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West Point Public Relations Plan  
Background:  
 
The United States Military Academy (USMA) at West Point is one of the oldest and most 
revered leader development institutions in the world. West Point has played a role in our 
nation’s history since the Revolutionary War, when both sides realized the strategic 
importance of the location on the commanding plateau on the west bank of the Hudson 
River. West Point, located about 50 miles north of New York City in the scenic Hudson 
Valley, is now the oldest continuously occupied military post in America and a cherished 
national landmark. 
 
In 1802, President Thomas Jefferson signed legislation establishing the United States 
Military Academy. West Point’s purpose was, and still is, to produce leaders of character 
to serve in defense of our country. West Point graduates have dominated the highest 
ranks in the military dating back to the Civil War. USMA has produced soldiers and 
statesmen who contributed to the growth and success of the nation, including two 
presidents (Grant and Eisenhower), 18 astronauts, congressman, senators, business 
leaders and some of the nation’s greatest military leaders, including General Robert E. 
Lee. 
 
The USMA is an accredited four-year institution with Bachelor of Science degrees. 
Colonel Sylnaus Thayer, the Superintendent from 1817-1833, upgraded academic 
standards, instilled military discipline, emphasized honorable conduct and made civil 
engineering the foundation of the curriculum.  Since then, West Point has broadened its 
curriculum beyond the civil engineering focus. In recent decades, the curricular structure 
was changed to allow cadets to select from 31 fields of study and 19 optional major, 
ranging in subjects from the sciences to humanities. 
 
In 1964, President Johnson signed legislation increasing the strength of the Corps of 
Cadets from 2,529 to 4,417(more recently reduced to 4,000). In 1976 enrollment at West 
Point was opened to women and admitted its first female cadets. Sixty-two women 
graduated in the class of 1980, including Rhodes Scholar, Andre Hollen. Women are a 
vital part of the U.S. Army, so they are at West Point. Today 14 percent of cadets are 
women and15 to 20 percent of cadets are minorities.  
 
Situation Analysis: 
 
West Point has a rigorous physical, military and ethical development program designed 
to produce competent, agile officers equipped to excel in the military profession. During 
the cadets four years the U.S. government provide them with an annual salary, tuition, 
room and board, as well as medical and dental care. Cadets receive a commission in the 



U.S. Army as second lieutenants, upon graduation, to serve on active duty for a minimum 
of five years. 
  
West Point is not an easy task; it is hard in all aspects, physically, mentally and 
emotionally. Cadets are also required to serve a minimum of five years in the military 
after finishing four years of college. Threats of West Point are the dedication necessary to 
make an eight-year commitment, ROTC programs around the country and all of the other 
military schools in the United States. Being a graduate of West Point opens up a lot of 
opportunities because of its history and success of past graduates. Graduates hold high-
level jobs and make an impact on our country. 
 
Core problem: 
The type of student that currently applies to West Point Academy is predominately white 
and male and the school would like to attract a more diverse type of applicant. 
 
Goal: 
The goal of this campaign is to get more, qualified women and minorities to apply for 
admission at West Point 
  
Objectives 
1. Increase parent awareness of what West Point can offer by 40% by August 28, 2012.  
2. Have 15% of minorities (via social media) believe that West Point is a positive 
experience and choice by October 28, 2012.  
3. Have 15% of women (via social media) believe that West Point is a positive 
experience and choice by October 28, 2012.  
4. Increase application rate among minorities by 10% amount by February 28, 2013.  
5. Increase application rate among women by 10% by February 28, 2013. 
 
Key Publics and Audiences: 
 
Primary 1: Potential women applicants 
Primary 2: Potential minority applicants 
Secondary: Parents 
Intervening 1: School counselors and advisors 
Intervening 2: Media 
 
Women Applicants 
Profile: The U.S. Department of Education’s National Center for Education Statistics 
projects 3,209,510 high school seniors will graduate in 2012 (2). Roughly half of those 
graduates will be women, meaning approximately 1,604,755 (2). There are over 7,000 
higher educational institutions in the U.S. alone for those 1,604,755 young women to 
apply to if they so choose (1). The harsh physical aspect required of West Point students 
makes attending an institution like this vastly different for women. Historically, the 
number of women applicants accounts for only 20 percent of total applicants (8). Women 
have only been allowed to attend West Point for the last 35 years (8). The perception of 
West Point as a formal and intense military school does not always appeal to young 



females.  
 
Primary Message: West Point values its female students and provides them a positive 
place to learn, grow and develop. 
 
Secondary Messages: 

• West Point does not discriminate against female students. 
• The physical training demands are different for females and males so they remain 

challenging but realistic.  
• For the past 35 years women have found success at West Point and we want 

strong females to carry on their legacy (7). 
• West Point is in the works of establishing female clubs and support groups so this 

group feels comfortable in their environment at school.  
 
Minority Applicants: 
Profile: On West Point’s website they make clear that admission is open to students from 
any minority background and they say that currently 15-20 percent of members in the 
Corps of Cadets are of a minority background (3). West Point also points out that they 
give appropriate consideration to cultural and socio-econmoic background when 
evaluating applicants (4). West Point does not use quotas in its admissions process but it 
is committed to diversifying the student population at the school (8). In the previous year 
interest from black males, the Academy's most elusive segment, grew by more than 200 
applications (4). 
 
Primary Message: West Point is a school welcoming of students from all backgrounds. 
 
Secondary Messages: 

• The benefits of West Point’s free tuition and education are attainable by people of 
all backgrounds. 

• West Point takes into account applicant’s situational backgrounds when accepting 
students to the school. 

• The United States is a country of citizens from all walks of life and we want the 
population at West Point to reflect the diversity of the U.S. as a whole.  

