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Everything around us is either created or disrupted by technology. 
The rise and continuous growth of IT/ Technologies companies will continue. 
We need to equip today’s generation to lead the evolution of tomorrow.
Currently, 49% of marketing vacancies are in the IT and Technology Industry (Linkedin 2021).
Therefore, we want to urge George Brown College to consider the option of offering a Post-

Graduate Certificate in Technology Marketing developed by and for the Industry.

This presentation outlines Team’s 2 creative and media plan for the launch.

Introduction
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▹ Launch and generate awareness of the Postgraduate certificate program in the Canadian market.

▹ To drive >10,000 visits to the program webpage on GBC’s website from May 2021 to December 2021.

▹ To generate 100 applications and a minimum of 35 enrolled students for the Postgraduate certificate
in Technology Marketing, by Winter 2022. (C$200k)

▹ Maximize our proposed budget of $43,000 for lead generation

Business & Campaign Objectives
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TARGET AUDIENCE
Demographic
• Male & Females with annual HH income +$40k
• Age 22 – 35 years
• Graduates of Information Systems, Communications,
Technology, IT or Marketing related programs

Behavioural
• Tech-Savvy
• Early adopter

Psychographics – values & lifestyle
• Passionate about career in Technology marketing
• Desire and willingness to grow they want to be seen as a 
successful person.
• Aspiration - They want to work for big tech companies (Google, Shopify, 
Facebook, Instagram)
• Values' personal development
• Tech savvy, trendy, early adopters, like digital games, causal wear dressing
• Fun – the target is young at heart – they make time to play.
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CORE CREATIVE IDEA

"BE THE MARKETER 
OF THE FUTURE"
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FUNNEL
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PURCHASE

LOYALTY

AWARENESS

EVALUATION

DISCOVERY

INTENT

Display, Social Media, Paid Search, PR, 
Database, E-Mail

Work term. Alumni network

Content Marketing, Podcasts, 
Information Sessions, Open house, and 
other experiential events

Program landing page, application, 
registration



IMC STRATEGY BREAKDOWN
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Digital 
Marketing

70%

Experiential 
Events

15%

PR, 
Content & 

Audio 
Streaming

15%
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▹ Campaign/Program Landing 
Page

▹ Search Engine Marketing
▹ Paid Media Marketing
▸ Display Ads

▸ Search Ads
▹ Social Media Marketing
▹ Database & Email Marketing
▹ Content Marketing

Digital Media Marketing
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Program/Campaign
Landing Page

Digital Media Marketing
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Search Engine Marketing
KEYWORD SEARCH VOLUME GOOGLE INDEXED 

PAGES COMPETITION BUYING 
CYCLE

Marketing course 1,000 7,390,000,000 Extremely Competitive Research

Digital marketing 
course 10,000 1,730,000,000 Extremely Competitive Assessment

Technology 
marketing 1,000 3,000,000,000 Extremely Competitive Research

Digital Media Marketing
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Paid Media 
Paid Search
Keywords

• Marketing in Technology sector course
• Degree in Technology Marketing
• IT marketing courses in Canada
• Tech marketing program
• Tech marketing course in Canada

Buying Cycle: Awareness, consideration

Digital Media Marketing
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Digital Media Marketing

Paid Media 
-Display
-Social Media



Social Media Marketing
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Facebook

Awareness

Twitter

Awareness

Instagram

Awareness

Youtube

Awareness
Conversion

Digital Media Marketing
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Database & Email Marketing
Direct Email to:

1. Graduates from IT programs at GBC and other 
colleges /schools/ universities to introduce the 
program and invite for an information session

2. Current/Past students of the Centre of Business and 
perhaps GBC, introducing the program and inviting 
for referrals

Digital Media Marketing
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Content Marketing :
Blogs, Infographics, Podcasts

1. Top 5 skills in demand for marketers in the Technology Industry ?

2. Are you equipped to be the marketer of the future? 5 

things you should know

Content pieces will be published and shared the 3rd week of each month starting in May 2021

Digital Media Marketing
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- Weekly topics

- Interview with CEO/HR 

from an IT/technology 

organization once a 

month.

Audio/Streaming:
Podcasts + audio ads

Digital Media Marketing

12 sec audio ad
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Press release

Will be distributed to 
- Main media houses across Canada
- Target audience influencers (lifestyle & 

technology)



EXPERIENTIAL EVENTS
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1 3 5

42

Open House Virtual Tours #Askmeanything
Live Q&A 

Information 
Sessions

“Taste of a Course” 
with Faculty
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Open House

Experiential Events
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Virtual Tour

Experiential Events
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Information Sessions

Experiential Events
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“Taste” of courses with Faculty

Experiential Events
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#askmeanything with Alumni/Faculty
Experiential Events



Calendar & Budget
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30% share of voice

100+ shares or positive comments
By Jan 2022
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among main 4 Ontario colleges

250,000 unique visitors
with 2 mins average time spent on page 

January 2022



100% on budget
Total success!

35+ enrolled students
By Jan 2022

29

Pi
ct

ur
e o

f S
uc

ce
ss

Ca
m

pa
ign

250,000$
Revenue

January 2022



30



THANK YOU!
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Video
Digital Media Marketing

5 secs
Bumper for YouTube

IG stories
Snapchat

15 secs
Display -YouTube

FB-IG



TEAM #2
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Adi Montas
101349098
Strategy

Emir Altinoz
101273645

Graphic Design

Ikram Ngadawala
101299238

Digital  Specialist

Karen Garzon
101327491

Commercial & Finance

Kaytlyn Bhatia
101346636

Events Specialist


