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Executive Summary 
 
VIA (formerly Volunteers in Asia) is a private, non-profit organization based in San Francisco, CA, whose 

vision is one of mutual service and learning between the U.S. and Asia.  

 

VIA is currently divided into two sectors: one that supports Asian students coming to Stanford University 

in California and the other that sends Americans to Asia. Since 1963, VIA has given Americans the 

opportunity to work and live within an Asian culture, while meeting their host’s needs. This marketing 

and recruitment plan will address VIA’s One-Year Service Fellowship in Asia. This plan seeks to explore 

the different ways in which VIA can convey their mission and values to potential applicants, and how a 

greater, more qualified applicant pool can be attracted.  

Recently, it has come to VIA’s attention through participant feedback that the quality of their 

Service Fellowship is much higher than their website and collateral content convey. Therefore, VIA would 

like to find a way to present their Fellowship in a manner that matches participant experiences and 

draws in more suitable applicants.  

After considering all facets of the marketing and recruiting process, recommendations for changes 

and updates to VIA’s website, pricing structure, and personal selling strategy were made based on three 

main goals: to increase the number and quality of applicants; to enhance branding and positioning; and to 

increase and improve outreach and partnership building activities. While operating within a budget of 

$4,200, VIA would be able to redesign their website, provide application fee waivers, purchase 

merchandise, update collateral, and conduct university, partner organization and alumni outreach.  

If these recommendations are implemented during the next application cycle,  VIA’s unique 

position among their competitors for providing high-caliber experiential learning and leadership training 

would be recognizable to more qualified persons seeking work and post-graduate alternatives through 

international service learning. 
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Goals 
 

1. By January 15, 2015, VIA Programs should have a 40-50% increase of qualified applicants for the 

VIA Service Fellowship program, which will bring the total number of applicants from 40-60 

applicants last year to 60-100 for the current year’s recruiting cycle.1 

a. Qualified applicants are determined by those who possess some of the following specific 

skills sets:  

i. Advanced teaching skills: at least two or more years’ experience 

ii. Critical thinking course work or teaching experience 

iii. Previous NGO experience, either fulltime or part-time 

iv. Business background in social media, data analysis, etc. 

v. Intercultural sensitivity and competence levels  

vi. International experience: work or study abroad preferred 

 

2. Between February and September 2015, the positioning and branding of the VIA Service 

Fellowship will be enhanced through the improvement of the website and increased social media 

activity to improve the portrayal, perception, and name recognition of the program.  

a. Utilizing data from Google Analytics and various social media platforms, VIA will attain 

increased responses in the following areas: 

i. Visits to VIA website: 10% 

ii. Likes on Facebook page: 10% 

iii. Number of online inquiries made for additional information: 20% 

 

 

                                                        
1 50% (10-20 students) of the increase in qualified applicants will be recruited from universities, and 50% will be recruited 
from the professional arena. 
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3. By September 2015 (the beginning of year two’s recruiting cycle), the positioning and branding of 

the VIA Service Fellowship will have been reinvigorated in order to reach the program’s target 

markets. The focus will be on improving alumni outreach and fostering partnerships with heritage 

and community organizations, as well as promoting numerous informational events in order to 

increase the interest of target market individuals.  

a. Utilizing data from VIA’s CRM (SalesForce), VIA will see that by the beginning of the second 

recruiting cycle, an increase will be reached in the following areas: 

i. Alumni outreach - interactions and events: 50% 

ii. Number of inquiries (in-person and online) for more information: 20% 

iii. Applicants: 50% 
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Work Breakdown Structure 
 

The recommendations in this plan would require the participation of as many actors as possible, while 

keeping in mind that current staff availability is limited. In addition to the work already being done by the 

director (including budgeting, travel, and event planning among many other duties), an additional new 

hire, whose salary is not included in this marketing plan, would be necessary to coordinate and manage 

the proposed outreach and recruitment efforts outlined in this plan. 

 

 

 

 

VIA Staff Member 
 
Due to the increase of marketing, recruiting, traveling, and training, VIA has allocated funds to hire a staff 

member in order to do the following: 

 Traveling to the university outreach events 

 Contact universities and community organizations to develop partnerships 

 Developing some of the training materials  

 Facilitating the online trainings with the alumni ambassadors 

 Advising on the redesign of the website 

 Assist in the day-to-day operations  
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Target Market 

VIA’s Target Market 
 

VIA is seeking applicants with a Bachelor’s degree and some professional experience in the areas of 

teaching, business, or NGO work. Interest in Asian studies is desired, but not necessary. Additionally, mid-

career applicants are also desired for their in-depth and specialized knowledge and general life 

experience. Applicants should be looking for a life-changing experience in a foreign and rural 

environment. U.S. citizenship is a requirement for this fellowship. The accepted age range for fellows is 

21-70, and the current average age is 25 years old. Participants must be able to attend all training 

sessions, including a self-funded month in the Bay Area, and in-country training hosted in Asia with 

transportation and accommodation provided for. The only language requirement is fluency in English, 

however, interest in learning the host language is necessary. 

