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EXECUTIVE SUMMARY 

This report aims to provide an analysis of market opportunities and a strategic plan for the 

Monterey Institute of International Studies (MIIS) to increase yield numbers in the state of 

California. Our consultant team has developed a marketing plan to achieve the following 

objectives over the next two fiscal years: 

 Increase applications from California students by 20% 

 Increase enrollment numbers of California students by 10% 

The constraints of our marketing plan are as follows: 

 Utilize a $10,000 per year budget for two years 

 No additional personnel can be hired 

We have conducted a strategic analysis of the Monterey Institute, identified target markets within 

California, identified competitors for California students, assessed how the Institute stands with 

regards to its competitors, and identified effective tactics to apply towards these target markets. 

Additionally, we will present several recommendations to improve the Institute’s marketability 

in California.  

Findings 

The Monterey Institute of International Studies is a professional graduate school that values 

quality teaching as well as giving the students an opportunity to have a hands-on experience. The 

programs are individualized, short, and highly focused on field of study and conducted in 

international learning environment.  

Mission: Ensure students are prepared for a cross-cultural and multilingual environment and 

professional career in fields such as language teaching, international policy and management, 

translation and interpretation, and non-proliferation. After successfully completing the academic 

and practical parts of the curriculum, graduates will become the new generation of international 

professionals. 

Goals: The goals that support the mission are focused on attracting qualified multilingual 

scholars and professionals. It is preferred that candidates who have some previous international 

work experience apply, but there is no formal requirement. However, it is required that students 

are proficient in a foreign language (international students must be proficient in English). 

Identified Target Markets: Because the Institute has had an international focus from its 

formation, the candidates that the Admissions Committee looks favorably upon are: 

 California undergraduate domestic and international students with an interest in 

international studies  

 Military, veterans, and their dependents 

 Partnership organizations participants, e.g., Returned Peace Corps Volunteers (RPCVs), 

Fulbright scholars, JET Programme Alumni, etc.  

 

Identified Competitors: Based on these target markets, there are several key factors identifying 

competitor institutions. However, not all of these factors apply to every competitor: 
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 Military friendly 

 Offer scholarships to partnership program participants like RPCVs 

 Have professional translation and interpretation programs 

 Are California-based with graduate programs 

 Have international education and environmental policy degree programs 

 Offer internship and practicum opportunities as part of degree programs 

In order to analyze the Institute’s advantages, we have identified six top representative 

competitors that meet these criteria:  

 New York University 

 Columbia University’s School of International and Public Affairs (SIPA) 

 George Washington University 

 American University 

 University of California at Berkeley 

 University of San Francisco 

 

Recommendations 

We have developed a set of recommendations to utilize the Institute’s strengths and take 

advantage of market opportunities while minimizing the effect of external threats and 

weaknesses against competitors: 

California Undergraduate Students 

 Increase visibility to students as a top-tier professional graduate school in California 

 Emphasize international professional opportunities and continued language study 

 Foster interest and success in international experiences 

Military, Veterans, and Dependents 

 Emphasize benefits for veterans, especially in scholarships and financial aid 

 Increase awareness of how the Monterey Institute can facilitate the transition to a civilian 

career 

 Increase awareness and activity with partnerships like the Defense Language Institute 

Partnership Organization Participants 

 Increase awareness of merit scholarship benefits 

 Emphasize professional development opportunities 

 Connect with through social media, current students, and alumni 

All Target Markets 

 Increase brand awareness in California 

 Increase visibility and involvement of alumni in target markets 

This plan will present in detail how target markets were identified, how competitors were 

identified and compared with the Monterey Institute, recommended tactics to reach these target 

markets, and finally, a detailed budget and timeline to implement these tactics in order to achieve 

the set goal of increasing applications by 20% and enrollment by 10% from California over the 

next two years. 
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STRATEGIC ANALYSIS 

As a small, professional graduate school focused on producing well-qualified, experienced, 

global professionals, the Monterey Institute of International Studies seeks to attract a diverse 

class of highly qualified, multilingual individuals who wish to pursue careers in an international 

and intercultural context. The Institute’s objective is to provide a professional and practical 

education of high quality, immersing students in their field of study and encouraging 

collaborative learning. By providing opportunities for students to implement professional skills 

during their course of study, the institute aims to send graduates into the workforce equipped 

with both specialized knowledge and experience, making them highly competitive in a rapidly 

globalizing world. 