 
Parents 
Profile: Paying for college is one of the biggest financial burdens a parent can face. West 
Point offers a world-class education for zero cost. In fact, students are paid a stipend to 
attend the Academy (8). Market research has shown that parents are more aware of West 
Point as an option compared to teens (8). The Artemis Group’s research revealed that of 
the parents surveyed who knew of West Point, 94 percent has an excellent-good 
perception of the school (8). Parents in the South region of the United States showed the 
most enthusiasm for having their children apply to West Point, with 14 percent extremely 
interested (8). The top three reasons parents would consider in having their child to apply 
to West Point were teaching life lessons, quality of education and career preparation (8). 
 The top three parents had for not considering having their child apply were anti-military 
beliefs, the child wasn’t interested in joining the military and student abuse/bias (8).  



 
Primary Message: West Point is a higher education option that provides a prestigious 
education at no cost to you. 
 
Secondary Messages: 

• West Point offers over 40 different majors to offer an education to student’s with 
different interests (8). 

• West Point provides 4 years of education at no cost. This allows a debt free 
graduation. 

• The rigor of West Point produces well-rounded citizens.  
• Students who graduate leave the school with a respected degree and immense 

career opportunity.  
 
School Counselors/Advisors: In 2010 U.S. News ranked West Point #2 as the college 
recommended by high school counselors (5). School Counselors are required to have 
knowledge of school options for their students and this is a key group aware of the 
benefits West Points provides, such as free tuition and a prestigious academic reputation. 
In order to increase application numbers, especially from females and minorities, school 
counselors must be informed of the opportunities West Point can and will provide to 
those desired publics.  
 
Primary Message: The benefits of West Point are open to students of all backgrounds.  
 
Media: West Point has presence in an array of social networks. Currently it operates a 
Facebook fan page, Twitter account, YouTube account, Flickr account, and an interactive 
blog on its website. The West Point website has a Public Affair’s Office page that links to 
news releases and a press kit among other helpful media information (6). Social media 
gives West Point a platform to share the story of student life and interact with the public. 
West Point’s relationship with traditional media is essential to reaching target publics like 
parents and influencers. Stories in the media of West Point’s commitment to reaching out 
to minorities and women will help spread the message that all types of students can thrive 
at the school. The best way to connect with any public is through personal stories and the 
media is helpful in telling stories to a large audience.  
 
Primary Message: West Point is evolving to give students of all backgrounds a place to 
thrive. 
 
Strategies and Tactics:  
1. Increase parent awareness of what West Point can offer by 40% by August 28, 2012.  
• Strategy 1: Provide information of the benefits that West Point offers to parents of 

students in the targeted areas. 
• Tactic 1: Go into the top 25 high schools in the country with the highest minority 

population and provide informational meetings for parents to learn about what 
West Point has to offer. 

• Strategy 2:Create a deeper understanding of West Point success stories of women and 
minorities.  



• Tactic 1: Have three to four current students and teachers come and give presentation 
to parents. Create a packet that parents will take home with them to continue to 
learn about the school and share with their child. 

 
2. Have 15% of minorities (via social media) believe that West Point is a positive 
experience and choice by October 28, 2012.  
• Strategy 1: Increase social media presence through an outlet to build relationships with 

minorities.  
• Tactic1: Create an interactive Facebook page that will show high school students what 

West Point has to offer and an inside look to what it would be like to attend 
school there.  

• Strategy 2: Tell the West Point story through the voice of students and cadets to help 
connect to potential minority applicants.  

• Tactic 1: Produce one video per month that will feature minorities that belong to club, 
sports team, or specific person that will be put on the Facebook page.  

• Tactic 2: Create a television commercial that will air during shows that have a large 
minorities audience.  

 
3. Have 15% of women (via social media) believe that West Point is a positive 
experience and choice by October 28, 2012.  
• Strategy 1: Tell the West Point story through the voice of students and cadets to help 

connect to women potential applicants.  
• Tactic 1: Produce one video per month that will feature woman’s club, sports team, or 

specific person that will be put on the Facebook page.  
• Strategy 2: Increase social media presence through outlets to build relationships with 

women.  
• Tactic 1: Create an interactive Facebook page that will show high school students what 

West Point has to offer and an inside look to what it would be like to attend 
school there. 

• Tactic 2: Create a television commercial that will air during shows that have a large 
women audience.  

 
4. Increase application rate among minorities by 10% amount (lowest number amount) by 
February 28, 2013.  
•  Strategy 1: Remove constraints to help potential minorities applicants get in touch 

with local congressman.  
• Tactic 1: Organize time for local congressman to come to high schools and schedule 

meet and greet time periods for after school.  
• Strategy 2:  Create relationships with the potential minority students to ease the 

application process.  
• Tactic 1: Have current students at West Point set up tables at lunch and after school at 

the 25 highest minority populated high schools. Information packets will be 
provide along with a video playing that shows what a typical day at school looks 
like.  

• Tactic 2: Have cadets come back to their home towns before Thanksgiving and spring 
break to advertise and promote West Point at their high schools and community 



events. 
 
5. Increase application rate among women by 10% by February 28, 2013. 
•  Strategy 1: Remove constraints to help potential women applicants get in touch with 

local congressman.  
• Tactic 1: Organize time for local congressman to come to high schools and schedule 

meet and greet time periods for after school.  
• Strategy 2:  Create relationships with the potential women students to ease the 

application process.  
• Tactic 1: Have current students at West Point set up tables at lunch and after school at 

the 25 highest minority populated high schools. Information packets will be 
provide along with a video playing that shows what a typical day at school looks 
like.  

• Tactic 2: Have cadets come back to their home towns before Thanksgiving and spring 
break to advertise and promote West Point at their high schools and community 
events. 

 
 