Suggested Target Market Segmentation 
According to these requirements, the target market for qualified applicants can be segmented into the 

following groups: 1) professionals who are looking for teaching or NGO experience in Asia and 2) the 

university-affiliated market of students and recent graduates.  

Professionals: 
 

 Young professionals:  
o Entry-level with some relevant work skills 
o Looking to explore careers and gain international experience 
o Interest or experience in Asian studies or languages 

 

 Mid-career professionals:  
o Seeking a break or change from a career  
o Have savings to afford on fellowship stipend 
o Non-profit or teaching experience   
o Interest or experience in Asian studies or languages 
o Without dependents  

 

 Professionals with Asian heritage or native language skills:  
o High interest, experience, and possibly language proficiency 

 
University- Affiliated Market: 
 

 Recent B.A., B.S., or M.A. Graduates and Graduating Students: 
o Interest or experience in Asian studies or languages 
o Overseas interest or experience 
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Competitor Analysis 
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Competitor Details 
 
VIA:  

 Organization - These programs promote cross-cultural understanding, build partnerships, and 
offer transformative experiences for the participants and the communities they serve. 

 Training - Skill development involves teacher, TESOL, leadership, and NGO training.  
 

Peace Corps:  

 Organization - The vision of Peace Corps’ unique model is providing technical assistance, to 
understand American culture, and helping Americans to understand the cultures of other 
countries.  

World Teach:  

 Organization - World teach does work outside of the classroom as well with a goal of  promoting 
responsible global citizenship. 

 Training - In country training includes teacher training, teaching practicum, language and cultural 
immersion, safety and security briefing  

 

Competitor Analysis Summary 

Although the market is saturated, this competitor analysis focuses on five organizations that are likely to have 

the most applicant-overlap with VIA. This analysis highlights VIA’s competitive advantage regarding target 

locations, with Teach for China being the only organization operating in fewer countries than VIA. VIA’s other 

strengths include strong emphasis on training and leadership, as well as support for the fellows. VIA 

programs are also comparable to their competitors in terms of program length; although Peace Corps and 

Teach For China also run longer programs. Princeton in Asia and World Teach are the only competitors in this 

analysis to accept applicants who are not US Citizens. VIA also falls on the higher end of the spectrum 

regarding program costs. Another drawback is that VIA is the only program amongst its competitors to charge 

an application fee. According to our survey results (see Appendix D), VIA’s fellowship can seem less 

professional than its competitors. Yet their alumni convey a strong sense of appreciation for the diversity of 

sites, projects, and close-knit community support.  
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S.W.O.T. Analysis 
 

The SWOT analysis allows VIA to understand the internal and external threats and opportunities in order to 

capitalize on its competitive advantage, namely its Stanford connection and its long history in Asia.  

 

 

S.W.O.T. & T.O.W.S. table is on page 13 
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Market Opportunities Strategy 

 

Due to the diversity of the respective target markets, it is necessary to delineate the specific strategies for 

accessing them. Furthermore, these strategies should be especially focused on the California market for 

the ease of low-cost, local, and personal selling techniques. 

To attract the target market of young professionals, VIA should encourage alumni outreach to their peers, 

as well as to community activity and heritage organizations. Applicants from this demographic tend to be 

more dispersed, thus VIA should be prepared to attract them using previously unexplored methods. 

These methods include, but are not limited to: creating and maintaining a presence on state, national, and 

non-profit job boards; maximizing a presence on numerous social media outlets; fostering partnerships 

with professional and heritage fraternities and sororities; increasing visibility in community and heritage 

spaces; and through sponsoring casual interactive groups lead or attended by VIA alumni.  

To attract the target market of university students and recent graduates, VIA should increase alumni 

outreach to numerous institutions of higher education, including but not limited to the universities VIA 

alumni attended.  Applicants from this demographic are typically very connected with their respective 

schools, and are much more likely to browse university job and volunteer boards. VIA should arrange for 

prior participants to host informational sessions for current students or recent graduates at the 

participants’ schools.  As with the young professionals market, it would also be beneficial to foster 

partnerships with professional and heritage fraternities and sororities.  Additionally, it is exceptionally 

important for VIA to connect with the leaders of student organizations in the targeted areas: the San 

Francisco Bay Area, as well as Seattle, Boston, Washington, D.C., and New York City. 

