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Abstract 

 Every year, Community, Environment & Planning must, like all majors, attract a new 

cohort of students to the program. As a small major with a unique name in a location away 

from the center of campus, and with competition from much larger, better-known majors, this 

is often quite challenging. To help with this problem, I created a short promotional film for the 

major. Drawing on techniques from other promotional videos, my film cinematically conveys 

the essence and potential of the major to fundamentally shape students’ educational 

experiences through intention, self-direction, leadership, and collaboration. It is my hope that 

this video will not only serve to promote the major and attract more applicants, but also inspire 

other young adults to want to shape the world in the same way that CEP shapes its students. 
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Product, Goals & Significance 

Over the past few years, CEP has struggled to attract applicants to the major, managing 

to exceed 50 applicants in a single year only twice since 2011. The purpose of this project was 

to create a short film for CEP to use as a marketing tool to attract applicants and increase the 

visibility of the major within the University of Washington and Greater Seattle Area as a whole. 

While the major does already have a promotional music video, the goal of this project was to 

produce a film that evokes a more serious and emotional response from its main target 

audience, which in this case are University of Washington undergraduates, primarily in either 

their freshman or sophomore year, as well as prospective transfer/incoming students who are 

looking for a major that aligns with their passions and interests. 

As someone whose college career was redefined by CEP, I only hope to try and share the 

opportunity that the major offered me with as many people as possible. As I’ve come the end 

of my time in the safe confines of CEP, I’ve decided to pursue film and videography as a career 

instead of just as a hobby. It has been the interdisciplinary nature of the CEP education that 

gave me the opportunity to even consider that as an option, however. CEP has taught me how 

to work well with a diverse group of individuals. Through all the group projects and planning 

studios, I learned the process of scoping and producing a product for a client when working in a 

team. Everything that I’ve learned in my two years of CEP gave me the confidence to take on 

this project.  

As of Senior Project Night, the video in its full length was nearly six-minutes long. 

Originally, the plan was to aim for a video that was between two to three-minutes. I targeted 

this range to balance the amount of content with audience engagement as a study by Wistia 

has shown that there is a “significant” drop-off in audience engagement after about two 

minutes (Fishman). Unlike the previous promotional video from the year before, this video 

attempts to communicate its message through a more serious and mature tone. The purpose of 

this creative decision was to target prospective students who are similarly passionate and 

intentional about wanting to make a difference in the world. Through demonstrating how CEP 

can help students develop the skills necessary to be successful in making an impact, this video 

hopes to not only attract applicants to the major, but achieve its secondary goal of promoting 

the major as well as the college and university to the professional fields of planning. 

  



5 
 

 

 

 

 

 

 

 

CONTEXT 

  



6 
 

 

 

 

 

 

 

 

Context 

 Community, Environment & Planning is a very unique major. I believe there are very few 

programs around the country, if any, that can call themselves a student-run, undergraduate 

planning major. As students continue to spend increasing amounts of money on their tuition, 

one might ask, what is the value of the education I’m paying for? To many, education is seen as 

a necessity in order to get a better job. And they’re not wrong. A 2014 Pew Research Center 

report stated that college graduates between the ages of 25 to 32 earned about $17,500 more 

annually than those of the same age with only a high school diploma. However, a college 

education can be more than just a GPA and a requirement needed to fill out a job application. A 

college education can teach someone the skills and a way of thinking that allows them to 

succeed in not just their profession, but in all aspects of life as well. A college education can 

introduce a student to a community of equally passionate individuals who are determined to 

make a difference in the world. This is the education that CEP offers to its students. This is the 

education that develops the “skills, techniques, and knowledge necessary to be active leaders 

and conscientious planners in our communities and environments” (Plumb Manual). Your CEP 

education is what you make of it, but a student-run major like this, however, is naturally 

dependent on the people that make it up. CEP has struggled to attract large applicant pools 

over the past few years, and it was the purpose of this project to change that for the better. 
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Literature Review 

 As my project is essentially a commercial for CEP, I chose to focus the structure of my 

literature review on video marketing and advertising but will first outline some of the 

sentiments towards the current American higher education system. 