To achieve this objective, it is first necessary to attract highly qualified candidates who have the 

greatest chance of success in the institute’s programs. The Monterey Institute has set a goal to 

increase applications by 20%, and enrollment by 10%, per year from its home state of California. 

California currently produces the highest numbers of applicants. Focusing more on this region 

and increasing the visibility of the Institute in the local area would be an effective way to attract 

a larger pool of qualified applicants without compromising the Institute’s goal of diversity, due 

to the state’s multinational and multicultural population. 

The Monterey Institute’s strategic plan to maintain academic excellence, be fiscally responsible, 

and be a leader in language studies and services reflects the Institute’s core values. These values 

provide structure and guidance in the process of pursuing institutional goals. In approaching the 

goal of increasing applications and enrollment in California, it is necessary to ensure any plan 

follows these principles. Maintaining academic excellence means both attracting high caliber 

students and employing expert faculty and staff; being fiscally responsible requires a targeted, 

strategic approach to marketing, as well as all of the Institute’s financial decisions; and 

maintaining leadership in language studies and services is stressed by making second-language 

ability a requirement for admission and an integral part of all the Institute’s programs. 

 

Assessment of Client Needs 

Taking the Monterey Institute’s strategic plan into consideration, this targeted marketing plan 

will be cost-effective and not require additional staff. Knowing what marketing techniques have 

and have not worked in the past, this marketing plan utilizes the Institute’s existing methods and 

resources in new ways to reach more qualified individuals in California and create greater 

awareness of the Monterey Institute within the state.  

Strategic Recruiting 

Because of the Monterey Institute’s mission and strategic plan, marketing to attract and 

ultimately recruit the right kind of student is both a challenge and key to the Institute’s success. 

How does one find these students, make them aware of the Monterey Institute, and encourage 

them to apply? Eschewing mass marketing, the Institute has opted for targeted and personal 

approaches: 

Search Engine Optimization & Social Media: By making the Monterey Institute come 

up at the top of search engine results and maintaining a presence on social media, the 

Institute is able to focus on providing information to and building a relationship with 

individuals who are already looking for programs like theirs. 
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Personal Selling & Service: From grad fairs and school visits to highly communicative 

faculty and staff, the Monterey Institute emphasizes creating a personal connection with 

interested individuals. Additionally, prompt responses to inquiries and a rolling 

admissions process give the Institute a competitive edge against other institutions that 

follow annual deadlines. 

Alumni & Partnerships: Rather than building a highly visible public profile, the 

Monterey Institute has depended on graduates and affiliates of the school to inform and 

attract new students. This is a logical and targeted approach, as individuals and 

organizations affiliated with the institute have a higher likelihood of knowing others who 

would be interested in it and have the qualifications to apply. 

With this marketing mix, the Institute adheres to its strategic objectives in attracting students 

who will contribute to the Institute’s goal of academic excellence. It does this through 

maximizing the efficacy of its budget through targeted marketing strategies and using its 

connections to attract candidates with the necessary qualifications, including second language 

ability. 
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IDENTIFYING TARGET MARKET OPPORTUNITIES 

 

SWOT Analysis 

This analysis of the Monterey Institute’s internal strengths and weaknesses, and external 

opportunities and threats clarifies its position in the market. 

Internal Factors: Internal factors in this analysis as elements that the Monterey Institute has 

control over, or the ability to influence or change. This includes academic programs, affiliations, 

faculty, staff, administrative and student services, students, the admissions process, and financial 

aid. 

External Factors: External factors as those over which the Monterey Institute does not have any 

control and would exist even if the Monterey Institute did not. This includes demographics, 

geography, climate, economic trends, government policies, and the decisions of independent 

organizations or individuals. 
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Strengths  Weaknesses 

World-renowned professional programs 
Middlebury affiliation 

 Low brand recognition 

Scholarship opportunities  Tuition costs 
Customizable programs  Customization options unclear 
Professionally focused  Narrow “fit”(desired applicant profile) 
Small, close-knit community  Housing 
Rolling admissions  
Practicum/Internships 

  

  Geographic location 
Campus aesthetics 

Opportunities  Threats 

Donors  Loss of donor contributions 
Loss of merit scholarships 

California’s large, diverse population  Cost of living 
Geography & climate 

Attract best & brightest students  Reduction in federal funding for loans 
Increase in federal loan interest rates 

