
Challenge X 2008  
Outreach & Marketing  
 Program Plan  
 
The Ohio State University -- 2008 Challenge X Marke ting & Outreach Team  
Katie Appelt – Outreach Coordinator 
Joe Richardson – Sponsorship Chair 
Allyson Schlegel  
Michael Shewmon 
Kevin Kreiger 
Justin Ford 
Aaron Hollingsworth 
Craig Pavlich – Team Leader 
Eric Schacht – Co-Team Leader 
 
Friday, October 19th, 2007  
 
 
Introduction:  
    When tasked with the development of a comprehensive marketing plan for our 2007-2008 
ChallengeX team, Ohio State Marketing took the mission to be two-fold:  

· One, to foster recognition for the vehicle which we have created, the technology it 
embodies, and to seek feedback on our efforts. 

·  Two, gain recognition and appreciation within the community and nation as a whole for 
the accomplishments of the ChallengeX Competition and its competitors. 

With respect to both of these goals, we recognize that the competition, and our vehicle as the 
embodiment of it, seeks to solve several crucial challenges that face North American Society 
today:  Specifically the looming energy crisis, global climate change, and the maintenance of our 
competitiveness as global leaders in technological innovation.  The ChallengeX Competition, 
provided with the correct media exposure, can provide a forum for opening culture-wide 
discussions on these critical issues, but furthermore makes an earnest effort at a solution.  Our 
team’s marketing plan therefore represents our proposed efforts to ensure that ChallengeX 2008 
achieves its potential; bringing attention to the issues, sponsors, and students who are working 
towards Sustainable Mobility and a secure tomorrow. 
 
Development: 
    In the course of developing our marketing strategy, several conceptual identifications need to 
be adopted:  Chiefly, a clear definition of our products, our target market segments, and our 
competitors will need to be made before implementation can occur.  In tackling these 
identifications, we adopted a split indicative of the dual role of our mission: 

· The marketing of our vehicle as a protypical product, targeting market research with the 
aim of improving our vehicle against current market competition, and gaining 
recognition for it as a technological achievement. 



· The marketing of the ChallengeX competition as an educational opportunity, with a 
particular highlight on Sustainable Mobility as a socially responsible engineering and 
educational endeavor. 

 
In adopting this dual role therefore, sensitivity to the various target markets must be maintained. 
That is, we recognize that while these products may both be simultaneously marketed to the 
same individual, these two products represent different markets.  With respect to that, we have 
developed strategies to understand and attack these two market segments independently.   
Naturally, the result of our market identifications and research should lead us to action.  It is our 
nascent team’s complete expectation that we will be continuing our market research throughout 
the competition, and that our plans will change accordingly, but nonetheless we have undertaken 
the proposal and evaluation of several possible outreach and market entry events.  Finally, we 
have provided a sample itemized budget for several materials that will be required to ensure that 
our plan is a success overall. 
 
 
Product 1: Ohio State’s ChallengeX Vehicle 
    Our Chevrolet Equinox started life as 2005 model of the vehicle.  The Equinox is a Crossover 
Sports Utility Vehicle designed to be able to safely handle rough terrain and harsh weather 
conditions on demand.  SUV’s have recently been criticized for their high fuel consumption.  
The Chevy Equinox is one of General Motor’s early steps towards changing consumer 
viewpoints about SUVs, shrinking to a Crossover design to bridge the gap between style, utility, 
and our environmental responsibility.  The objective of the Crossover design is to change the 
perception SUVs, creating more practical and street capable vehicles ideal for urban and 
suburban environments.  Thus, the Equinox is an excellent choice to transform into a hybrid 
because its expected driving environment is such that the vehicle can benefit from aggressive 
hybridization.  Hybridizing Crossover SUVs represents a definite positive a step toward 
reversing the way consumers perceive the SUV market.  In the current market, the growing 
offerings in crossover vehicles provide a stylish alternative to the vans and station wagons that 
most young parents need to purchase when they start a family.  Also, SUV drivers appreciate the 
passenger and hauling capacities of their vehicles.  Crossover SUVs are ideal for vacations and 
allow you to pack a lot into the car.  However, despite all positive aspects of the vehicles, they 
nonetheless carry a negative connotation of being environmentally unfriendly.  Due to this fact, 
transforming a typical Chevrolet Equinox into a hybrid can offer the sport utility vehicle market 
an environmentally friendly alternative.  With our vehicle, we hope to show that you can get the 
sophistication, style, and utility of the current Equinox, but also the fuel economy benefits for 
society and your pocketbook.  
 