The following proposed strategies go into greater detail explaining the best methods to reach these 

segmented markets of professionals and students/recent graduates. 

Strategies to Target Professional Market: 

 Encourage alumni outreach to prospective applicants 

 Create a presence on state, national, and non-profit job boards 

 Maximize social media outlets 

o Target specific professional groups on LinkedIn  

o Create Webinars, Google Hangout “Coffee hours” 
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 Outreach to professional/heritage fraternities and sororities whose members have funds for 

career advancement and may sponsor events for those who are interested in heritage-seeking 

 Increase visibility in community spaces by reaching out to leaders of the following established 

groups: 

o Cultural or heritage associations 

o Neighborhood associations 

o Libraries 

o Rotary/Lions Clubs 

o Religious spaces 

 Sponsor casual interactive groups such as coffee hour events with VIA alumni for networking or 

recruitment purposes in areas with strong alumni presence 

 

Targeting Student/ Recent Graduate Market: 

 Connect with leaders of student organizations at universities in targeted areas 

o San Francisco Bay Area (including Berkeley and Stanford) and other CA schools 

o New York City, Boston, Washington, D.C., Seattle 

 Build relationships with staff and faculty leaders at these universities  

o Career Advising Centers 

o Study Abroad Centers 

o Chairs and Faculty of Asian Studies and Language Departments 

 Maximize social media outlets 

o Create Tumblr and Flickr accounts, and e-newsletters 

o Maintain Facebook, Twitter and Instagram accounts 

 Sponsor casual interactive groups  

o Coffee hour events with VIA alumni for networking or recruitment purposes 

 Reach out to university job boards that allow fellowship postings 
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Budget Timeline Table 
 

The following Budget and Timeline Table presents the above-mentioned and recommended allocations 

for all three promotion strategies for the marketing and recruitment for the VIA Service Fellowship. This 

does not include VIA’s existing budget for items such as online advertising (Google ads), already planned 

events, and salary and benefits for staff-members.  

The below categories for the budget include: Website Redesign, University & Alumni Outreach, 

Establishing Partnerships, Application Fee Waiver, Merchandise, Collateral, and Reserve Funds. Each 

category has been allotted certain expenditures for each month of the recruitment and application cycle. 

Many categories consist of less funding during the ‘off-season,’ after the application deadline has passed. 
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Promotion Strategy 
 

In order to create an effective promotional agenda for the VIA Service Fellowship, certain goals 

concerning VIA’s virtual content and social media platforms, as well as their target markets, should be 

realized. The ultimate objective is to increase the number of qualified applicants and participants; but to 

achieve that, VIA must first determine the most effective methods for reaching their target markets. 

Outlined below are 3 distinct strategies which are being implemented to improve VIA’s marketing and 

recruiting efforts. 

Content & Social Media Strategy 
 

By January 2016, VIA’s positioning, branding, and name recognition will be strengthened through 

improved website content and engaging social media activity using publicity, advertising, and sales 

promotions strategies. 

Publicity 
 

There are several publicity strategies of which VIA can take advantage using their existing online media 

platforms to increase their brand recognition. These promotional strategies require the organization to 

find a vendor who can produce a variety of merchandise, as listed below. With the newly produced 

merchandise, VIA staff, alumni, fellowship participants, and prospective applicants can promote the 

program both directly and indirectly in social media campaigns. 

 Promote online sweepstakes/competition on the website/Facebook page to give away VIA-

branded t-shirts or application fee waivers. $350 should be allocated for this. 

 

 Have VIA staff, Alumni, and Fellows capture VIA-branded items in pictures that are then 

uploaded to VIA’s Facebook, Instagram, and Twitter account pages.  

 

 Host a graphic logo competition for graphic designers to participate in creating a new logo for 

VIA. Prize can include $100 gift card. 

 

 Prominently showcase donors on VIA’s website who have contributed financial support as a 

means to boost credibility and increase likelihood for donations. 
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Advertising and Sales Promotion 
 

Although VIA is reluctant to overtly advertise and position themselves as a prestigious organization, 

there are some key tactics to increase name recognition and branding using methods that still align with 

VIA’s core values. The higher relative cost of VIA compared with most of the competition has been 

identified as a primary weakness and strong deterrent for applicants. Thus, advertising should focus on 

increasing the promotion of scholarships and fundraising opportunities.   

