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What is Classmate?



What is Classmate?

● It’s a better RateMyProfessor

● Utilizes AI to evaluate and compare professors 
and courses seamlessly

● Aims to get students the best professors, so 
their semesters don’t suck



How to Use Classmate:
1. Select class code (ex: MKTG300)

2. Ranked professors populate

3. Filter the professors that are available that 
semester 

4. Click on their name and review their top 
strengths and weaknesses
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Why does Classmate exist?
Classmate’s Mission: 

Empowering Educational Choices

● To provide comprehensive evaluations of educators 
and courses

● To empower students with data-driven tools for 
personalized course selection

● To support educators with constructive feedback for 
continuous improvement

  



What’s Classmate’s Marketing Goals?

1. Generate Brand Awareness

2. Develop Brand Equity & Trust

3. Drive User Signups
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Agency 241: Marketing Plan

1. Market Research

2. Marketing Strategy

3. Marketing Tactics

4. Marketing Results

5. Next Steps



I. Market Research



What is the marketing landscape for Classmate?

● Target Market: College Students

● Competitor: Rate My Professors (RMP)

● Unique Selling Propositions:
○ Gets all professor reviews across the internet 

○ Superior teacher ranking algorithm

○ Utilizes AI for summarizing the top strengths and 

weaknesses for professors based their reviews



II. Marketing Strategy 



What is our Marketing Strategy?

● We are going to build our marketing campaigns 

with the AIDA strategy:

● Awareness - We will focus our marketing tactics 

to make our target market aware of Classmate

● Interest / Desire - We will teach them the 

importance of choosing great professors

● Action - Then call them to action by signing up for 

the app that makes choosing professors easy



III. Marketing Tactics 



Marketing Tactics Overview

1. Events

2. Content Marketing

3. Out-Of-Home Marketing

4. Paid Advertising

5. Partnerships



I. Event Marketing



Classmate On Campus: Try It Free! (10/30/23)

+115 User Signups!



Pick Your Professor Workshop (11/14/23)
Partnered with the American Marketing Association (AMA)



II. Content Marketing



II-A. Linkedin



 Brand Introduction Post (11/2/23)



Event Recaps

Tabling Event Post 
11/8/23

Launch Event Post 
11/22/23



Meet the Team

Meet the Classmate Team: 
Micah (11/20/23)

Meet the Classmate Team: 
Amanda (11/29/23)



II-B. Instagram & TikTok



Social Feed Curation



Short-Form Videos

Educational Relevant Memes TikTok Filters & User 
Generated Content



Short-Form Videos

Interviews “Meet the Team”

https://docs.google.com/file/d/1S6uXk2yuwFGCZVC6TJxrIdckjKBtPDoJ/preview
https://docs.google.com/file/d/1S6uXk2yuwFGCZVC6TJxrIdckjKBtPDoJ/preview


III. Paid Advertising



IG Ad - Carousel

● Primary Goal: Drive 
students to the website and 
try the app

● Results: 22 website visits



IG Reel Ad - “How to” Video

● Primary Goal: Generate 
brand awareness and build 
brand equity

● Results: 
○ 2,780 views
○ 14 shares
○ 4 saves



Display Ads - 22 West



IV. Out-of-Home Marketing



Flier Designs



 Fliers - Placements

https://docs.google.com/file/d/1dtYCImm3z-CL7vxcJJIV-Y25zkwZRr3Y/preview


T-Shirts + Stickers + Banners



Additional Merch Designs 



V. Partnerships



V. Partnerships 

Official CSULB 
Communication



IV. Marketing Results



Goal #1: Generate Brand Awareness

● Opened and launched all of 
Classmate's social media 
accounts

● Created and published 28 
original content pieces

● Garnered over 17,000 
impressions across all content



Goal #2: Build Brand Equity & Trust

● Gained 146 followers across 
social platforms

● Developed branded 
merchandise & signage

● Successfully executed 2 
in-person events



Goal #3: Drive User Sign-ups

● Acquired Classmate’s first 324 users!



V. Next Steps & Conclusion



What would we do next time?

● Grow partnerships with other CSULB organizations 
and host a “pick your professor” event before class 
registration day

● Utilize Hootsuite for social media management

● Centralize Canva to one account so everyone can 
access what they need when they need it



Thank you!