    In converting our Equinox to a hybrid, the 3.4-liter V6 gasoline engine was replaced with a 
1.9-liter turbo diesel engine driving the front axle.  In keeping with the light SUV market trends, 
we selected a highly efficient three-shaft six-speed automatic transmission to allow for easier and 
smoother driving.  Completing our front drive, an integrated belted starter alternator has been 
added to the engine to perform fuel-saving start and stop operations in slow and stopped traffic.  
In keeping with our aggressive hybridization strategy, and to further augment performance and 
economy, our vehicle also incorporates a large electric machine that drives the rear axle.  This 
allows our Equinox to pull away from a stop in a silent, all electric mode, adding an impressive 



‘wow factor’ during low speed driving.  The rear electric motor can also supply necessary 
acceleration and power during aggressive driving or light towing.  The front and rear drives can 
be operated simultaneously as well, providing e-AWD, a standard in this class of vehicle.   The 
electric elements are all powered by the tested and reliable 300V Panasonic Prismatic nickel 
metal hydride (NiMH) battery modules, as are the accessories.  To top it off, our vehicle 
maintains full passenger and cargo capacity with only minimal intrusions into the passenger 
compartment.     
 
Vehicle Architecture 
Our vehicle is capable of operating in the following modes: 

a. Electric only power: Gives the vehicle the ability to creep, complete parking 
maneuvers and be launched in pure electric mode, with the potential to 
operate as a plug-in hybrid vehicle (PHEV) with an optional larger battery 
pack. 

b. Engine start: Starts engine rapidly and automatically to instantly meet driver’s 
power demands. 

c. Normal mode: Allows combustion engine and electric machines to run 
cooperatively to provide driver with desired power and drivability. 

d. Deceleration: Rear electric motor engages braking regeneration to recuperate 
vehicle momentum and save energy. 

e. Engine shut down: Saves fuel by avoiding prolonged idling. 
f. Electric all-wheel drive (e-AWD).  All-wheel-drive with traction control for 

inclement weather. 
g. Battery charging: draws power from the engine to charge when battery is low 

to maintain charge and retaining full power capability and all accessories and 
functionality regardless of driving conditions. 

 
 
Environmental Scan: The Hybrid Chevrolet Equinox 
    It is important for the Ohio State ChallengeX team to examine what people may expect from a 
hybrid electric vehicle. By comparing our hybrid electric vehicle to other small Crossover SUVs, 
Hybrid SUVs and hybrid cars, we will be able to address any doubts consumers may have about 
our vehicle’s ability to compete with cars in similar categories. Comparing the Ohio State’s 
ChallengeX car to currently available automobiles will allow us to better analyze the market.   
   
   Table 1 provides a summary of currently available hybrids and Crossover SUVs, along with 
their drivetrain architecture and fuel economy.    



 
 
Table 1: Comparison of Currently Marketed Vehicle 

Name Category 
Engine 
Type  MPG City 

MPG 
Highway Transmission 

ChallengeX 
 

Diesel Electric 
Hybrid 
Crossover SUV  

1.9L Turbo 
diesel ~29-30 ~29-30 

6 Speed  
Automatic  

05 Chevy 
Equinox 

Small Crossover 
SUV 3.4L V6 19 25 

5 Speed 
Automatic  

05 Honda CR-V 
Small Crossover 
SUV 

2.4L Inline 
4  21 26 

5 Speed 
Automatic  

05 Ford Escape  
Small Crossover 
SUV 3.0L V6 19 25 

5 Speed  
Automatic  

05 Toyota 
Matrix 

Small Crossover 
SUV 

1.8L Inline 
4 31 26 

5 Speed  
Automatic  

06 Toyota 
Highlander Hybrid SUV 3.3L V 6 27 31 

Automatic      
(CVT) 

07 Ford Escape  Hybrid SUV 
2.3L  
Inline 4 31 36 

Automatic 
(CVT) 

07 Lexus RX 
400h Hybrid SUV 3.3L V6 29 31 

Automatic 
(CVT) 

07 Saturn View  Hybrid SUV 
2.4L Inline 
4 29 32 

4 Speed 
Automatic   

07 Honda 
Accord  
Hybrid  Hybrid Car 3.0L V6 28 35 

5 Speed  
Automatic  

07 Honda Civic 
 Hybrid  Hybrid Car 

1.3L  
iVTEC 49 51 

Automatic 
(CVT) 

07 Lexus GS 
450h Hybrid Car 3.5L V6  25 28 

6 Speed  
Automatic 

07 Toyota 
Camry 
Hybrid  Hybrid Car 

2.4L Inline 
4 40 38 

Automatic 
(CVT) 

07 Toyota Prius Hybrid Car  1.5 Inline 4 60 51 
Automatic 
(CVT) 

07Saturn Aura 
Hybrid Hybrid Car 

2.4L Inline 
4 28 35 

Automatic 
(CVT) 