Below are some strategic ways VIA can promote the fellowship program more effectively and attract 

more applicants:  

 Revise the website content to include more exciting, action-oriented wording 

 Include more graphics and colors to make the web design more appealing 

 Make e-flyers to recruit young professionals looking for a career change 

 Highlight the Dwight Clark scholarship and other scholarship opportunities more prominently 

through social media 

 Break down the existing scholarships into more tangible, specific amounts: 

o Medical scholarship: $850 

o Visa scholarship: $150-$300 

o Flight scholarships  

 Ask alumni and other donors for frequent flier donations   

 Incentivize accepted fellows with money/prizes to put down a deposit before a certain date 

 Have applicants submit a viral videos on YouTube as to why they want to participate in VIA’s 

One-year Fellowship Program. Winner will pay a reduced program process fee (50% or more) 

from the application process. The winning video will also be featured on VIA’s website, 

Facebook, and Twitter pages.  
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Budget & Timeline 
 

The budget for the content and social media strategy for the next 14 months is $1350. The first $1000 is 

to be spent on website redesign. This requires hiring a website developer--possibly a VIA alumni--to help 

build the framework of VIA’s future website that will be more modern, but also be optimized for mobile 

devices. This step can be implemented starting January 2015 when the 2014-2015 recruitment cycle 

ends. The rest of the $350 are to be used for merchandise, by creating a custom T-shirt with VIA’s logo. 

CustomInk (http://www.customink.com) has a great deal on creating customized t-shirts. A quantity of 

55 t-shirts consisting of 10 smalls, 20 mediums, 20 large, and 5 x-large sizes can be ordered for an 

estimate of $350. The t-shirts are to be ordered in March 2015 before the end of the selection process. 

The rest are to be given away as prizes for the online promotion. 

Reflection 
 

In brief, if VIA can take advantage of the aforementioned publicity and advertising strategies they will be 

able to maximize their exposure to their current target market through effective social media campaigns. 

VIA’s current social media is to be used as a base for their online promotional strategy. Merchandising 

can also help elevate the VIA brand as it can be used by current staff members, fellow participants, and 

alumni in future publicity and advertisement campaigns. 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.customink.com/
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University Outreach Strategy 

By January 2016, VIA will cultivate a larger pool of qualified university applicants (an increase of 10-20 

individuals) through the initiation and fostering of relationships with relevant organizations’ contacts in 

targeted university markets.  

Ideally, VIA will: 

 Contact 10-30 student organization leaders at targeted California universities during the 2014 

cycle and 80-100 student organization leaders during 2015 

 

 Conduct information sessions, informal interviews, and sponsored events at universities 

 

 Contact relevant organization leaders and staff/faculty at alma maters of  MIIS VIA Marketing 

& Recruiting  consultants and alumni around the country and provide them with more 

information about the fellowship 

In order to reach the goal of 10-20 more qualified applicants by January 2016, the University Outreach 

Strategy will utilize relationship marketing tactics - such as personal selling, advertising, and publicity 

efforts in the university and alumni spheres - to be implemented immediately. These interpersonal 

marketing and recruiting methods appropriately match the personal, high moral value brand that VIA has 

cultivated over the years. Furthermore, in-person and word-of-mouth selling from trusted sources will 

gather a larger pool of candidates and build relationships that will endure and improve over the years. 

Personal Selling & Publicity 

University Outreach 

Based on the limited budget, a strong strategy for outreach is to e-mail  student leaders at relevant 

organizations from targeted universities.  Most universities have an organized list of student clubs and 

their contacts posted on their website; it will be the job of the VIA staff member to research each 

institution’s organizations and create a database for tracking the student leaders - who has been 

contacted, when they are contacted, if/when they reply, and the resulting meeting or information session. 

It is recommended that VIA staff email an average of fifteen contacts per month during the academic 

school year. This will create more channels through which to reach the segmented market, and thus 

reach the goal of an increased number of qualified applicants. These applicants for the fellowship will be 

graduating student club members or leaders in service, teaching, and Asian studies organizations at 

targeted California and other West Coast universities.  

 



 

21 

 

The Berkeley plan has been put into place already using a new template (See Appendix A). Due to the fact 

that a test run of this strategy is in the process of being implemented, the timeline is from October 2014 

onwards. If the leads are successful, VIA staff or an alumnus will lead in-person information sessions 

using a portion of travel funds from the allotted budget. VIA also aims to co-sponsor university events 

with student organizations, using this strategy to receive publicity with good visibility for a relatively 

low-cost (maximum $100 for each event). 