Increase yield of international students  
currently in California 

 Change in immigration policy 
Visa difficulties 

Military partnerships  
Partnership organizations  
Enhanced alumni involvement 

  

 

Target Market Opportunities 

High quality, multilingual students looking for specialized graduate programs for internationally 

focused careers is already a very selective pool of potential applicants. Within California, there 

are several sub-markets where it would be more likely to find these individuals: 

Military & Veterans: California has the highest number of military facilities in the 

United States, including the Defense Language Institute in Monterey. There are many 

military personnel who would be attracted to the Monterey Institute’s programs, 

including Master of Arts in International Policy Studies (MAIPS), Master of Arts in 
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Nonproliferation and Terrorism Studies (MANPTS), as well as the Master of Business 

Administration (MBA) or Master of Public Administration (MPA), for continuing 

education or a career change. 

Partnership Programs: Peace Corps, AmeriCorps, Fulbright, and other partnership 

program participants would be interested in a variety of programs, including MAIPS, 

Master of  Arts in International Environmental Policy (MAIEP), Master of Arts in 

Teaching English to Speakers of Other Languages (MATESOL), Master of Arts in 

Teaching Foreign Languages (MATFL), and Master of Arts in International Education 

Management (MAIEM). 

Undergraduates: Students, including international students, majoring in foreign 

languages, international studies, and related fields who have probably studied abroad and 

wish to continue their international learning experience through the range of programs at 

the Monterey Institute.    

Price Sensitivities of Target Markets 

The majority of potential students are sensitive to the cost of attendance for several reasons. 

Undergraduate Students: Most students are already facing substantial student loan debt 

and may be hesitant to take on even more. However, the short length and professional 

focus of Monterey Institute programs, as well as scholarship and other financial aid 

options make the Institute an attractive graduate school option. 

Military, Veterans, & Dependents: This market is perhaps the least price sensitive. Due 

to the substantial financial aid for military personnel and veterans, it is possible for many 

to continue education without being limited by the cost. However, those still in the 

military are sensitive to time and location, as they can’t always determine where they will 

be stationed and for how long. 

Partnership Organization Participants: RPCVs, JET Alumni, and others often have 

had a year or more to start paying off undergraduate loans and save up money. However, 

they may feel insecure about their future prospects after finishing their work at their 

organization and see graduate school as a large investment without a certain outcome. For 

the same reasons as for undergraduate students, the Monterey Institute presents a more 

secure option. The Institute’s scholarships specifically for partnership organization 

participants make it even more attractive. 

Value Proposal for Prospective Students 

The Monterey Institute is a professional graduate school that values quality teaching as well as 

giving the students an opportunity to have a hands-on experience. The programs are 

individualized, short, and highly focused on field of study and conducted in international 

learning environment. 

International Value: Students have an option to complete their January Term courses in 

Peru or Rwanda, be a part of Spring Break trips to Beijing or Cuba, attend government-

based seminars or join guest lectures held by Secretariat of United Nations. Also, the 

Institute’s professors have had and continue to have rich international experience, which 
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makes the learning more reality-based. Students can also be a part of creative 

Development Project Management Institute (DPMI), which is a professional training 

program that prepares the students for a career in managing international development 

processes. 

Cost Value: The Monterey Institute offers special scholarships for the participants of 

partnership organizations. For military and veterans and their dependents the Institute 

also offers financial aid through the Montgomery GI Bill and the Post 9/11 GI Bill. All in 

all, tuition is comparable to similar programs at competitor institutions (New York 

University, American University, and University of California at Berkeley). 

Location Value: Living in Monterey is relatively cheaper than living on the east coast - 

especially in New York or Washington, D.C. Additionally, in comparison to other 

institutions in California, the Monterey Institute offers original programs for international 

professionals. It is also connected with local organizations such as Stanford University, 

Defense Language Institute, Naval Postgraduate School and marine and environmental 

organizations. 
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COMPETITOR ANALYSIS 

 

Criteria of competitors 

We believe the following to be the most important factors affecting the choices students make 

when evaluating professional graduate schools like the Monterey Institute: 

 Program similarity     

 Diversity 

 Location 

 Tuition costs & scholarship opportunities 

 Professional opportunities & training 

 Foreign language component 

 Cost of living 

 Return on Investment (estimated salary of graduates) 

As previously stated, schools that are military friendly, offer scholarships to partnership program 

participants like RPCVs, have professional translation and interpretation programs, are 

