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Dusk Media is a marketing communications agency that works at
the intersection of research and creative to deliver award-winning
and effective work for clients around the world. Just like dusk, we
have a short to capture people’s attention. Our team develops
integrated campaigns grounded in traditional advertising with an
eye towards the future. This allows us to transcend barriers and
reach audiences at the right place and the right time. Our famously
effective DUSK model informs our creative:
Diagnose the problem
Understand the audiences involved
Solve for the big idea
Keep ahead of the competition
Capabilities include creative development, media planning and
buying, social media strategy, and activation.

Executive
Summary
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Background

Media Budget

JetBlue has been putting “you above anything else” since its start
fifteen years ago in 1999. Today JetBlue offers a comprehensive list
of destinations, both domestic and international. JetBlue is known
for its industry “firsts” including free baggage, extra legroom,
personal television sets and its Customer Bill of Rights. As one of
the leading low-cost carrier airlines, JetBlue values its customers
and wants travelers everywhere to consider it for their next
vacation destination.

With a $10 million budget, JetBlue can expect a comprehensive
media plan to achieve its long-term goals. 63 percent of the media
budget will be spent during peak months and 37 percent will be
spent during continuity months. Equally split between national
media and 10 selected spot markets, the target audience will be
exposed to billboards, magazines and radio advertisements with
the JetBlue message.

Objectives

Campaign Details

With careful research and brand insights, JetBlue aims to increase
its share of vacation travelers by 5 percent over last year’s volume.
Additional goals are to increase passenger seat miles by 5 percent
in select coastal locations. Destinations such as Cancun, San
Francisco, Bermuda and Aruba result in more miles and happier,
satisfied JetBlue Customers.

The campaign will run in a six-month period from February to
July. Beginning after Christmas will give JetBlue a competitive
advantage to begin advertising to its target market right as they
begin to think about their summer vacations. During peak months
JetBlue will see a frequency of 7.6, reach of 86 and 652 GRPs. In
alternate months the media plan will show a frequency of 2.6,
reach of 59 and 156 GRPs a month.

Target Audience

Media Mix

The Trend Setting Voyager is ready to travel! Between the age of
25 and 34, JetBlue’s target audience is ready to be the first to try
something new from a new destination, unique food or the latest
phone model. This group also travels frequently and loves taking
personal vacations. When the next Trend Setting Voyager plans
their next vacation they will definitely be looking for a company
like JetBlue to take them there.

In order to satisfy the curiosity and intelligence of the Trend
Setting Voyager, a variety of highbrow media choices have
been considered. Ultimately, targeting this group right after the
Christmas rush, will leave the Trend Setting Voyager thinking of
vacation right up to the summer months. Media such as billboards
and radio will catch our audience during their commute, while
magazines and digital will catch them during their down time. The
Trend Setting Voyager will ultimately receive the message to travel
with JetBlue.
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BRAND ANALYSIS
History of JetBlue
In February of 1999, David Neeleman announced his plans for
a new airline. By April, JetBlue, known then as “New Air,” had
ordered 75 new A320 aircrafts with leasing agreements for eight
more. Neeleman was inspired by the “low cost carrier” model of
Southwest airlines. JetBlue would also offer industry “firsts” such as
personal televisions on the back of each seat.

Situational
Analysis

JetBlue kept cost down and efficiency up by traveling to secondary
cities such as Fort Myers, Florida and Burlington, Vermont. By its
seventh anniversary, JetBlue was offering in-flight e-mail, Dunkin
Donuts coffee and, of course, the JetBlue Customer Bill of Rights —
another first in the airline industry.
Today, JetBlue offers a comprehensive list of destinations both
domestic and international; they are the official airline of both the
Boston Red Sox and the Boston Bruins, and are known for being on
the forefront of customer service.
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Recent News Stories
“Woman Denied Boarding on JetBlue Flight After Tweeting About
Delays,” October 8, 2014. (Plautz, 2014)

move was, in part, to beat JetBlue competitor, Southwest Airlines
to the Canadian market.

A JetBlue passenger was
denied boarding after
tweeting about her late
flight. Lisa Carter-Knight
tweeted the conversation
between the pilot and
passenger who accused
the pilot of being drunk.
The pilot submitted to a
mandatory sobriety test but not before the flight was severely
delayed. A spokesperson from JetBlue made a statement that
Carter-Knight was not kicked off because of the tweets but
because of unruly behavior. Carter-Knight received a refund for her
flight and returned home the next day on a different airline carrier.

