
Prepared by Emma Minier & Maddi Hanks

FSB DIGITAL
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SMART GOAL
To increase online engagement  of
current  PLNU Fermanian Business
students by 25%  by the end of
2024 .  

Measured through a combination of
website & blog post interactions,
social media engagement, and
overall  v irtual part icipation.



Lorem ipsum dolor sit  amet,
consectetur adipiscing el it .  Duis
vulputate nulla at ante rhoncus,
vel eff icitur fel is condimentum.
Proin odio odio.

UNCOVER
The NEED
Fermanian Has to
Offer!  

Self Actualization
The school’s missions is as
stated: “To provide high qual ity
business programs that equip
students to make a posit ive
impact  in their workplace and
community by connecting
purpose  to practice.”

3 in 5 college students say
attending college allows them
to pursue  their passion and
discover  themselves.

According to Maslow’s
Hierarchy of Needs…

full  potential ,  personal
growth ,  peak  experiences 

motivated by values that
maximize  ful l  potential  

FSB’s Role:



CONNECT

Current
market/evidence:

Audience
Persona

FSB’s
opportunity

College students
are busy!
Motivations
Social Media Use

Recognizing Ella’s busy life
as a student, our plan
focuses on delivering
targeted & efficient
content through LinkedIn,
TikTok, & Instagram

 
Resonate with Ella’s goals
toward academic success
& career development
while addressing limited
time

Meet Ella:



Monthly budget: $1,000 per month
Utilize student resources to keep

costs down
Through these tactics, FSB can

effectively gain attention and interest,
create desire and action, and establish
customer loyalty.

ACTIVATE



Current FSB Website

Hard to scan
No visual components
Not customer focused
No trust symbols

What are you offering?
Why should I pick you?
What do you want me to do
next?



Demand generation 
Designed to capture attention
of current PLNU business
students by fostering a sense
of belonging 
“Business family”—call to
action to join allows students
to actually join the FSB digital
community 
Clear, concise, & provides a
quick & easy way for actual
FSB to get connected

Landing Page



Keyword Avg. Monthly Searches Competition Level

Business Internship 1k-10k Low

Networking 10k-100k Low

San Diego Business 1k-10k Low

Student Internship 100-1k Low

Blog Tit le:  “Fermanian School Of
Business: Your Business Internship

Success Team”



Sales

Video Blog 

Demand harvesting & loyalty
building 
AI video generators 
Quick, engaging, & fun content! 



Paid ads

Demand harvesting
Display advert isement 
Targeted messaging
of joining exclusive
community 
“Visit  Us” call  to
action



Email marketing

Demand harvesting and
loyalty building

Calls students to read the
blog, building online
community!



Social Media Channels
Demand generation and loyalty building

2 billion monthly
users
biggest age range:
18-30
85% of college
students use daily

1 billion monthly
users
82% of college
students use
frequently
quick, entertaining
content

educational content
48% of college
students rely on it
for job search
blogs and images



Instagram Tik Tok LinkedIn

Ethan Hoff
17.2k followers
PLNU student

Kirra Sullivan
33.6k followers
PLNU student

Mary McCabe
10.1k followers
FSB professor

Influencers



Mobile Marketing

Targeted SMS, a user-
fr iendly app, and mobile-
fr iendly content on social
media create seamless
experiences for students.
Geo targeted promotions
and push notif ications
drive part icipation. 

🚀  Welcome to FSB Mobile!
Stay ahead with instant
updates on courses, events,
and exclusive content.  📱
Download our app for a
seamless experience.
Engage, learn, and thr ive! 🌟
#FSBConnect #FSBFamily



Measure Results

Key Performance
Indicators Landing Page

landing page
traff ic 
A/B test

SEO Keywords
generated
searches 

Blog/Video Blog
blog subscribers 
average engagement
time 
pages per session

Paid Ads
click through
rate 
conversion rate

Email  Marketing
email  open rate
conversion rate

Social Media
referral traff ic 
follower growth rate
l ikes, comments,
shares, etc

Mobile Marketing
click through rate
conversion rate



THANK
YOU
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