CEP’s Place in Our Current Education System 

 I’ve personally experienced a common feeling amongst many fellow students of today’s 

higher education system that college seems more about cramming for tests and getting good 

grades than actually learning and developing skills for the real world. As Patrick Ainley describes 

in his book, Betraying a Generation: How Education is Failing Young People, “This is the real 

‘student journey’ that is so much celebrated and regulated at universities – and it is an 

increasingly long one! It is not so much an ‘experience’ as a process. So it is no wonder that 

references to schools as ‘exam factories’ proliferate (as in Hutchins for the NUT, 2015), or that 

during the 2011 ‘student spring’ the students in the Really Open University referred on their 

posters to their own University of Leeds as a ‘sausage factory’” (Ainley). While Ainley speaks in 

the context of the English higher-education system, his description can be applied to American 

schools as well. 

It is difficult to find an all-encompassing definition for the purpose of college. But, as 

Kwame Anthony Appiah from the New York Times puts it, there are two primary visions as to 

what that purpose is: 

One vision focuses on how college can be useful — to its graduates, to 

employers and to a globally competitive America. When presidential candidates talk 

about making college more affordable, they often mention those benefits, and they 

measure them largely in dollars and cents. How is it helping postgraduate earnings, or 

increasing G.D.P.? As college grows more expensive, plenty of people want to know 

whether they’re getting a good return on their investment. They believe in Utility U. 

Another vision of college centers on what John Stuart Mill called ‘‘experiments in 

living,’’ aimed at getting students ready for life as free men and women. (This was not 

an entirely new thought: the ‘‘liberal’’ in ‘‘liberal education’’ comes from the 

Latin liberalis, which means ‘‘befitting a free person.’’) Here, college is about building 

your soul as much as your skills. Students want to think critically about the values that 

guide them, and they will inevitably want to test out their ideas and ideals in the 

campus community. (Though more and more students are taking degrees online, most 

undergraduates will be on campus a lot of the time.) College, in this view, is where you 

hone the tools for the foundational American project, the pursuit of happiness. 

Welcome to Utopia U. (Appiah) 
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CEP’s education philosophy strongly resonates with the second vision laid out by Appiah 

through its commitment to “holistic growth and a collaborative process of experiential and 

interdisciplinary learning” (CEP). Students of the major do indeed learn how to “think critically 

about the values that guide them,” and through the practice of committees and governance, 

have the space to “test out their ideas and ideals in the campus community” (Appiah). Granted, 

while planning isn’t necessarily the highest paying field straight out of college, many graduates 

of CEP go on to work in the fields of urban planning, community engagement, social activism, 

and other areas of work where they actively make a difference in the world, putting into 

practice the skills and values that they’ve learned from their two years in the program. 

 These characteristics of the CEP education is why the major is so unique and important 

in the context of our current higher-education system. CEP presents an opportunity for 

students to explore and create their own educational experience. While there are still some 

general course requirements for the major, these six classes (one per quarter) are invaluable in 

shaping not what a student should think, but how they should think. Even with these 

requirements, there still exists a majority of the program designated for self-direction and 

seeking out one’s own educational path. These are the reasons why I believe CEP is a major that 

deserves more praise and visibility than it currently receives, and this was the primary 

motivation for this project. 

Video Marketing and Advertising 

In their paper, Informational and Transformational Advertising: The Differential Effects 

of Time, Christopher P. Puto and William D. Wells discuss the differences between 

informational and transformational advertising. Informational advertising is described as being 

“highly cognitive” whereas transformational is described as being “highly experiential”. Puto 

and Wells define an information advertisement as one which “provides consumers with factual 

(i.e., presumably verifiable), relevant brand data in a clear and logical manner such that they 

have greater confidence in their ability to assess the merits of buying the brand after having 

seen the advertisement.” An informational advertisement, as they state, reflects the following 

characteristics: 

1. Present factual, relevant information about the brand. 

2. Present information which is immediately and obviously important to the potential 

consumer. 

3. Present data which the consumer accepts as being verifiable. 

A transformational advertising on the other hand is one which “associates the experience of 

using (consuming) the advertised brand with a unique set of psychological characteristics which 

would not typically be associated with the brand experience to the same degree without 

exposure to the advertisement. Thus, advertisements in this category ‘transform’ the 
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experience of using the brand by endowing this use with a particular experience that is 

different from that of using any similar brand. It is the advertisement itself which links the 

brand with the capacity to provide the consumer with an experience that is different from the 

consumption experience that would normally be expected to occur without exposure to the 

advertisement” (Puto and Wells). A transformational advertisement, as they state, reflects the 

following characteristics: 

1. It must make the experience of using the product richer, warmer, more exciting, and/or 

more enjoyable, than that obtained solely from an objective description of the 

advertised brand. 

2. It must connect the experience of the advertisement so tightly with the experience of 

using the brand that consumers cannot remember the brand without recalling the 

experience generated by the advertisement. 

