not afraid to ask their professors questions, and some students 
even communicate with their professor as if they were a student too. 

After analyzing these observations, it is concluded that most SMSC students are proactive and 
self-motivators. They aren’t afraid of sitting in the front because they enjoy learning and are 
passionate about their chosen profession. They like communicating and networking with people 
every chance they get. The faculty is also extremely passionate. They are well versed in the 
subjects they are teaching and are willing to build relationships to help their students succeed. 
The SMSC is a population of people who want to be heard.  
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Results 
The purpose of the research was to determine what the perception of the School of Media and 
Strategic Communications is with students, faculty and alumni. We asked respondents to give 
their input on their familiarity with the school, how the school compares to others on campus, the 
schools programs, how the school is perceived on campus, the amount and quality of alumni 
interaction and student resources, how the school prepares students for their careers and the 
strength and involvement in extra-curricular programming.  
 
Are you familiar with the School of Media and Strategic Communications? 
When asked if they were familiar with the SMSC, 43.8 percent of respondents answered they 
were not familiar with the school at all and 32.7 said they were somewhat familiar with the 
school. Although 82.1 percent of respondents were students in another college at OSU, if a 
school had a good brand image and marketing plan, then even students outside of the school 
would be familiar with it. 

 

How does the School of Media and Strategic Communications compare to others on campus? 
The SMSC is average when compared to other colleges on campus according to 45.3 percent of 
respondents. Only 10.8 percent of respondents answered “below average” when asked this 
question. “People from other majors and outside looking in thing it’s an easy major, but our 
programs are better than we are given credit for,” said Amanda Jones, a freshman pre-strategic 
communications major. 
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What could the School of Media and Strategic Communications do to improve its programs? 
About 62 percent of respondents said the strength of the schools programs is what attracted them 
to a school.  A majority of respondents said that the SMSC had programs that were superior or 
average. “Offering a more broad journalism program. Strategic communications students should 
be required to learn some multimedia stuff and vice versa,” said a student when asked this 
question. Overall, the SMSC needs to have more integrated programs and more elective 
opportunities available to student to vary their education. 
 
How is the School of Media and Strategic Communications perceived on campus? 
Campus outreach determines who the school is and who knows about it. Overall, the perception 
of the SMSC was average or low. Many students said “I’ve never heard of any of their 
programs” or “I’ve never heard of this school or any programs of theirs.” After hearing these 
responses, respondents were then asked what the SMSC could do to better their perception of it. 
Fifty-two percent of respondents said increase extracurricular involvement and 38.8 percent said 
construction of a new building. In summary, the SMSC needs to do a better job at promoting the 
school. 
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How is the amount and quality of alumni interaction? 
Another area the SMSC could improve on is alumni interaction and relations. During the focus 
group and personal interviews several respondents voiced their concern. Below are some of their 
responses. 

• “Better records of the school alumni should be kept for the students to reach out to.” 
• “There needs to be stronger networking events and more interaction with alumni.” 
• “There’s little interaction with alumni and there’s a lot of potential there.” 
• “The SMSC needs more communication/newsletters, etc. to keep people, especially 

alumni in the know.” 
 
Does the School of Media and Strategic Communications prepare students for future careers? 
The purpose of students attending college is to prepare themselves for a professional career. 
When asked if the SMSC accurately prepares students for their future careers, 51.2 percent 
strongly agreed or agreed and only 1.2 percent disagreed. This proves the quality of the faculty 
and academics in the SMSC are very high. “The academic programs here are reflecting more 
what the real world industry is moving toward—collaboration,” said Karen Christian, academic 
counselor for the School of Media and Strategic Communications. 
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Does the School of Media and Strategic Communications provide adequate resources? 
Although only 30.1 percent of respondents either are neutral or disagree with the statement “the 
SMSC provides an adequate amount of resources to help student succeed,” there are still major 
ways the school could help students in this area. Many students would like help finding 
internship/job opportunities, more speakers and real-life interactions with professionals, an up-
to-date internship board on the second floor of the Paul Miller building, resume workshops and 
nicer facilities and equipment. 
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How is the strength of and involvement in extra-curricular programming? 
As mentioned above, respondents showed a strong desire for increased extracurricular 
involvement. Below is a chart highlighting how respondents strongly agree or agree that the 
SMSC should enhance its extracurricular programming to engage students more effectively. 
About 47 percent of respondents agreed while only 1.9 percent disagreed. 
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Plan of Action 
From the various modes of research - focus group, personal interviews, surveys and 
observations, a concrete plan of action has been derived. Four areas have been summarized as 
the recurring themes that the target audiences have pinned as areas of improvement. 
 