Alumni Outreach 

Another key part of this strategy is to utilize the VIA alumni network, and their alumni network. A staff 

member would create a database of VIA alumni and contact them before the application cycle begins, 

asking each alumnus to reach out to at least one relevant contact at their alma maters. In order for this to 

be considered “relevant,” it is recommended that they contact student leaders of service clubs or staff or 

faculty in Asian Studies programs.  This personal outreach would spark interest in the VIA Fellowship 

programs during the imminent application cycle, building a solid foundation and positive reputation on 

the campuses around the country. This, in turn, would create more leads for the next year. Alumni would 

not have to host events, but would merely build relationships with prospective applicants at their alma 

maters and answer questions about their experience; more technical questions may be forwarded to the 

VIA staff. The alumni would be provided with the template from the existing ambassador toolkit and 

could be motivated by small financial incentives (gift cards) for each recruited qualified applicant for the 

Service Fellowship. 

In summary, VIA can maximize their publicity in the targeted university markets as relationships are 

built with the student organizations on each campus. Building trust during the outreach phase will lead to 

increased visibility and positive reputation through word-of-mouth and student-led informational 

sessions. The pool of “qualified” candidates would be reached by targeting the student leaders of specific 

campus organizations at the desired schools in the California university system and at a wide net of US 

alma maters. 

Budget & Timeline 
 

The budget for University/ Alumni outreach for one year is $1350. These funds will be directed towards 

yielding results and strengthening partnerships from the personal selling methods detailed above. For a 

minimum 1-year period, funds will be disbursed monthly on a first opportunity basis for school visits in 

the Bay Area by VIA staff. This will include VIA-sponsored student events, as well as advertising in 
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student publications of selected organizations on campus. Significantly more money will be allotted to 

this sector from September through January when recruitment is at its peak and the energy is high. From 

February through April - after the close of the application period, $50 will be allotted per month in order 

to continue strengthening alumni networks and partnerships with student organizations for the 

following year. May through August has $0 budget because universities are typically out of session.  

 December & January 2014-15, September - December 2015: $200 /month  

 February - April: $50/month 

 May - August: $0/month 

Reflection 

The majority of the university outreach promotion will be through personal selling, which is directly in 

line with VIA’s mission, humble organizational culture and unique personal attention throughout the 

lifespan of a VIA fellow. This strategy has tried to minimize the expending of funds and maximize 

visibility to the target audience. 
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Young Professionals Recruitment Strategy 

By January 2016, the establishment of local partnerships with relevant organizations in order to broaden 

VIA’s reach to the young professional market will yield additional applicants  as a result of increased 

publicity and personal selling in the San Francisco Bay Area; specifically ten more applicants by January 

2015, and at least ten more by the next application deadline in 2016. 

Personal Selling 

Young Professional Outreach 

The individuals who make up this target market can be challenging to engage with, since they are not 

centrally located, as at a university. Therefore, the suggested outreach methods for the young 

professional demographic is through cultural and heritage organizations, community centers and 

libraries, and independent TEFL/TESOL schools.  

The process of establishing partnerships with local and regional organizations to extend VIA’s reach 

involves making initial contacts to relevant organizations. Since VIA is focused in China, Indonesia, 

Myanmar, Thailand and Vietnam, any cultural or language learning organizations relating to those 

countries and regions were targeted. English-teaching language schools were also chosen because of the 

growing trend for college graduates and young professionals to teach English overseas as a way to gain 

some perspective and worldly experience.  

In order to achieve the goal of 20-40 additional young professional applicants, initial emails have been 

sent out to a select few in order to gauge the effectiveness of making contact in this manner. It is 

recommended that as a follow up to those emails, a timeline should be established to send follow up 

emails and to make phone calls. Additionally, it is imperative to arrange an in-person conference to share 

collateral, and to request an appointment with an appropriate staff member to discuss the possibility of 

partnering with the respective organizations. As VIA is not yet a household name, it is essential for VIA to 

use personal selling when proposing partnerships. 

 However, because VIA’s staff and time is limited, an additional representative such as a dedicated 

Marketing and Outreach Coordinator should be hired to administer outreach initiatives in the Bay Area. In 

the past, VIA has experimented with interns, but due to high turnover rates, as well as the sometimes 

lengthy process of contacting and arranging meetings with the aforementioned organizations, it is 

advisable for VIA to hire a full-time staff member, ideally an alumnus. The M & O Coordinator would focus 

primarily on following up with respective organizations, and provide them with additional information 

about VIA’s programs. This staff member would also be available to assist with other office paperwork, 
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but their primary function would be to oversee organization outreach so as to take some of the pressure 

off VIA’s small San Francisco-based staff.  