California-based with graduate programs, have international education and environmental policy 

degree programs, and offer internship and practicum opportunities are in direct competition with 

the Institute. In order to analyze the Institute’s advantages, we have compared it to six top 

representative competitors that meet most of these criteria:  

 New York University 

 Columbia University’s School of International and Public Affairs (SIPA) 

 George Washington University 

 American University 

 University of California at Berkeley 

 University of San Francisco 

 

Competitor Comparison 

Programs Offered: The Institute offers a broad array of custom options to students 

wishing to pursue internationally focused degrees. Their competitive advantage relative 

to other schools is the richness of the program content, the ability to create a dual masters 

or specialization, and while other universities offer a portion of similar options, they do 

not offer the same level of customizability as the Institute’s programs. 

Diversity of Student Body: The Institute’s student body is diverse and has similar 

numbers to its competitors. With over 55 countries and 40 native languages represented, 

it is comparable to institutions like George Washington, Columbia, and New York 

University.  However, the intimacy and community feeling are unmatched by the large, 

city-based competitor institutions. 

Location: Monterey is seen as the language study capital of the United States. It is a 

community with overwhelming natural beauty and at the same time an area conducive to 

study and focus. The Institute’s competitors do offer the cultural immersion, events, and 
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venues of international cities, but Monterey is distinct in its diverse yet close-knit 

community. 

Professional Development & Training: Similar to the Institute’s internships and 

practicum, most competitors provide some professional, real-world elements in their 

programs. The degree to which each institution assists students in pursuing these options 

varies. We believe the Institute has an advantage because it actively assists students in 

finding internship options. 

Foreign Language Component: Most competitors listed a certain level of foreign 

language proficiency as a condition of acceptance, however very few require continued 

language study. For the Institute, this is both an advantage, attracting students who wish 

to continue language study, but also a disadvantage as its high language requirements can 

discourage students who feel they are not qualified. 

Cost Compared to Potential Return: In order to illustrate the return on investment that 

students will see, we have compared tuition costs, the estimated cost of attendance per 

academic year, and the median salaries of graduates from the Monterey Institute with 

those of competitor institutions. The following graph reveals that the cost to students who 

attend the Monterey Institute is comparable with most other competitors. The potential 

salary students could earn is not the highest amongst competitor institutions, but still a 

reasonable value in relation to cost. While graduates’ salaries can vary greatly depending 

on their degree and where they decide to work, these estimations are easily found online 

and therefore prospective students who are researching these institutions will most likely 

base their assumptions off of these values. 
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The most note-worthy point from this graph, however, is that UC Berkeley and the University of 

San Francisco have comparable costs but higher projected salaries. This shows that, in terms of 

cost vs. return, the Monterey Institute’s top competitors are also within the state of California. In 

order to combat this weakness in California markets, it is important to set the Institute apart from 

its competitors by emphasizing other qualities, e.g., language studies, customizability, intimacy, 

professional focus, etc. 
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MARKETING OBJECTIVES & TACTICS 

 
We have identified specific tactics to accomplish each objective for California target markets. Many of 

these build on methods already used by the Monterey Institute because they have been proven effective: 

 

Objective Tactic 

California Undergraduate Students 

Increase visibility in California as top-tier 

professional graduate school 

 Personal selling through current students 

and alumni via social media 

 Mailer of promotional materials to alumni 

to display in their offices, if possible 
Emphasize international professional focus and 

continued language study 

Emphasize how students can build on study 

abroad experience 

 

 Sponsoring and exhibiting at Lessons from 

Abroad Conference 

Military, Veterans, & Dependents 

Emphasize financial aid & scholarships  Advertising through distributing marketing 

materials to United Service Organizations 

(USOs) and military installations 

 American Council on Education (ACE) 

Toolkit for Veteran Friendly Institutions 

badge on website 

Increase awareness of how the Monterey 

Institute can facilitate transition to civilian 

career 

Increase accessibility of website for DLI 

students 

 

 Redesign mobile site and coordinate a 

“Find a Tutor” registry between students 

Partnership Organization Participants 

Increase awareness of scholarship 

opportunities 

 Personal selling through current students 

and alumni utilizing social media, RPCV 

events 

 Advertising on national RPCV website 
Emphasize professional development 

opportunities 

  

All Target Markets 

Increase brand awareness in local area and 

California 

 Have a booth at the Monterey Farmers’ 