Source: www.fueleconomy.gov, www.nextag.gov 
 
We believe that our hybrid will be attractive to buyers because it is an appealing option in the 

light SUV market.  It will allow consumers to keep the utility of SUVs that they like (lots of 
space, stylish physique, safe handling, etc.) but lose the aspects of SUVs that are not desirable 
(fuel consumption, emissions, etc).  While diesel vehicles do not have a positive consumer image 
in the USA currently, the recent popularity of diesels in the heavy-duty truck market may 
indicate that these attitudes are changing.  Coupling this reversal with the recent availability 
diesel biofuels and advanced exhaust emissions after treatment can make diesels an attractive 
alternative.  While bio-fuels cannot fulfill all of our energy needs, they are an excellent option 



for our home market, the Mid-West, as many bio-fuel crops are produced locally, thereby 
boosting the regional economy.  Lastly, our vehicle is exceptionally practical. As we have 
already analyzed, it offers the same great features that a normal SUV would include.  It gives the 
consumer lots of space and added features with less fuel consumption, which ultimately can save 
the consumer money as well as conscience. 
Source: www.grinningplanet.com  
     
 
Consumer Marketing Our Equinox: 
    We have put forth the effort to investigate possible marketing campaigns for certain well-
established target markets.  We chose to utilize the Elaboration Likelihood Model to draw our 
conclusions and inferences about each of these target markets.  This model is based on the 
assumption that people make decisions based on different categories of information.  The first 
category of consumers are low-need-for-cognition individuals.  These consumers decide on 
purchases based on the central processing route (decisions based on celebrity endorsers, 
attractiveness of source, color preferences, etc).  The second category of consumers are high-
need-for-cognition individuals.  These consumers make decisions through the peripheral route 
(decisions based on high elaboration of details, heavy thinking, sufficient time to process 
advertisements, etc.).  The Model suggests that decisions made through the peripheral route can 
best predict consumer behavior by being a strong decision based on high elaboration on strong 
arguments.  Thus, the following predictions are based on this model and draw conclusions about 
each market’s behavior based on this theory. 
 

· Young Adults (Ages 18-25). - Individuals ages 18 and up are currently approximately 
74% of the population in the U.S.  This generation is referred to partly as Generation Y. 
Today teenagers have more impact than ever of consumer purchases.  Friends are the 
main reference group for this segment.  Also, research proves that approximately 4 
million U.S. consumers reach the age of 21 every year, which make these young adults 
available to more mature advertising.  Thus, this market gets more profitable each year. 
In addition, the young adult’s purchasing power is expected to reach a combined $108 
billion in the U.S. alone.  Another positive aspect of this market is that this group has 
grown up recycling.  We consider this a major reference point for us.  Growing up 
recycling and learning about the environment will allow us to have emotional ties to this 
group’s childhood.  As is common knowledge, emotional appeals are a powerful tool in 
reaching any demographic, and we see the potential for especially strong emotional 
appeals to childhood memories here.  Thus, we suggest that if this proves to be our target 
market, we use our resources to remind this market about those happy memories of 
recycling and caring for the environment.  
    Due to the fact that this age group has grown up hearing environmental messages, we 
think our marketing of the Equinox will go over very well.  We expect them to respond 
favorably to our environmentally friendly vehicle because they are conditioned to care 
about the environment already.  Our vehicle will be successful in this market because it is 
stylish as well.  This demographic is very image conscious and accordingly, appearance 
is very important to them.  They associate themselves with products that are on the 
cutting edge and our vehicle is both stylish and on the cutting edge of technology.  Due 
the fact that our vehicle already has many attributes that this age group appreciates, we 



expect this demographic to easily accept our Equinox, and additionally will probably be 
most likely to purchase the vehicles. 
  Research has shown that this group is very computer-savvy, and are heavy users of cell 

phones, dvd players, and multi-task at virtually all times, we want to reach them via these 
routes.  We need to be cautious, however of the extent to which we position our hybrid 
Equinox as just another car advertisement.  Due to the fact that this age group is very 
wary of advertising, they are quick to tune out usual advertising messages, and so while 
we encourage using alternative methods of reaching this group (text messages, online 
advertising, etc.), we want to do so in a way that does not force them to tune out the 
message.  This group processes information very quickly, so we can keep advertising 
minimal yet effective.  We advocate messages on facebook.com concerning our hybrid 
Equinox, as well as t-shirts on campus and links to our website on university homepages. 

It is likely that a simple website will not be enough to satisfy this market’s desires, so 
we will need to update our site with more interactive features.  We expect that due the 
heavy amount of marketing messages this market is targeted with, a “typical” informative 
website will not be effective with this market.  Thus, we will avoid “pop-up ads” and 
concentrate our efforts toward reaching them where they already are while online, 
examples such as facebook.com, myspace.com, university homepage, etc.  Also, we 
know that students may become annoyed with our message, to combat this we will 
provide students with an option of permission marketing which will allow students to 
receive additional and more elaborated information only if they desire to.  This 
interactive marketing has proved useful in research and will help us separate the highly 
interested parties from those that are only semi-interested in our message so that we can 
segment this market more efficiently.  If we can get the images of the car in front of these 
people in alternative ways, they will be less likely to tune out the important message. 