If a Marketing and Outreach Coordinator is hired within the next month, they would be able to observe 

VIA during the busy application and acceptance period, and would thereby gain crucial knowledge to 

provide to potential partner organizations. Following the conclusion of the application and acceptance 

period, the M & O coordinator would focus more fully on contacting potential partner organizations and 

arranging information sessions for them (ideally with available alumni).  

Furthermore, it would be ideal for VIA to host an event in which organization representatives could 

experience VIA as guests. This event would include videos and photos taken by fellows during their time 

overseas, as well as testimonials and question-and-answer sessions with recently returned alumni. VIA 

would be able to publicize this event through potential partner organizations to increase visibility within 

the community and among members of said organizations. By hosting such an event, VIA can control 

what information they highlight, how they share it, and immediately respond to a variety of questions. 

Moreover, VIA can propose a template for young professionals to request scholarships from their 

member organizations. 

Meetup 

Meetup are community groups of individuals who share similar interests, such as hiking, board games, or 

language or cultural backgrounds. There are myriad groups in the San Francisco Bay Area which are 

specifically oriented towards Asian culture and heritage, as well as teaching English as a foreign or 

second language. VIA should get involved with these groups by encouraging locally-based alumni to 

attend one or two meetings to share what VIA does, as well as pass out brochures as a way to inspire 

Meetup participants to apply for VIA teaching fellowships. Listed below are two examples of relevant 

existing Meetup groups which have the potential to supply qualified applicants.  

http://www.meetup.com/The-San-Francisco-Vietnam-Meetup-Group/ 

http://www.meetup.com/lexlychat/ 

 

 

 

http://www.meetup.com/The-San-Francisco-Vietnam-Meetup-Group/
http://www.meetup.com/lexlychat/
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Publicity 

VIA will utilize the updated brochure created by Team Content by providing it to the heads of respective 

organizations, as well as to any alumni contacts who might be involved with for similar organizations in 

order to reach the appropriate target market segment. In this way, the budget would be used minimally 

for printing this material. 

Advertising 

VIA will advertise their programs through posters and brochures displayed in community event areas at 

cultural and heritage organizations, libraries and community centers, and at TEFL/TESOL schools in the 

San Francisco Bay Area. Additionally, VIA will host information sessions and events at these 

organizations for their members to attend. 

 

Budget & Timeline 

Although still in its preliminary phase, the next important step to take with regards to outreach to 

organizations (after initial contact with the various organizations has been established) is to hire a 

dedicated outreach coordinator, as detailed above.  

The timeline is such that there are periods of higher and lower outreach activity: higher activity in the 

months directly preceding, during, and directly following the application period (typically September 

through January); and lower activity during the rest of the year.  

One quarter (roughly $1000) of the yearly marketing and recruiting budget should be allocated as 

collateral for VIA’s other promotional materials and activities, including but not limited to: 

 Paper advertisements (i.e. brochures and flyers) 

 Travel fees for alumni attending Meetup events as VIA ambassadors 

 Travel fees related to fostering partnerships with the aforementioned organizations 

 $500 to be allocated as collateral for VIA’s other promotional materials, including but not limited 

to: 

o Paper advertisements (i.e., brochures and flyers) 

o Travel fees for attending Meetup events 

o Travel fees related to fostering partnerships with aforementioned organizations. 
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Promotion Strategy Summary 
 

In conclusion, the Content and Social Media Strategy, University Outreach Strategy, and Young 

Professionals Outreach Strategy complement each other to reform and improve VIA’s Service 

Fellowship’s marketing and recruitment efforts. They do so in a unique way that fits VIA’s personal and 

humble brand - they present content in a more exciting and concise manner, and also provide more 

program-related incentives (financial and personal) for interested individuals. With an improved website, 

a strong student and young professional network reached through VIA staff and alumni, VIA should 

achieve its goals in the upcoming 14-month recruitment cycle. 
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Marketing Value Proposition & Pricing Structure 

VIA Value Proposition Statement 
Given that VIA’s mission and values highlight social impact and respectful experiential learning, we 

propose the following value statement. 

The VIA Service Fellowship provides a life-changing opportunity to launch your social impact 

career through leadership development and experiential learning by partnering with 

communities in Asia. 