In this paper, Puto and Wells make the connection that transformational advertising 

stems from idea of “generalized emotion” outlined by Manfred Clynes in his work, The 

Communication of Emotion Theory of Sentics. One characteristic of this “generalized emotion” 

is that it “acts as a selective focus to create new fantasies which will then be associated with 

this state and its subsequent expression” (Clynes). Puto and Wells then go on to lay out three 

theoretical propositions regarding the effects of advertising: 

Proposition 1: To be effective as a persuasive communication, an advertisement must be 

informational, transformational, or both. 

Proposition 2: Informational and Transformational advertisements differ with respect to their 

performance on standard day-after-recall tests. 

Proposition 3: Transformational advertisements will require several exposures over time in 

order to produce an effect on brand attitude change measures. 

Expanding on these ideas, Guy J. Golan and Lior Zaidner further explored the strategies 

in advertising in their work, Creative Strategies in Viral Advertising: An Application of Taylor’s 

Six-Segment Message Strategy Wheel. Here, they cite Ronald E. Taylor’s Six-Segment Strategy 

Wheel, which is a tool for developing and analyzing advertisements. Taylor’s wheel consists six 

segments, with the left three representing the “Transmission View” of communication and the 

right three representing the “Ritual View” of communication. These two views are similar to the 

informational and transformational approaches laid out by Puto and Wells. On the left, the 

Transmission view is composed of Ration, Acute Need, and Routine, whereas on the right, the 

Ritual view is composed of Ego, Social, and Sensory segments. Golan and Zaidner acknowledge 

that, “Taylor’s model moves beyond the dichotomous approach to advertising as he identified 
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three subcategories within each of the two dimensions thus offering a more sophisticated tool 

for analyzing advertising messages.” Here defined by Taylor are his six segments: 

Ego. This is the "I Am Me" segment. Consumers buy products to say to themselves "This 

is who I am." Products appeal to the private, fantasy worlds of consumers. 

Social. There are three sub-segments within: romantic, family and others. Consumers 

buy these products to win the attention, approval, admiration, love, and respect of 

others or to "pretend" they are members of certain social groups. 

Sensory. The sensory segments include all products where appeals to the five senses 

prevail. It includes products that are purchased as "life's little treats" as well as ones that 

give "moments of pleasure." 

Routine. Household goods, laundry products, and personal care products generally fall 

into this segment. We tend to buy the same brand time after time because there is little 

difference in them anyway and we buy in a habitual way. 

Acute Need. The need for these products arises abruptly. While we'd like to have lots of 

product information, the pressing need overrides the information needs. 

Ration. This is the traditional hierarchy of effects model where consumers desire lots of 

information about product features, services, warranties, price. Much time is spent 

gathering information about and comparing alternatives. 

The segments most likely to be pertinent to this project seem to be Ego, Social, and Ration. The 

video aims to emotionally appeal to viewers’ inner desire to affect change in the world and 

their communities while presenting logical justification for why CEP is the right major for them. 

In addition to some of the older, pre-internet literature on traditional advertising, much of 

the relatively recent literature appears to be focused on “viral advertising”. Lance Porter and 

Guy J. Golan define viral advertising as, “unpaid peer-to-peer communication of provocative 

content originating from an identified sponsor using the Internet to persuade or influence an 

audience to pass along the content to others.” They also describe that, “significantly more than 

traditional advertising, viral advertising relies on provocative content to motivate unpaid peer-

to-peer communication of persuasive messages from identified sponsors. While emotive 

content has always been the key to capturing audiences’ attention in advertising, viral 

advertising relies on increasingly raw content for actual distribution.” In my opinion, this style 

of advertising was not suitable for a project which hopes to project a serious and mature tone 

for the major. I attempted to stay away from viral advertising techniques in this video and 

focused on a more refined and cinematic product instead of one that attempted to be raw and 

provocative. 
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After having researched the theories behind video advertising and understanding the 

context of the education system that CEP stands in, I felt confident that my video could indeed 

have a positive impact on promoting the major. From this point forward, it was simply a matter 

of carefully creating the final product through methods that I will describe in the next section. 
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Methods 

Producing any video requires a substantial amount of planning and preparation, and this 

project was no exception. After analyzing the literature and researching successful video 

advertising techniques, it was time to organize and carry out the production of the short film. I 

have outlined the process here:  

1. Selecting Music 

It might seem odd to some that this would be the first step in producing this film, but 

music is one of the areas where I draw much of my inspiration from. I can listen to a song, close 

my eyes, and visualize an imaginary scene to go along with what my ears are hearing. Music by 

itself has a way of conveying complex emotions that I find to be incredibly compelling, so one of 

the first things I did when coming up with the idea of making a video for my senior project was 

to find a powerful song that would serve as the driving emotional force for the film. I decided to 

use Artlist which is a website which offers professionally produced music targeted towards film 

and video producers. I was looking for a song that started off calm and slow but would end on a 

powerful, uplifting note. After a few days of digging, I came across a song called “To Edinburgh” 

by The Highlands. I knew almost immediately that this would be the song for the film, and 

would frequently revisit it for inspiration throughout the rest of the production process. 