This segment has strong ties to their reference groups as well.  Our purpose, then, with 
passing out t-shirts on campus is to create a community on campuses so that students will 
create a buzz around our product.  While this will probably happen indirectly through our 
various activities, we will focus attention on creating this buzz directly as well.  Through 
handouts on campus, t-shirts, school newspaper ads, this segment will be effectively 
reached because their friends will see the media and in turn pass that information on to 
others.  As more buzz is created around our vehicle, a positive affect will be achieved. 

 
· Generation X (ages 30 and up) - This is a diverse group.  Some are building careers and 

having families and thus buying homes.  This group can be less materialistic than other 
groups.  Research shows that this group defines success as being at the cutting edge of 
technology and is always trying to balance work and their personal lives.  This segment 
represents more than $120 billion in spending power.  They take their time with research 
before a purchase; they like to customize items to their unique tastes before settling on a 
final decision.  According to the Elaboration Likelihood Model, these individuals would 
be considered highly motivated to think through decisions due to the fact that they are in 
a situation of high relevance because they are currently looking into purchasing a larger 
vehicle.  Also, because they are highly educated individuals, it can be assumed that they 
have a high need for cognition.  This brings us to the conclusion that they will be very 
appreciative of many strong reasons for their purchases, and will take ample time to think 
through their options.  In fact, we propose that this will be the best target market for 



highly informative details about our Equinox.  We can present detailed information that 
will lead to very persistent positive feelings about the vehicle.  In addition, by presenting 
strong arguments, their opinions will prove resistant to attacks later on, when perhaps 
they are presented with opinions against hybrid vehicles.  Because we have been able to 
present strong arguments to them, the consumer here will take the time to elaborate on 
the reasons presented, and will in turn have a positive and strong opinion about the 
vehicle. Our main focus from there is to convert the positive attitude into corresponding 
behavior. 
    It is important to realize however, this market also has a cynical view marketing 
techniques.  They are offended by lofty claims made by brands.  Interestingly, they react 
negatively to messages that are too clever or like their own beliefs.  They prefer to be 
advertised to with an element of something different than their own dispositions (heavy 
alternative music or rap music perhaps).  
    Research shows that this market is reached via alternative radio stations and/or TV 
(although they do not watch a lot of television).  Our plan, should this prove to be our 
target market, would be to advertise to this group in unconventional ways such as by 
bringing the Equinox to offices on lunch breaks.  Also, we would set up events at 
“singles” events in our area with the Equinox.  Additionally, many Gen Xers spend their 
weekends at local bars watching OSU buckeyes games/post-game parties.  If we could do 
an event with a radio station at one of the popular bars, this segment would view our team 
(and thus the car) as one of them, but we would not appear so in tune with their beliefs 
that they would be turned off.  By being where they are, we are consistent with their 
ideas, but by showing a vehicle they have not seen, we are slightly alternative and thus 
will achieve a positive effect.   
    Alternatively, the more family oriented segment here will be better reached through 
direct mail or email messages.  They are busy parents, so we do not think they will be 
especially easy to reach, but since they are in the market for larger vehicles, they are in a 
situation of high relevance, and so according to theory they will focus on substantive 
messages carefully before deciding on a purchase.  Thus, to advertise the car we need to 
provide this segment with strong arguments for hybrid vehicles and appeal to the fact that 
they already need a larger car, so we need to focus them toward making the “green” 
choice.  This could be done through intense direct mail, giving the market a chance to 
read strong and complete information, and emails, which would provide strong 
arguments and allow customers to go to a link to learn more about the vehicle.  Also, we 
are already planning on doing a rap music themed advertisement for radio advertising, 
but as our research has shown, our new theme could prove useful in reaching this market 
as well.  Thus, we plan on using rap themed music in our online campaigns here, and on 
our radio ads. 
    Lastly, the aforementioned interactive web sites will prove useful here as well, 
although we will present more detailed information in the emails to this demographic 
than we would to the younger generation.  Because we believe this segment has a higher 
appreciation for cognition, once they respond to us that they would like to receive more 
information (permission marketing) the emails we forward will be formatted with great 
detail to encourage heavy processing of the information.   
 



