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2019

The SAC wanted to complete their rebrand by updating tagline, “Cyclones Abroad.” Why?

2017

The SAC rebranded.

Situation Analysis 



Organization Analysis 
The Study Abroad Center had several 

communication issues within the organization 
that hindered its overall goal, including: 

Obsolete Hashtags

Offshoot Slogans

Social Media Accounts

Multiple Websites ISU Abroad and Study Abroad

Instagram: 2,000 followers

Six other ISU Study Abroad Instagram 
accounts –– only one ran by the SAC

“The Backpack”

Contemporary trends and self-knowledge



Study Abroad Center’s Website

ISU Abroad Website



Audience Analysis 

Undergraduate students at 
Iowa State University
à Ages 18-23
à All genders
à All colleges
à In-state and out-of-state

Currently in awareness stage 
of  development
à Aware that ISU has a study abroad 
program and that there’s a tagline/hashtag
à Do not know what the tagline/hashtag is 
and do not try to find it

Learns about studying 
abroad from:
à Class presentations
à Friends
à Study abroad fair



Audience Analysis

Does not use the “Cyclones 
Abroad” hashtag
à Unaware of  the SAC’s social media presence 
and its tagline/hashtag
à Exception: study abroad bloggers and 
professor-mandated

Reasons they study abroad:

à Cost
à Relevance
à Input from others (Half  relies on input from 
others and the other half  doesn’t)



Primary Research 
• 6-question survey

• Sent to all undergraduate 
students
• 828 responses

• Questions:
• Population of  hometown
• Study abroad status

• When and how they learned 
about studying abroad

• Awareness of  Cyclones 
Abroad tagline





Focus Group
Half  of  the participants 

studied abroad

#1 Focus Area: 
Money

Prioritized programs with most 
available financial aid 

#2 Focus Area: 
Additional Benefits

of  studying abroad 

No  incentive for computer 
science majors to study abroad 

because their major is 
primarily online already

Most participants were aware 
of  SAC tagline but did not 
know what it was.
• Many expressed hashtags are losing 

popularity and would not use one if  
they were abroad

• Tagging preferred over hashtag



Additional Focus Group Key Insights



Secondary Research
• Study Abroad Center Website

• Statistics

• Characteristics of  Study Abroad Students 

• Majority who study abroad major in CALS (College of  Agriculture and Life Sciences)

• Female

• Iowa resident

• Common Travel Locations

• Italy, Ireland, Australia and the United Kingdom

• Iowa State Affiliations 

• Seniors studied abroad the most; freshman the least

• Most studied abroad during the summer, then spring

• Surprising Information



G.O.S.T
• To promote studying abroad  at Iowa State University through a tagline

Goals

• To affect awareness
• To affect attitude

Objectives

• Dialogue model of  communication

Strategies

• Mock-ups 
• Focus group

Tactics



Mockups



Evaluation
Surprise from final focus group

• A strong connection to Iowa State via the word “Cyclones,” “IAState” or 
“Iowa State”

• Short taglines
• Specific taglines for being abroad
• Leave Iowa State’s “adventure” terminology out of  it 
• Students like “Cyclones Abroad” 

• Second most popular → “Adventure Can’t Wait” 

Insights from final focus group



Evaluation
Only achieved one objective

Ideal scenario: hosting more focus groups



Recommendations
Host presentations in all 
colleges at Iowa State in order 
to familiarize students whose 
individual college does not 
promote study abroad a lot

Reduce the number of  study 
abroad websites to one

Table at on-campus events 
outside of  the Study Abroad 
Fair

Stay up-to-date and use social 
media in innovative ways, 
such as creating a filter for 
Instagram or Snapchat for 
students to use

Develop a campaign to 
maintain the awareness of  the 
Center, for students both on-
campus and abroad

Encourage students to tag the 
Study Abroad Center’s 
Instagram account

Keep the current tagline, 
“Cyclones Abroad”