“New CEO could send JetBlue shares flying: Barron’s” September 28,
2014 (Vlastelica, 2014)

“Porter Airlines agreement with JetBlue will give passengers access
to dozens of new destinations” October 7, 2014 (Owram, 2014)
Porter Airlines, a regional
passenger carrier serving Toronto,
Ottawa and Montreal, has now
signed an agreement with JetBlue
making transfers seamless
between one airline and another.
Porter Airlines customers will now
be able to access destinations
such as Las Vegas, San Francisco
and Cancun by transferring from
Porter to JetBlue via Boston. This

JetBlue has announced that Robin Hayes will be taking over as
chief executive February 2015. With a focus on profitability, if
Hayes chooses to institute revenue-generating programs, such as
bag fees, shares could rise to $15. In the long run, these programs
would pay off handsomely for shareholders, which is why the
stock would rise so significantly from its current $10.58. Other
suggestions include increasing the number of seats in the plane by
8 percent by reducing the amount of legroom for each passenger.
This would bring in an additional 18 cents in earnings per share.
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Marketing Objectives and Strategies

Four P’s

Objective

Product

JetBlue’s objective is to increase their share of vacation
travelers by 5% over last year’s volume.

JetBlue is an airline company, which specializes as a “low-cost”
carrier

Marketing Strategy

Price**

To accomplish this, management will work to increase
passenger seat miles by 5% over the next year among select
locations. They want a campaign that focuses on coastal
destinations because these destinations result in an average
of 25% more seat miles than inland destinations.

American Airlines: $428
Delta: $432
JetBlue Airways: $242
US Airways: $338
JetBlue is categorized as a “low cost” carrier alongside airlines
such as Southwest and Airtran. However, depending on
date of purchase and destination, prices can vary. American
Airlines offers better fares from Los Angeles to New York
and Boston; United to New York; Delta to Boston. Legacy
airlines often compete with low-cost airlines by offering
lower rates for nonrefundable or advance purchase discounts.
Alternatively, JetBlue has other incentives: one free checked
bag, extra legroom compared to other airlines and in-flight
entertainment. In all, price is relative to how and what the
customer is willing to pay for (Levere, 2010 and Tuttle, 2012).
**based on flights from JFK to Fort Myers, FL
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Place

Definition of Product Category

JetBlue flies to numerous locations, more heavily on the East
Coast. They offer many coastal destination.

JetBlue flies primarily in the United States with a few locations
in Canada, Central and South America. They also have a strong
presence in the Caribbean.
The US-based aviation industry is segmented based on the carrier
age, annual income, and cost. The big three legacy carriers are
American Airlines, Delta Air Lines, and United Airlines. Low-cost
carriers offer less expensive tickets, but fewer classes of service
than the legacy carriers.
One level below low-cost carriers is ultra-low-cost-carriers, which
follow an a la carte model with many additional fees (such as Spirit
Airlines). According to the case study, airlines can also be identified
by their annual operating revenue: major (more than $1 billion),
national ($100 million to 1 billion), and regional/commuter (less
than $100 million). The case defines JetBlue as towards the lower
end of the major airline category, with significant competition from
low-cost airlines (Mintel Airlines, 2014).

Life Cycle of the Product
America has sometimes been referred to as the “No-vacation
nation,” with only 57% of workers using up all the vacation days
they are entitled to (Pawlowski, 2011). However, our target
market of people age 25-34 are 22% more likely than the average
population to be heavy vacation travelers. Heavy vacation travelers
take three or more trips per year (MRI Report, 2014).

Promotion
JetBlue advertises under the slogan “you above all.” In their
campaign they emphasize the benefits of flying with JetBlue
such as better standards, more legroom and in-flight entertainment. The media mix is comprised of online, print, in-flight,
social media and out-of-home components.

The purchase cycle in the airline industry is dependent on a variety
of factors. Consumers with flexibility will generally choose an
ideal date and then select the cheapest flight closest to that date.
Vacations typically occur around or during the holidays, such as
Christmas, spring and particularly summer. Business trips are less
likely to show trends due to the impulsive buying process.
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TARGET AUDIENCE ANALYSIS
Economic and Societal Trends

Key Insight

Airline operating revenue is projected to increase about 52% by
2019. In recent years, airlines have made significant revenue for
charging fees for add-on services (e.g. checked bags, in-flight food).
Most people book airfare online and are most influenced by price
and schedule. However, about half of travelers are impacted by
service quality (Mintel Airlines, 2014).