· Boomers – should this group prove to be our target market, we need to keep the 
following in mind.  This is the largest demographic group in the U.S.  They are also in 
their peak earning years, and are very influential consumers.  They share common 
experiences of the 1960’s and 1970’s which bind them together.  They value 
individualism very much and want freedom in every aspect of their lives.  Due to the fact 
that these represent a large population, they are usually target markets for many things, 
including cars, and we will need to be cautious of the amount of advertising we do.  This 
group may be reached via appealing to their interests, including rock and roll music and 
sporting events.  This group likes to watch television, but have trouble understanding 
many messages seen on TV.  Also, they see advertisements with positive older role 
models as very credible, thus we might like to target this market with ads including a 
father talking to his son about hybrid fuel or possibly showing him the Equinox.  It has 
been proven that the models in ads for seniors should be representative of active and 
contributing members of society.  Thus, we observe that it would be very useful to show 
the “son” in the ad as an active individual that cares about society, and thus the 
environment.  
    This market is a prime one for our Equinox because, as previously stated, they are 
already prime targets for vehicles.  As long as we can prove to be a strong and different 
message, we could achieve a very positive affect.  Our goal is to market in a different 
way than other car companies.  For example, we want our marketing messages to come 
across as drastically different from other companies’ messages.  We will make strong 
appeals to the customer’s youth through music played in earlier times.  We will give the 
customers the opportunity to drive the Equinox so that they can test and see that the 
vehicle operates the same as the vehicle they drive now.  This market can be hesitant 
about technologically advanced products, but we want to reduce this stress through test 
drives.  We want to put the Equinox in this market’s hands.  When they see they can 
drive it, they will be comfortable with purchasing it.   
Our Equinox will likely be accepted here if we can change their ideas and thus impose a 
changed attitude that is both resistant and persistent according the Elaboration Likelihood 
Model.  We will approach these customers through the central processing route, which 
can easily change attitudes.  Once we have changed this segment’s attitude about the 
Equinox, their opinions will be persistent and resistant to attacks.  
    We would likely target this group via direct marketing (brochures).  However, we 
would also propose a little television marketing, keeping these ads simple.  Conversely, 
we don’t recommend online ads here because this market is wary of technology.  If we 
appear too technological in our communication, we will turn them off to our message.  
As in youth marketing, we expect that word-of-mouth marketing to be a positive way to 
reach this market as well.  We think that if we can get a few consumers in this market 
talking about our hybrid Equinox, they will tell other consumers in this demographic and 
will create a buzz as well.  The first from this segment to adopt our product would be 
considered innovators, because they would have accepted something their age group is 
wary of.  However, when a positive attitude is established with the car, these innovators 
will be powerful in creating positive word of mouth.  Those in turn that accept the 
Equinox after hearing the innovator’s positive reactions will be early adopters who will 
be able to increase word of mouth by telling the next consumer that they purchased the 



Equinox after hearing about it.  These consumers will, in turn, see the product as highly 
credible and will be all the more confident in it. 
 (Consumer Behavior, Hoyer and MacInnis, Fourth Edition. Chapter 13) 
 (Haugtvedt and Kasmer, 2008, Attitude Change and Persuasion, Handbook of  

  Consumer Psychology, 2008) 
  (Diffusion of Innovations, Fifth Edition.) 

 
 
Product 2: The ChallengeX - Advanced Vehicle Technology Competition 
    Our plan to improve the outreach and marketing impact of the ChallengeX competition would 
be to highlight the competition’s focus on the benefits that the widespread use of green 
technology can have on our climate, ecosystems, human health, and energy sustainability.  
Coupled with this focus, we hope to inspire prospective students to pursue engineering and 
technology careers by focusing on this unique opportunity to adopt green technologies in a 
familiar and fun setting.  In doing so, we hope to exemplify to sponsors, the public, policymakers 
and students, that we endeavor to solve not only environmental problems, but also to address 
issues which impact North America’s global competitiveness in the coming decades.     
    By focusing on the environmental aspects of hybrid technology coupled with information 
regarding the technological and engineering aspects of our vehicle, we feel that our outreach 
attempts can successful in terms of drawing a larger and more diverse group of both individuals 
and corporate sponsors.  Starting with the focus on the environmental benefits that potential 
sponsors of the ChallengeX competition can enjoy from a “green” marketing and public relations 
perspective, we believe we could get more companies to join the ChallengeX competition.  
Adding to that our goal of addressing technological innovation and competitiveness issues, we 
feel that even market segments that are not specifically interested automotive technologies might 
be compelled to take an interest in our competition.  Educating the public on the environmental 
and educational benefits associated with green technology competitions, we believe would 
generate visibility, allowing us to target individuals who are focused on sustainable energy 
solutions.   It is our hope in the end to grow public, governmental, and sponsor support for our 
competition and it’s successors.  
 
    In conducting a market study concerning the inter-collegiate student competitions, we focused 
on both current Ohio State and other university student organizations that specialized in either 
automotive engineering or technology.  We then measured them against our current market 
position.  We chose to look at competing student groups, because we felt that these organizations 
were the most relevant to our outreach attempts with regard to the both student recruitment and 
sponsorship support for our project.  The major automotive engineering and technology student 
organizations we researched from Ohio State were: Formula SAE, SAE Mini-Baja, Solar Car, 
Buckeye Bullet, Ariel Robotics, Environmental Engineering Design Team, and OSU FIRST 
Robotics.  The major automotive engineering and technology student organizations we 
researched from other Ohio universities were:  Defense Advanced Research Projects Agency 
Grand Challenge (University of Dayton), Engineers in Technical, Humanitarian Opportunities of 
Service-learning (University of Dayton), and the Robotics Team (University of Cincinnati). 
    Surveying the major automotive engineering and technology student organizations the level of 
student outreach and awareness depended heavily on each organization’s website, sponsorships, 
organized sponsored events, and public relations surrounding competitive or action related 



events.  The current market competition with regard to the outreach and awareness capabilities of 
the automotive engineering and technical student activities vary greatly between the different 
organizations.  Most engineering and technology student organizations relied solely on a website 
that contained the basic information about the project and club itself.    
 