 

Pricing Structure for VIA Programs in Asia:  
 

The targeted markets for VIA Fellowships are graduating students or recent college graduates. This, by 

nature, makes them highly price sensitive. They often have student loans, little financial savings, and  are 

often just starting their career. This demographic is very aware of the earnings they would be giving up 

by participating in a Fellowship such as VIA’s, as well as comparing VIA’s program cost with the lower 

cost of other programs and fellowships. Every possible price reduction or available scholarship is 

significant, and as is the promotion of any professionally applicable skills might demonstrate higher value 

to these markets.  

Currently, VIA does offer scholarships to help cover program costs. Rather than offering these 

scholarships to cover different elements of the program, it is recommended to combine all of the 

scholarship and use it instead to completely eliminate the program fee. 

The tables below demonstrate the existing price structure and the recommended pricing of VIA 

Fellowships. VIA could significantly increase its competitiveness in regards to similar programs by 

completely funding the program fee. The applicant would still be responsible for costs required to 

participate in the program such as emergency health and evacuation insurance (approximately $850), 

visa fees (approximately $150 - $300), roundtrip airfare (approximately $2,000), and any other expenses 

they may incur in preparing to participate in the program ($3,000 plus). By removing the program fee, 

the cost for VIA fellows would be reduced and VIA would be more competitive to segments of the target 

market that are highly price sensitive. Although the student is incurring costs for recommended items 

such as airfare and health insurance, these are individual costs that will differ depending on personal 

preference. By having VIA fellows take responsibility for their personal costs, they are investing a small 

amount in return for a large experience. 
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**Realizing that a fully funded fellowship may not be financially feasible for VIA, the Service Fellowship 
could provide specific scholarships to alleviate the airfare, visa, and health insurance costs.  

 China Program Fees  

Description Actual Cost Recommended Cost 

Application Fee 
$50 (waived for applications submitted before 

November 30,2014) 
Reduce $25 for second round and free 

for November 30th deadline 

Program Fee $1,800 Offer full scholarships 

Emergency Health and 
Evacuation Insurance Fee 

$850 for fellows 30 years and younger. Fellows 
age 31 and older pay a supplementary fee based 

on the cost of insurance to VIA. 

Fellows find and purchase their own 
emergency health and evacuation 

insurance 
 

*Create scholarships funded by alumni 
donations to cover 50 to 100% of the 

cost. 

Initial visa fees $150-$300, depending on country 
*Create scholarships funded by alumni 
donations to cover 50 to 100% of the 

visa cost. 

Roundtrip airfare 
to/from Asia 

Usually around $2,000 (China fellows receive a 
one-way return flight reimbursement) 

Fellows continue to find and purchase 
their own airfare 

 
*Create scholarships funded by alumni 
donations to cover 50 to 100% of the 

cost. 
Meals and optional 

activities during training 
and conference 

$300 - $500 VIA covers basic meals 

Living Stipend $200 - $800 depending on location No recommended change 

 

 Southeast Asia Program Fees  

Application Fee 
$50 (waived for applications submitted before 

November 30,2014) 
$25 application fee 

Program Fee $1,2000 Offer full scholarships 

Emergency Health and 
Evacuation Insurance Fee 

$850 for fellows 30 years and younger. Fellows age 
31 and older pay a supplementary fee based on the 

cost of insurance to VIA. 

Fellows find and purchase their 
own emergency health and 

evacuation insurance 

Initial visa fees $150-$300, depending on country 

*Create a limited number of 
scholarships funded by alumni 

donations to cover 50 to 100% of 
the cost. 

Roundtrip airfare 
to/from Asia 

Average $2,000 

No recommended change 
 

*Create scholarships funded by 
alumni donations to cover 50 to 

100% of the cost. 

Meals and optional 
activities during training 

and conference 
$300-$500 VIA covers basic meals 

Living Stipend $200 - $800 depending on location No recommended change 
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Final Remarks 

 

Recommendations  

In conclusion, these are the following recommendations for VIA:  

1. Continue creating a database of potential university and community partners 

In order to attract a more diverse pool of applicants, VIA would benefit from forging partnerships 

with university, heritage, and community organizations. In the university setting, student run 

organizations with strong potential benefit for VIA include organizations with Asian or language 

interest and service or teaching focus. Community partners that could open many new doors for 

VIA include heritage organizations and community service institutions such as Lions Club and 

Rotary International. 

2. Reach out to young professionals via Meetups and social media 

It is also advisable for VIA to encourage alumni located in the San Francisco Bay Area, as well as 

other metropolitan areas (i.e. Seattle, New York, and Washington, D.C.), to reach out to relevant 

Meetup groups. These groups tend to attract young professionals who have the  experience and 

skills VIA is seeking, and whose interests align with VIA’s vision.   