Market once a month during school year 

Increase visibility and involvement of current 

students and alumni 

 Encourage updates on social media through 

photo contests, video blogs 

 Utilize social media to emphasize 

professional development through student 

practicum and internships 
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Descriptions of Proposed Tactics 

Website Redesign: Currently, when searching for the www.miis.edu website from a 

mobile device, users will land on the official homepage. This website is not very user 

friendly if one is trying to navigate it from a smartphone. While a mobile version of the 

site does exist, it is not easily searchable and seems to be more targeted towards current 

students, with only some features for prospective students. As more and more prospective 

students are using their mobile devices to search for schools, it is crucial to have a more 

accessible mobile site to which people searching from their smartphones will be 

redirected. $750 has been allocated to improve the mobile website during the 2014-2015 

fiscal year. Improvements could be continued as part of the 2015-2016 fiscal year budget 

if needed. 

Utilizing Social Media: Most partnership program participants, including RPCVs and 

JET Alumni, have an online presence and are active in social media. Having current 

students and alumni post to these groups about their experiences at the Monterey 

Institute, provide updates of activities on campus that may be of interest to them would 

be a great, free way to build stronger relationships to these local communities. 

The JET Alumni Association (JETAA) has two chapters in California: JETAANC (North 

California) based in San Francisco and JETAASC (South California) in Los Angeles. 

Both have Facebook and LinkedIn pages, as well as websites, and invite members to post 

about job and educational opportunities for the community. There are many JETAA 

members who are current students as well as Monterey Institute alumni who would be 

able to connect with these communities. 

RPCV Events: RPCV events are a key component to our marketing strategy of this 

target market. In addition to having a digital advertisement on the national website and 

plugins on regional social media sites on both Facebook and LinkedIn, we have also 

implemented some key events that would involve personal selling. These events, located 

in Santa Cruz and Los Angeles, are both opportunities to have face to face time with 

RPCVs and their families. We would have informational items with program specific go 

links and information cards for those that were interested in more information. This 

would put a face behind the digital marketing strategy and enable the RPCVs in 

attendance to make a personal connection with the Monterey Institute of International 

Studies. The cost for these events will total $400 of our total budget. 

Monterey Farmers’ Market: The Farmers' Market in downtown Monterey affords the 

Monterey Institute the opportunity to increase local brand awareness. Renting a booth at 

the Farmers' Market costs $50 per week in addition to a $50 annual application fee. If the 

Monterey Institute attends the Farmers' Market once per month beginning in September 

and ending in May, the total cost will be $500, including the $50 application fee. Each 

month, various clubs and organizations at the Monterey Institute, such as Gay&Co, the 

women's soccer team, and the eMIISaries, could be in charge of passing out promotional 

materials to potential applicants and enrollees while showcasing their group’s activities.   

Lessons from Abroad Conferences: Lessons from Abroad conferences give students 

who have recently returned from studying abroad the opportunity to network with 

internationally-focused employers and educational institutions in order to advance their 

future careers. There are three yearly Lessons from Abroad conferences in the state of 
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California: one in Los Angeles in November, one in San Diego in February, and one in 

San Francisco in March. These conferences will increase the visibility of the Monterey 

Institute to students based in California who have recently had an international 

experience and are currently seeking professional and educational opportunities. The cost 

for participating in each of the conferences as both an exhibitor and a sponsor is $130. 

The total of these fees, as well as transportation and meal allowances for the staff 

member who will attend the three conferences, is $900.   

Send Promotional Materials to San Diego USO Offices: California has the largest 

number of military bases in the nation. Military members, veterans and families members 

spend quality time in USO offices around various airports in the nation. Information and 

pamphlets are displayed at the USO offices for the usage of military members, veterans, 

and families of both of these groups. Having the Monterey Institute’s brochures and 

marketing material visible in USO offices would be a valuable tactic for branding and 

marketing purposes. We decided to target the USO offices in San Diego as a trial run. 

The secondary reason is because the Southern California region has the largest number of 

military bases. The Monterey Institute will not be charged for displaying their brochures 

and marketing materials.  The Monterey Institute will incur minimal costs for this 

marketing tactic. This would include the production of brochures and marketing 

materials, in addition to the shipping costs of the materials. 