In Order to effectively improve the visibility of the ChallengeX Competition within the 
community as well as to ensure its sustainability, the following demographics will need to be 
addressed: 
 

· High School Students - Our objective is to educate high school students about 
ChallengeX as well as diesel-electric technology.  After-school programs and 
demonstrations will be crucial in recruiting students oriented to the fields of engineering 
and marketing who may want to join ChallengeY in the future.  Creating a positive 
atmosphere that focuses on teamwork will be an effective way to produce interest in the 
competition.  We need to focus on educating this market about hybrid fuel and 
alternatively fueled vehicles (AFV’s).  In turn, by bringing the vehicle to schools we can 
create a “buzz” around our vehicle.  When the high school students see the car, they will 
tell their parents, who will in turn research our program.  Also, it will bring learning to 
life, which leads to memory retention in young adults.  

 
· College Students - Student recruitment is naturally crucial for the success of 

ChallengeX.  Therefore, it is important that we develop programs that will encourage 
students to participate.  We need to target environmental and engineering clubs that 
contain students interested in these fields.  In addition, we would like to create a unity 
concept on campus that would foster a group mentality around our program.  We hope to 
manufacture a campus community that can learn, and in turn spread the word about 
hybrid vehicles (ours specifically).  We think that this market is reached through 
newspapers, television, the web, t-shirts, and flyers on campus.  However, this market is 
being marketed to relentlessly, so our campaign needs to more visceral in order to stand 
out.  Our goal will be to appeal to our fellow students and by “being one of them” we will 
be able to forge relationships in the program. 

 
· Faculty and Educators - Faculty members should be targeted because of their influence 

on campus.  If faculty members are educated about ChallengeX and the educational 
benefits of working on a Diesel-Electric Hybrid Crossover, they will be able to pass the 
information on to their students.  Mass emails about ChallengeX will be sent to faculty 
members, specifically faculty in the engineering and business schools, and visits to 
classes will be arranged.  Our hope is that by informing engineering and business 
instructors, they will pass the information on to their students who will partner with us. 
We also want to inform educators in high schools so that they will invite us into their 
classrooms to teach younger generations about AFV’s.  We see university faculty and 
local educators as role models in our community, and by targeting them we can create 
buzz in our community about ChallengeX. 

 
· Government - It is important that local politicians see that Ohio State students are 

working on a project that will help improve the environment, as well as the local 



economy.  By getting local leaders involved, it will encourage environmentally friendly 
legislation, as well as funding for hybrid research.  In taking a stand on hybrid and fuel 
technology, we can advance further research and show other schools that these projects 
are possible.  Government leaders are always looking to take stands on issues that will 
grab media attention.  We see this as a prime opportunity to partner with local leaders, 
especially because we are nearing an election.  Ideally, we would get politicians to come 
see our car, drive it, or take pictures with it.  These photo opportunities will prove 
profitable in gaining attention for ChallengeX.  Government leaders are looking for 
ChallengeX to produce tomorrow’s business and engineering leaders.  

 
· Companies and Local Businesses - Providing information to companies about 

ChallengeX may inspire them to invest money in environmentally friendly technology, 
green programs, as well as encourage them to sponsor our car. Prominent businesses 
leaders have great influence in the community and could help spread the word about 
ChallengeX and our car. Informational pamphlets should be sent to these companies, and 
when appropriate we could visit them with the Equinox and present more information on 
the vehicle and program. 

 
· Families and Communities - Promoting both the ChallengeX program and hybrid 

(diesel-electric) technology in our families and communities will begin to change our 
society as a whole. It will focus attention on the need to protect our environment as well 
as promoting education and a desire to learn  more about technology. 

 
 
Proposed Actionable Events for 2007-2008 
     Having identified the aforementioned goals and corresponding demographics, we set out to 
approach these markets through the creation of the following proposed events.  This list is by no 
means comprehensive, but does exemplify the major segment hits we hope to achieve this year.  
In reality, it is hoped that we could host several events of each type listed below.  The events 
listed below would be in addition to those which we have already attended over the Summer and 
preceding Autumn, which will be presented in future reports.  The list was created with a view to 
impacting the widest possible variety of the segments identified above. 
 