3. Online Content 

a. Website  

b. Social Media 

The website would benefit from an update to its layout with improved formatting, bigger and 

higher-quality pictures, and vibrant colors. 

VIA’s social media platforms could also be improved through more audience participation. This 

allows for alumni and fellows to share VIA’s blog posts and updates from the field on social media  

4. Explore ways to reduce costs  

a. Cheaper insurance coverage 

b. Specific scholarships 

In order to reduce the $850+ health insurance budget for the fellows, VIA is recommended to 

investigate cheaper plans or allow fellows to find policies for themselves. 

Offering specific scholarships for airfare (through donations of frequent flier miles), health 

insurance, visas, and the program fee will make the scholarships more tangible and appealing to 

applicants. 
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5. Eliminate Program Fees of Fellowship 

Much of VIA’s competition offers lower or no program fee for their programs. VIA’s $1,200 

(Southeast Asia) and $1,800 (China) price deters many from applying to or accepting the 

fellowship. If financial feasible, an elimination of the program fee is strongly recommended in 

order to attract more high-qualified applicants. 

6. Hire a staff member to accommodate additional outreach and partnership-building 

activities 

In order to successfully implement the marketing plan, VIA would benefit greatly from the 

addition of a full-time staff member. The social media and website improvements and especially 

the partnerships to universities and professional groups require a person whose main 

responsibilities include the implementation of the marketing proposal and develop these 

partnerships.   

 

VIA Programs is an amazing organization that has been changing lives all around the world 

for more than 50 years. VIA’s willingness to continually innovate and explore will continue 

to serve them well in today’s world and 50+ years to come. 
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Appendix A: Template for Outreach to Student Leaders from VIA (and MIIS 

consultants)  

 

Dear [insert leader’s name], 

My name is [insert name] and I am [a MIIS graduate student consultant] for VIA. Here at VIA, we have had 

many Berkeley alumni receive fellowships. We thought your group [organization name] in particular 

might be interested in our programs. 

VIA provides innovative experiential learning programs in Asia and the United States that promote cross-

cultural understanding, build partnerships, and offer transformative experiences for our participants and 

the communities they serve. Currently we have fellowships for English teaching and grassroots NGO 

posts in Myanmar, China, Indonesia, Vietnam, and Thailand. 

If your student club members would be interested in these opportunities, I’d love to come speak more 

about our Service Fellowships in Asia in person. 

Thank you for your time and consideration! 

Patrick Arnold 

Senior Asia Programs Director, VIA 

Asia/US Educational and Service Exchange 

SF office 

870 Market Street #656 

San Francisco, CA  94102 

Tel: 415.904.8033 

[Skype: patrickjarnold] 

www.viaprograms.org 

 

 

 

 

 

 

http://www.viaprograms.org/
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Appendix B: Staff Position Advertisement 
 

 

 

 

Marketing and Outreach Staff Position 

VIA’s Programs in Asia is seeking a qualified, energetic team member for their marketing and recruiting 

efforts. 

Supervisor: Patrick Arnold (Patrick@viaprograms.org) 

Compensation: Stipend, DOE 

Primary Duties: 

 Update VIA’s social media regularly with engaging content 

 Use Meetup.com to reach out to heritage groups and other communities 

 Contact organizations about forming partnerships and frequently follow-up      

 Other duties as assigned 

Assist with: 

 Leading informational sessions at organizations 

 Gathering data for marketing reports and supporting a variety of marketing and advertising 

programs 

 Implementation of marketing plan 

 Other duties as assigned 

Qualifications 

 Background and knowledge of VIA and their mission 

 Advertising/marketing experience or strong desire to learn; creative and functional design 

experience (preferred) 

 Experience with Microsoft Office 2010, social media platforms (Facebook, Twitter, Instagram) and 

basic web design (HTML) 

 Excellent verbal and written communication skill 

 Strong organizational skills 

 Ability to set and meet deadlines, prioritize and manage several projects at one time 

 Ability and desire to work collaboratively with others to accomplish goals 

 Ability to work in a fast paced environment and be flexible 

 Balance of a professional attitude while having fun 
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Appendix C: Flyer for Young Professionals2 

 

 

 

 
                                                        
2 https://www.smore.com/p55wc-ready-for-an-adventure 

https://www.smore.com/p55wc-ready-for-an-adventure
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Appendix D: Survey Results 

  
 

 
 

 

 
 
 

 