Military Friendly Schools: MilitaryFriendlySchools.com highlights institutions that are 

considered military friendly. The institutions listed on the site are considered the top 20% 

schools nationwide that deliver the best experience for military personnel. This site 

receives over 300,000 visitors per year, averaging a 3 minute viewing time per page, with 

over 1 million military friendly school profiles viewed. They are able to provide metrics 

and analytics for areas of measurements such as clicks per page visits. The Monterey 

Institute has a presence on this website, which already includes reviews from military 

veterans. By advertising on this site the Monterey Institute will have a more visible 

profile and an exclusive page on MilitaryFriendlySchools.com site. Currently, the 

Monterey Institute’s page is shared with advertisements from other institutions. The 

school profile update will include the Monterey Institute’s contact information, social 

media links, school profile advertisement, and analytics/metrics.  

American Council on Education (ACE) Toolkit for Military Friendly Institutions: 

ACE provides a free resources site for institutions to become military friendly. This 

platform is an online collaborative resource designed for institutions to share information, 

guidelines, pamphlets, best practices and outreach efforts specifically geared for military 

and veteran students. It is a useful tool to find methods that have been successfully 

implemented at other institutions in order to provide a veteran friendly campus. In order 

to participate on this site, institutions must create a profile an upload at least one 

resource. Once these steps are completed the Monterey Institute will receive a 

participation badge that can be placed on their own website. Military veterans are a 

highly sought out market group, yet are a challenging group to be able to market to. The 

benefits of participation on this site will be providing the Monterey Institute with other 

innovative tactics from peer institutions in order to improve the “Monterey Experience” 

for veteran/military students.  
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Although these websites are not exclusive to California, because the state has the highest number 

of military installations in the US, increasing the Monterey Institute’s profile on them will 

increase the school’s visibility among California-based military personnel, veterans, and their 

dependents. 
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PROPOSED BUDGET FOR 2014-2015 & 2015-2016 

 

We have outlined a budget to utilize the $10,000 for the 2014-2015 fiscal year in order to 

increase applications and enrollment from California. Based off of the relative success of this 

year’s marketing plan, the following year could be adjusted somewhat, but we suggest it follow a 

similar breakdown. 

Item Date Cost  Method of Measurement 

Redesign/develop mobile 

website to be more accessible 

to prospective students 

July 

 

$750  Google Analytics  

 Check once a month, weekly 

during month before priority 

deadlines 

Ship promotional materials 

to USO offices in San Diego  

July 

 

$790  Contact cards, inquiries 

Applications 

QR Codes/Go links 

 Check after priority 

deadlines 

 Bi-monthly analytics reports 

Online Advertising: 

MilitaryFriendlySchools.com 

September 

 

$3,010  QR Codes/Go links 

 Bi-monthly analytics report 

Mail promotional material to 

California-based alumni 

September 

 – May 

 

$1,500  Applications received that state 

applicant learned about MIIS 

from alumni 

 Bi-monthly, right after 

priority deadlines 

Monterey Farmers’ Market September   

– May 

 

$500  Inquiries 

Contact cards 

Applications 

 Bi-monthly, right after 

priority deadlines 

Online advertising: 

PeaceCorpsConnect.org 

September 

January 

May 

$2,100  Google Analytics 

 Bi-monthly checks after each 

ad runs 

RPCV Happy Hour in  

Santa Cruz 

October $100  Contact cards, inquiries 

 After event 

Lessons from Abroad 

Conference in Los Angeles 

November $300  Contact cards 

 After conference 

RPCV International Dinner 

Los Angeles 

November $350  Contact cards 

 After event 

Lessons from Abroad 

Conference in San Diego 

February $350  Contact cards 

QR Codes/Go links 

 After conference 

Lessons from Abroad 

Conference in San Francisco 

March $250  Contact cards 

QR Codes/Go links 

 After conference  

 TOTAL: $10,000   



[17] 

 

 

Recommendation for Measuring Success of Marketing Tactics 

 

On the current application form, there is one simple question about how students learned about 

the Monterey Institute: 

 

 

 

 

 

 

 

 

 

 

 

Rephrasing this question, including series of boxes with different suggested answers, and 

allowing students to check all that apply would make the results of tactics more measureable 

with regard to applications. It is likely applicants will have heard about the Institute from 

multiple sources, all of which potentially influence their decision to apply. 