To assist in event selection, we have ranked the items according to the following criteria:   

 
· Value (we want to do it) – 1-5; 1 = want to do it and 5 = we have to do it, it’s 

very necessary. 
· Exposure (how much exposure it gets the team) – 1-5; 1 = little exposure and 

5 = a lot of exposure 
· Difficulty – 1-5; 1 = very difficult and 5 = very easy 
 

We have chosen these plans because they scored favorably and because they allow us exposure 
to the maximum audience. The items were discussed by our entire marketing team present and 
then scored, the composite scores are listed below each event: 

 



· Visit event with the Penn State ChallengeX team. When we go to Penn State October 
26, 2007 we want to gain lots of media attention for both teams. We will host a time for 
adults to drive the vehicle to see how it feels, and hand out our brochures. We are already 
doing this event the weekend of October 28. Both teams will have their cars parked out in 
front of the stadium before the OSU v. Penn State football game. We have begun making 
media contacts to get media coverage for driving our Equinox to the event. 

Composite Score = 105 
 

· Name that car competition – Have students at OSU name our ChallengeX vehicle. We 
will run an ad in a university newspaper and students can enter possible names on our 
website and we will pick and announce the winner. 

Composite Score = 102 
 

· Zoo Lights in Columbus, Ohio. (Christmas season celebration). This event attracts a lot 
of families with young children who are probably looking for a vehicle that is larger sized 
such as ours. This is a great market to target and it would give us a lot of exposure. 

Composite Score = 93   
 

· A slogan – we would like to have a slogan that can appear on our website, bumper 
stickers, t-shirts, etc.  This allows us to get our consumers to call our car to mind 
whenever they see anything regarding hybrid energy or ChallengeX. Research has shown 
that slogans can increase product loyalty and make your customers interested in your 
product. In order to be sure we choose the best campaign slogan we will be doing 
research in order to find the best slogan.  We will do focus groups and ask adults ages 18 
and up to rate the slogans in order of preference. Once we do a sufficient amount of focus 
groups (probably about 10 session of 15 people each) we will launch our campaign 
slogan and begin designing t-shirts and other items with the slogan on them to be 
distributed. 

   Composite Score = 93 
 

· Columbus Motor Speedway – we want to take the car here. This allows us to gain 
exposure with local car enthusiasts. 

Composite Score = 92 
 

· Morning Radio – We would like to get our Equinox involved in an event with a local 
morning radio station. A lot of students listen to WNCI locally and we would like to get 
involved with doing something on the air with them to tell Columbus about the car. One 
of our team members works for Radio One in Columbus, Ohio, and we will begin this 
objective with those stations (107.5, 106.3, and 98.9). 

Composite Score = 87 
 

· Website – We want to re-design our website so that it is more attractive to consumers. At 
this time we feel it has too many words and not enough pictures to grab people’s 
attention. We will begin redesigning the site on or before November 1, 2007. The new 
site we envision includes the ChallengeX logo, our to-be-announced slogan, and lots of 
pictures of our team and vehicle. Also, we want to form a site on www.myspace.com, 



www.facebook.com, and www.youtube.com to generate buzz on campus. This would 
reach our campus consumers very extensively. 

Composite Score  = 77 
 

· Local high school tours – take our Equinox around to local high schools and teach them 
about hybrid vehicles.  We would like to possible attend these high schools during a math 
or science class to speak about hybrid fuel, and/or attend local high school sporting 
events with the car.  

Composite Score = 87  
 

· Gallery Hop – Local alternative festival. We have contacted the committee to get our car 
a place sometime in the near  future. 

Composite Score = 75 
 

· Handouts on campus – we would like to have brochures made to hand out to our fellow 
students. These would give details about the Equinox and its engineering. We will be 
developing an additional brochure to pass out to potential consumers at events. The 
brochure we currently have is targeted more toward recruiting individuals to join our 
team, and we would like to have another option to hand out to those interested in learning 
about the vehicle. 

Composite Score = 70 
 

· A public service announcement – we would like to get some television exposure about 
hybrid vehicle technology. We could have our vehicle in the PSA to get the car more 
exposure. 

Composite Score = 46 
 

· COSI event in Columbus, Ohio - COSI is a local science museum. We have already 
contacted COSI and have an event scheduled for November 27, 2007.  

Composite Score = 97 
 

· Take the car to a local car dealership – we’ll use the opportunity to educate car buyers 
about the benefits of alternative fuel and that they would not have to sacrifice a lot to 
make the “green” choice. Let people drive the car, etc. 

Composite Score = 79 
 

· Celebrity Ride and Drive – We would invite celebrity car enthusiasts, such as Jay Leno 
or Barry Meguire to test drive our vehicle and perhaps visit our facilities at the Center for 
Automotive Research on campus.  Since these celebrities are national television icons, 
and particularly appealing to to the automotive marketplace, we feel exposure through 
such an event would be incredible. 

Composite Score = 88 
 
Additionally as we attend events we will conduct market research.  In order to capture the 
public’s reaction to the car, as well as to gauge our market penetration, we will hand out 
questionnaires, and conduct surveys.  Data obtained in this way will be tracked to inform market 



progress throughout the year, as well as to guide efforts in improving our vehicle. Our outreach 
coordinator will track of this data and present it. 
 