The plan of action consists of four main aspects:  

1. Student involvement 
2. Student resources 
3. Campus outreach 
4. Alumni relations 

 
Student Involvement 
The SMSC consists of nine organizations students can get involved. These organizations include 
Women in Communication, Public Relations Student Society of America, Broadcasting Society, 
Sports Media Club, Association for Women in Sports Media, the Advertising Club, KXZY 
Radio, SPJ, and the Daily O’Collegian. Based on research students, faculty and advisers want to 
see enhanced extracurricular programming to engage students more effectively and allow them 
to interact more with the school. Below are recommendations that other colleges are using that 
have proven to be effective. 

• Create a School of Media and Strategic Communications Freshmen Council 
- The purpose of the Freshmen Council would be to expose freshmen to the 

different organizations in the school and allow them the opportunity to learn more 
about the school.  

• Organize a School of Media and Strategic Communications Student Council 
- A student council for the SMSC would be a great opportunity to bring all different 

types of students together. It would consist of eight representatives from each 
grade classification, an executive board and one representative from each of the 
different SMSC club. They would hold bi-weekly meeting and serve as the 
umbrella for the nine SMSC organizations. 

• Utilize the School of Media and Strategic Communications Ambassadors program 
- The SMSC Ambassadors program is a great idea and would be an effective 

recruiting tool. However, the ambassador program is only as good as the school 
allows it to be. Allowing the ambassadors more opportunities to visit high schools 
and lead tours would be an excellent way to increase enrollment in the school. 

• Recognize major accomplishments of students and organizations 
- The SMSC has many talented and involved students. It is important to let these 

students know their hard work is appreciated. Their accomplishments not only 
benefit them, but they also benefit the school. Letters from the dean and 
professors, a “Wall of Honor” and student spotlights are all possible way to 
recognize these students. 

• Host an Organization Student Leader Luncheon 
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- Hosting an Organization Student Leader Luncheon would allow the dean and 
faculty members to stay up to date on what the different organizations are doing. 
The luncheon would be held once every two months and each organization would 
send one member. 

• Distribution of bi-weekly communications 
- Communications is a vital part to the success of any organization. It is important 

to communicate with students, faculty and alumni so they feel connected to the 
school and know what events are coming up. The communication would highlight 
student and faculty accomplishments, club and faculty spotlights and a letter from 
the dean. 

Student Resources 
Based on research, it is evident that students of the School of Media and Strategic 
Communications do not feel as though they are provided with the resources they need to be 
successful, while other colleges at OSU are. The following are ways the SMSC could improve its 
student resources. 

• Host a “Career Prep Week” 
- An education is not worth anything unless you do something with it. Career Prep 

Week would be a one week event where professors would use their class time to 
go over resume building, interview and job search tips. Professionals in the 
communications field would be invited to speak to classes and give advice on 
how to prepare for the professional world.  

• Offer Student Career Consultants 
‐ Providing Student Career Consultants would help students tremendously when it 

comes to searching and applying for jobs and internships. The consultants would 
be responsible for helping students with resumes, job interviews, and posting 
internship and job openings. The SMSC has talented students and it is vital that 
they are provided with ample opportunities to pursue a professional career in the 
communications field. 

• Provide Resume Workshops 
‐ Students often struggle with preparing a resume to send to potential employers. A 

resume is typically the first thing potential employers see and it is imperative that 
it accurately reflects the student. By providing resume workshops, the SMSC 
would greatly increase student’ chances at finding a job or internship. 

• Vamp up Communications Networking Expo 
‐ The Communications Networking Expo is a great idea; however, it is very poorly 

attended, not only by students, but also by companies. Increasing the number and 
quality of companies that attend would help persuade more students to attend. It 
would also be beneficial to move the event to the fall so students are not stressing 
about summer or career plans in the spring. 