The suggested answers could include: 

 Monterey Institute alumni (name)__________ 

 Current student (name)__________ 

 Faculty or staff (name)__________ at (name of institution)__________ 

 JET, Peace Corps, AmeriCorps, or other similar organization (name) __________ 

 USO office or military facility (name)__________ 

 Event (name) __________ 

 Monterey Institute of International Studies website 

 Other website (name)__________ 

 Publication (name) __________ 

 Flier, brochure or other advertisement, seen at __________ 
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PROPOSED TIMELINE 
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RECOMMENDATIONS FOR PRICING STRUCTURE 

The Monterey Institute has positioned itself well in the market to attract the kind of students who 

will be successful in its programs. These recommendations are both an acknowledgement of 

good strategies and suggestions for other ways to further the Institute’s goal of attracting highly 

qualified students. 

 

Online-Campus Hybrid Programs 

In addition to the current customizability of the Institute’s programs, having the option to 

complete some programs through a combination of online courses and weekend workshops 

would be an attractive option for individuals who are currently working in California 

(partnership program alumni, military veterans and their dependents). By still including face-to-

face classroom work, the Institute would still fulfill its mission to create immersive learning 

experiences. Additionally, with so many methods of remote video conferencing and cloud-based 

multimedia platforms like Google Drive, the Institute’s values of communication and 

collaborative learning would not be compromised. 

Cost to the Monterey Institute: Adapting classes and programs to this system would be 

a matter of time and logistics. It would require a substantial commitment from faculty 

and administrators, but the benefits to expanding the student community and increasing 

program accessibility would be worth the effort. 

Value to Students: The ability to complete their degree on their own schedule and 

continue working would potentially allow students to save money by not needing to take 

out student loans or pay to move to Monterey. This would be a very attractive option for 

professionals in the San Francisco bay area, who are close enough to come to campus but 

might not want to move to Monterey. 

 

California Work-Study Award 

To build on the Monterey Institute’s grassroots connections and increase awareness of the 

Institute in California, it would be beneficial to create opportunities for California students to 

assist with this process. Students could submit, along with their application, an essay application 

for a Graduate Assistant position with the stipulation that they will assist in some way with 

spreading awareness of the Institute in California. Goals and duties of the position will be 

negotiated with each department. 

Cost to the Monterey Institute: There would be a maximum of 10 positions available to 

California students. Ideally, they would be filled by students from all three of the target 

markets. Each accepted applicant would have the opportunity to earn up to $4000, or 

$2000 per semester. These positions would be institutional work study positions that 

already exist in Enrollment, Admissions, etc. If the positions are not filled by accepted 

California students who complete the essay, they would be open to all students as usual. 

Therefore, the only additional cost would be time to process applications and coordinate 

with different departments to place students and determine what kind of project they will 

complete. Those projects could include outreach through social media and participating 

in events included in this proposal. 
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Value to Students: Students who successfully complete the application process would be 

guaranteed an institutional work study position, reducing their cost of attendance, and the 

opportunity to build ties between their home communities in California and the Monterey 

Institute. 

 

Tuition Reductions 

This opportunity will be exclusive to veterans and their extended family. The tuition reductions 

will be essentially scholarships that will help subsidized tuition costs. This will be open to 

veterans and their extended family who qualify for the Yellow Ribbon and post-9/11 government 

funding; therefore, the remaining balance could be covered by a scholarship. 

Cost to the Monterey Institute: The tuition reductions will be a different approach to 

packaging financial aid awards to veterans. A variety of scholarships are already offered 

to students applying to the Institute, which could potentially reduce the revenue received 

from this group of students. 

Value to Students: The student will receiving funding to help cover their tuition costs. 

Additional funding to assist with tuition cost is always a motivator for potential students. 

 

Merit Scholarships 

These merit scholarships will be exclusive to applicants who are participants in partnership 

organizations (Returned Peace Corps Volunteers, JET, AmeriCorps, EducationUSA). The 

current merit scholarships will be given a name that ties it in with the partner organization, 

therefore creating exclusive scholarships for these applicants. Example: The EducationUSA 

Scholarship of Excellence. 

Cost to the Monterey Institute: The merits scholarships will be a way to repackage the 

current merit scholarships. This would not create any additional costs to the Monterey 

Institute. 

Value to Students: Students will have more interest in applying to the Monterey Institute 

since there will be scholarships offered for their participation in the partner organization. 

 

 

CONCLUSION 

The goals, timeline, and tactics of this marketing plan are designed to be reasonable, attainable, 

and fit within the parameters outlined by the client. Building off of the Monterey Institute’s 

existing marketing strategies, we believe that pursuing the objectives proposed in this marketing 

plan will emphasize the Institute’s strengths to increase applications and enrollment numbers 

from California over the next two years. 