 
Sample Budget: 
      In order to accomplish the aforementioned events, as well as to make good on some of our 
prior marketing investments, we have proposed the following sample budget items, which are 
representative of some of the opportunities we would put our money towards:   

 
1. Mobile Video; we have acquired a big screen television that plays promotional videos of 

our car, ChallengeX, and hybrid technology. We place the screen in the back of our car 
and it travels with us to most of our outreach events. We were the first team to add such 
an eye catching promotional item to the outreach of our team and vehicle.  The screen 
allows one person to reach many more people with the introduction of the vehicle and 
background information presented while personal attention can be directed towards 
specific questions and comments.  The cost of the screen and the carrying case came to 
$1000. 

 
2. Video Production; we will be making new videos to promote our car and highlight the 

ChallengeX competition. We have assigned this duty to an outreach team member and 
have begun preparing for the video’s contents. We expect the final amount we spend on 
the video to be - $300.00. We will be utilizing university groups to help us film the video. 
They do the taping for free however; we will be purchasing materials and some additional 
software to aid us with the creation of the new videos. 

 
3. Video Distribution; we want to distribute our ChallengeX and other promotional videos 

to local businesses and other organizations who are interested in sponsoring ChallengeX 
or just to learn more about the competition and the hybrid SUV.  We expect to spend 
$150.00 on creating and packaging these additional video copies. 

 
4. Print Advertising; we want to create some new brochures that will include updated 

pictures of the vehicle, an updated description of the ChallengeX competition and Ohio 
State’s status in the competition, an updated description of the hybrid technology used in 
the car, an updated list of current sponsors, and provide a new description of the 
environmental benefits associated with the use of hybrid technology. These are expected 
to cost around $350.00 (copies included).  

 
5. Website redesign: we plan on redesigning our website to add in additional   features to 

allow for more public, student, and sponsorship involvement.  iBeam Solutions will do 
the redesign for us at a reduced rate of $75.00 per hour.  We expect the redesign to take 
approximately 4 hours costing approximately $300.00. 

 
6. Flyers: we plan on creating and distributing flyers to specific locations around campus 

such as The Fisher College of Business.  The cost of creating, copying, and distributing 
these flyers will cost approximately $200.00. 

 



7. Posters/Display Stands: we will be creating additional posters and display stands to use at 
our sponsored events to help us in our attempt to educate the public, the student body, 
and potential sponsors.   The costs of these posters and display stands will cost between 
$300.00-500.00. 

 
8. Promotional Items: we plan on creating pens, pencils, T-Shirts, and other promotional 

items to pass out as a reminder of upcoming ChallengeX sponsored events and the 
ChallengeX competition in general.  These items should cost between $500.00 - $600.00. 

 
9. Penn State Travel Expenses: we plan on taking our hybrid vehicle to Penn State from 

October 26th to October 28th.  We expect the cost of the fuel and other expenses for the 
Penn State trip to be around $300.00.   

 
10. Additional Travel Expenses: we expect to take out hybrid vehicle to local areas 

throughout Ohio and to other ChallengeX participating universities.  The cost of the 
entertainment, food, and traveling expenses could add significant expenses (potentially 
$1,000 for entertainment, hosting, and food) ($3.00 per gallon of gas for traveling) 

 
Total Costs: The total potential cost of these proposed expenses comes to a total of $3,800 - 
$4,200.   
 
 
Team Makeup 
 While a budget grant will most certainly help in accomplishing our marketing goals for 
the year, we recognize in addition that some very hard work will need to be completed to ensure 
our success. In that regard, Ohio State ChallengeX has recruited, dedicated business and 
marketing students to our team this year.   In addition, we have solicited the help of marketing 
faculty (Dr. Curtis Haugvedt) to advise us in our efforts.  With this high level of participation 
and enthusiasm, we are confident that we can succeed in our efforts to get out the word about 
ChallengeX! 



 
 
Synopsis 
    Ensuring that ChallengeX 2008 achieves its potential in bringing attention to the issues, 
sponsors, and students who are working towards Sustainable Mobility is our goal.  It is our 
earnest conviction that the competition is a valuable component in addressing challenges that 
face North American Society.  The looming energy crisis, global climate change, and the 
maintenance of our competitiveness as global leaders in technological innovation, are all critical 
issues to our future sustenance, and will not be resolved without action.  ChallengeX presents a 
unique opportunity to address these crucial problems, but fully recognize that action cannot be 
achieved without exposure.  Advanced energy technologies and innovation may provide 
abatement from these problems, but are only valuable in the context of a receptive society.  At 
Ohio State ChallengeX Marketing therefore, we recognize that individual attitudes should 
therefore be our principle target.   
 
 
We sincerely thank you for your time, 
 
OSU ChallengeX  