2. Writing the Script & Defining CEP 

Originally, my plan was to gather some statistics and information help me better 

understand the major and what fellow CEP’sters wanted to have portrayed or emphasized in 

the video. Some ideas I had for gathering information were to conduct surveys, acquire a list of 

locations where alumni now work at, and interview students and faculty. However, as I began 

drafting the script, I found that the most important question I had to answer was how to define 

CEP. This proved to be quite challenging as the major is complex and has many aspects that give 

it its unique character. I had been stuck on this question for a few weeks, unsure if I was hitting 

the right spots in portraying the major. But after researching material from our own Plumb 

Manual and website, I was able to consult with my peers as well as the director of the major, 

Christopher Campbell, who helped me focus the theme of the video down to the idea of 

“freedom and purpose.” Our education system wants each of us to find our own purpose in life, 

but we need the freedom to do so. CEP provides students with the freedom to pursue their 

purpose and develop their passions and interests. This idea would serve to be the central 

theme of the script and the video.  

3. Storyboarding 

Storyboarding is typically the next step that comes after writing the script. However, as 

my idea of what the video would look like became more clear, I realized that much of the 

footage would be unscripted B-roll of CEP’sters in action. This was perhaps not a challenge, but 

more of an uncertainty that hung with me throughout the production of the video. With a 
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storyboarded video, you know and can see on paper how the final product will mostly turn out. 

But in the case of this project, where the idea was to have mostly B-roll over the voiced 

narrative, I wasn’t entirely sure how the final video was going to look. The only scene that I had 

planned and storyboarded was the introduction depicting the college student lost in his daily 

routine. The rest of the film was entirely unscripted. 

4. Filming, Recording & Editing 

I had been gradually gathering footage throughout the quarter, but when having spent a 

considerable amount of the quarter on the script, I didn’t leave myself much time put the 

whole thing together. Thankfully, as someone who is motivated by approaching deadlines, I was 

able to produce a presentable version of the film for Senior Project Night within just a few days’ 

time. Editing everything together was simply a matter of sorting through all the footage I had 

collected of CEP’sters in class, doing presentations, working in groups, smiling, and even 

socializing at a bonfire. Overall, I was satisfied with the footage I was able to include in the first 

version, but wanted to diversify the shots a bit more and include more CEP’sters than I already 

had for the final version. 

5. Finalize 

After receiving feedback from Senior Project Night, some minor changes are required 

for the script before rerecording the narration and adding the new footage that I’ve shot. In 

addition to the six-minute version, the goal is to cut the film down to about three and a half 

minutes and release a shorter version. This will involve some significant script trimming as well 

as the possibility of cutting the entire introduction scene altogether, but I am confident the 

message of the video will be able to stay the same. 
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Assessment & Conclusion 

Assessment of success will probably be one of the more challenging aspects of this 

project. Defining success could be quite subjective in that different people will have different 

reactions and opinions to the video. However, the primary goal of this project is to help 

increase the applicant count for CEP, and while it will be difficult to entirely isolate and measure 

the effects of the video of on the application rate, I would like to at least be able to see a 

noticeable jump, and potentially hear whether or not applicants felt inspired to apply because 

of the video through the “How did you hear about the major?” question on the application. 

Another possible metric for success could simply be the number of views and/or shares that the 

video generates as that would help to show its reach to audiences beyond the University of 

Washington. 

Thankfully, the initial reception of the video has been positive, and just by judging from 

the mood of the room after screening the video for the first time during Senior Project Night, I 

would say that this film has been successful so far. Only after making the final changes and 

publishing the video to YouTube and the website will we be able to see whether or not this 

project is able to achieve its goals of promoting the major and inspiring other students to apply 

to the program. CEP gave me the freedom to find my purpose and pursue my passion for film. It 

gave me the confidence to take on this project and take on the challenge of applying to film 

school. CEP changed my life, and it is my hope that this video can help change a few more.  
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