We came to the key insight that Trend-Setting Voyagers are always
the first to try something new, be it a new destination, a unique
food or the latest phone model.

As a result of mergers and changes to loyalty programs, some customers have trouble remembering the last airline they traveled on.
Mintel suggests that airlines need to differentiate more to provide
more memorable experiences for their passengers. (Mintel US Frequent, 2014).
After the economic crisis in the late 2000s, vacation spending decreased. However, in the past few years, vacation spending has
increased. Middle-income families are still cautious, so the most lucrative market for vacations is people with higher incomes. As one
of the largest segments of the population (the baby boomers) is
heading into retirement, more people 55+ are traveling. Summer is
the most common time for people in the United States, especially
families. People who travel in the summer tend to take longer vacations than people in other seasons. In the spring and fall, vacations
are closer to home, while winter vacations are typically further
away. Besides family travel, it is common for unrelated adults to
travel together, but very rare for someone to travel independently
(Mintel US Seasonal, 2014).

Target Audience Statistics
Meet our target audience, the Trend-Setting Voyager (TSV). The TSV
is someone between the ages of 25 and 34 years old who vacations
frequently. People of this age range are 22% more likely to travel
for personal or vacation reasons three or more times a year than
the average person.
Persons who fall into the Heavy Personal/Vacation Travel category
have several other key characteristics. They are 120% more likely
than average to have a college degree and they are 119% more
likely than average to make over $100,000 per year.
The TSV make informed decisions before they make a big purchase,
they will read reviews and consult their friends and family. Nevertheless, the TSV will seek adventure and learn about new things to
satisfy their curiosity.
On vacations, they are 19% more likely than average to prefer
traveling to a destination they’ve never been to before (MRI Report,
2014).
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TARGET MARKET PROFILES
Jennifer Johnson

Christopher Lee

My name is Jennifer Johnson and I’m
a 32 year old lawyer from Chester
County, Pennsylvania. Some might
say I’m married to my job, and it’s true,
but I love the work that I do. That said,
I always make sure to take time for
myself by going on a few vacations a
year. I love the thrill of exploring the
world and learning about new places.
While I prefer to travel by myself, I
meet interesting people everywhere
I go. I enjoy adventuring off the
beaten path to find cute restaurants
and interesting new foods. As a selfproclaimed “foodie,” I always try to eat
healthy and regularly eat organic foods.

Hello there! I’m Chris
Lee and I’m 28 years
old. I studied finance
at Villanova and work
as a financial analyst
at AlixPartners in New
York City. On my daily
commute from Westport,
Connecticut, I check my
email and catch up on
the Wall Street Journal,
the New York Times and
Barron’s from my tablet.
I tend to stay ahead of
the technological curve, frequently researching new products and
testing out the best of the best. My buddies from college and I get
together once or twice a year to catch up. We travel to a new place
each time, exploring the local area and having a blast.

Day in the Life:
6:15am Alarm goes off, dresses and gets ready for day
7:00am Eats a nutritious breakfast
“It’s cliche but for me
7:35am Drives to work
travel really isn’t about the
8:00am Gets into office and begins work
destination but about the
10:30am Meeting with client
journey. I want to interact
12:00pm Lunch and walk around park
with real people en route
1:00pm Appears in court
to my destination and be
5:00pm Court dismissed
treated as a unique human
5:30pm Goes to the gym
rather than a generic
6:30pm Heads home and makes dinner
passenger.”
7:30pm Reads over case files
10:00pm Packs lunch and lays out clothes for next day
10:30pm Gets ready for bed, reads books and magazines
11:00pm Goes to sleep

Day in the Life:
6:00am Alarm Goes Off
7:10am Walk to train station
7:30am Board train to Grand Central,
catches up on emails and reads newspaper
from his tablet
9am Arrives at office
1pm Lunch break
5:26pm Take train home from Grand Central
6:53pm Arrive in Westport, Ct
7:15pm Once home, he sits down with a
beer and watches TV
8:00pm Eats dinner
8:30pm Unwinds with video games
10:30pm Goes to sleep