• Provide a Student Success Center 
‐ The Success Center would be a place where students can go to visit with Career 

Consultants, find job and internship postings, find resources for assignments and 
projects and check out equipment. It would be opened during the day as well as in 
the evenings to allow students plenty of opportunities to visit. 
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Campus Outreach 
A common theme through the research was that students and prospective students don’t know 
who the School of Media and Strategic Communications is and what it does. It is an unknown 
school not only to students on campus, but also to prospective students. As a school that 
specializes in communications, it should leading the way in brand awareness and marketing at 
OSU. Several ideas are listed below to help improve this area in the SMSC. 
 

• Host a School of Media and Strategic Communications Week 
‐ The School of Media and Strategic Communications Week would be a week 

devoted to promoting the school and its organizations on campus. There would be 
many different events hosted throughout the week as well as a Twitter and 
Facebook campaign. The event would be organized by the SMSC Student Council 
and Ambassadors. 

• Improve the Communications Networking Expo  
‐ The Communications Networking Exp would be a great tool and opportunity to 

invite students from other colleges, such as marking majors from the Spears 
School of Business and agricultural communications majors from the College of 
Agricultural Sciences and Natural Resources. This would help expose a variety of 
students to the SMSC. If the SMSC can communicate with students on what 
opportunities it has then they can be advocates to others on campus not in the 
program. 

• Increase the use of the School of Media and Strategic Communications Twitter account 
‐ It is very rare to find a college student who does not have a Twitter account. 

Because of this, Twitter is a great way to promote organizations and events. The 
SMSC has an adequate Twitter account, however, if more students would use the 
account it would help promote the school on campus. 

• Boost program visibility 
‐ Students who are extremely involved in the SMSC should be encouraged to 

promote the school in the various organizations they are involved in. The SMSC 
needs to get its name out there on campus and to potential students. 

• Distribute t-shirts to students on campus  
‐ College students love free hand outs. A creative way to help promote the SMSC 

on campus is to distribute free t-shirts to students on library lawn during the lunch 
hour. The more students on campus who are wearing the SMSC logo, the more 
students will know and be aware of the school. 

 
Alumni Relations 
From the research, it was evident that there is a weak relationship between the SMSC and the 
alumni. Building a bond with alumni is key to the stewardship of the school. If students see what 
opportunities there are as alumni during their time at school, they are more likely to become 
involved alumni. Having a strong alumni support also means more money to improve the 
facilities and programs. Below are a few suggestions on how to improve in this area. 

• Host Alumni Networking Dinners 
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‐ Hosting Alumni Networking Dinners would allow the SMSC to network with 
prominent alumni, which in turn could benefit the students. By keeping in touch 
with the alumni and inviting them to events they will be more likely to offer OSU 
students’ jobs and donate to the school. 

• Organize a School of Media and Strategic Communication Alumni Panel 
‐ This event would be hosted by a student organization committee. Five alumni 

from five different areas (broadcast, PR, multimedia, etc.) would be selected and 
invited to Stillwater for one evening. This would be an opportunity for students to 
network and interact with alumni. The panel will have guided questions and a 
reception would be held after to offer more time to interact. 

• Create and distribute external communications and alumni newsletters 
‐ Creating and distributing alumni newsletters would be an excellent way to inform 

alumni of student accomplishments, updates in the school as well as highlight 
alumni success stories. Again, communicating with alumni is a great way to keep 
them connected to the school. 

Conclusion 
By concentrating on student involvement, student resources, alumni relations and campus 
outreach, the school will be one step closer to fulfilling its mission and improving its reputation. 
Involved students are a necessity to the schools success. The involved students will become 
passionate about the school and will be more like to be advocates for the school. With additional 
campus outreach, the SMSC is bound for success. If the school equips these students with the 
right resources and the tools for success in the future, they will be able to find jobs that they love. 
These jobs lead to money and success as alumni. Because they were invested and credit their 
success to the SMSC, they will want to come back and help other students and will hopefully 
donate money to the programs as well. 
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