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Marketing Campaign Overview








AT&T Welcome To America

The Opportunity

The challenge for AT&T was to introduce international students studying in the United States to the American telecommunications system, and ultimately become their service of choice for international and domestic calling.  As the head of the marketing team, I supervised an event marketing company, copywriter, graphic designer, market researcher and an advisory group of educators from various colleges and universities. We identified the U.S. cities with the largest populations of international students and the educational institutions they attended.  Focus groups with students helped us to determine how AT&T's message was being received and what influence it had on existing calling habits.  We also conducted focus group research with school advisors for the international students.  

The results revealed that the students were overwhelmed with information when they arrived in the U.S. and -- in many cases -- they knew no one who could help them.  Although the schools felt they adequately met international students’ academic needs -- they admitted ignoring their social needs.  The students also expressed a sense of isolation, which was compounded by their unfamiliarity with the U.S. telecommunications system -- even if they wanted to call home, few could figure out how.  Another barrier was the expense -- every respondent assumed that to call home from the U.S. was cost-prohibitive.

In the past AT&T had provided international students with a 50-plus-page book filled with everything they ever -- and possibly never -- wanted to know about calling internationally.  The book contained calling codes and dialing instructions for every country accessible from the U.S.  AT&T also gave the students yet another book about the telecommunications system in the U.S. that provided as much information about AT&T’s competitors as it did about AT&T.  I decided to take a different approach.  Rather than overwhelm these potential customers with too much information I decided to be very specific in targeting the student’s information needs by making them feel welcome in America.

The Solution
We staged AT&T Welcome To America parties in the three cities with the largest number of international students:  Los Angeles, New York and Austin.  The objective was to "connect" with the students using many forms of communication.  The AT&T Welcome To America parties featured American fast food -- Kentucky Fried Chicken -- and American music.  We produced a music video about experiencing the best of the U.S., entitled, "You Can Talk To Me," that was played with other music videos on big screen televisions around the room.  At the party, each student was introduced to their first friend – an American student who would be available to help them throughout the school year.  And, we set up an AT&T calling room where we showed the students how to call home and we let them talk for three minutes -- courtesy of AT&T.  After the call each student was then given a wallet-sized card with the flag of their country on one side and specific calling instructions via AT&T on the other side.  We also gave them a form for an AT&T calling card with information on what the call they just made would have cost had they paid for it.

The success of the events was unparalleled.  Follow-up research showed that the awareness of AT&T among international and domestic students increased dramatically.  AT&T showed a measurable sustained increase in international call volume in the cities where the parties were held.  Based on the success of the AT&T Welcome To America parties, the program was expanded in subsequent years.
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