“I know that there are lots
of companies I can use
when I fly, so it’s important
to me that the airline I
chose really makes an effort
to make my experience the
best possible. I take the
time to learn about other
customers experiences,
and you can be sure that I’ll
let the Twitterverse know
about my experiences.”
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COMPETITIVE ANALYSIS
Media Usage

Primary Competitors

TSV are not watching as much television as other demographics.
The TSV prefer to read newspapers or resort to the internet for
most of their information. 40.3% of all TSV have connected to the
internet on their mobile device or cell phone in the past 30 days.
This tells us to target our audience in alternative ways. Radio,
newspapers, and magazines are going to be the most effective way
to reach the TSV audience.
From all of this information, it is clear that TSVs absorbing media
mainly through reading things rather than watching on television.

Social Media Comparison
JetBlue is without a doubt the industry leader on Twitter with
hundreds of thousands more followers than other airlines. On
Facebook, JetBlue doesn’t have as many “likes” as the major airlines,
but has consistently strong engagement with the fans they do
have. JetBlue also has fewer followers on Instagram than its
competitors, but has similar engagement per post as companies
with more followers (Iconosqare, 2014). Overall, JetBlue’s social
media presence maintains the friendly and interactive face that
JetBlue has created.
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Competitor Creative Analysis
1) American Airlines
Recent American Airlines display ads use
nostalgia of transatlantic flight to introduce
new in-flight amenities for transatlantic
flights, including lie-flat seats (Moat, 2014).
Other ads emphasize AAdvantage, the
loyalty program for American Airlines. A set
of recent ads emphasize how AAdvantage
miles can be used to fuel an entire vacation,
including hotel and car reservations, not just
airfare (Moat, 2014). American Airlines is also
the official airline partner of Telecharge, the
box office service for Broadway in New York
City. There are some ads that recognize this
cross-promotion (Moat, 2014).This shows
that American Airlines wants to be positioned as the source of
everything related to an individual’s leisure travel.
2) JetBlue
In partnership with Funny or Die, JetBlue developed an online
series called “Shoo’s Bird’s Eye View.” According the Adweek, the
campaign opines that people are like pitches, “Who fly in crowded
spaces, get crumbs for snacks, and are generally ignored.” The
campaign suggests that when
people fly JetBlue, they are
treated the opposite (Nudd,
2014).

3) Virgin America
Virgin America’s ads feel futuristic and young.
Many of the ads emphasize the enjoyment of the
in-flight experience and amenities. One set of ads
focuses on entertainment, which includes music,
movies, live TV, power outlets, and WiFi (Moat,
2014). Another set of ads showcase the first class
and main cabin select upgrades, using copy such
as “Feel the upgrade. Rock out in white leather
seats” and “Fly like a player.” Virgin America seems
to be trying to appeal to a younger traveler who
wants to feel like royalty (Moat, 2014).

4) Southwest Airlines
Southwest Airlines is a power player on social media. Passengers
frequently post videos of the hilarious in-flight safety
announcements the flight attendants make. One video received
more than 17.6 million views (Marty, 2014). This means that people
on the internet enjoy the unexpected and there is an opportunity
for what is perceived as a
stuffy industry to be paired
with the fun of internet viral
videos.
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SWOT
Strengths

Opportunities

•
•
•

•
•
•

Strong brand recognition
Low cost structure
Customer focused

Increase in global tourism
Increased business and consumer confidence in tourism
Successful partnerships with international airlines

JetBlue is a widely recognizable brand name. It is the fifth largest
passenger carrier in the US based on revenue passenger miles.
JetBlue has established its business based on a low-cost structure
and a customer friendly environment. Since 2010, JD Power and
Associates has voted JetBlue as the “Top Low Cost Airline for
Customer Satisfaction (JetBlue, 2014).

JetBlue will see several new opportunities in the upcoming
months. The World Tourism Organizations estimates that in 2013
international tourist arrivals grew by 5 percent to a total of 1,087
million, up from 1,035 million in 2014. In 2014, international
tourism will continue to grow. This trend is reflected around the
globe as well.

JetBlue was the first airline to offer a Customer Bill of Rights and
include in-flight entertainment along with competitive prices and
efficient travel. The airline company operates an average of 11.9
hours per day, which is more than any other US airline.

JetBlue has also experienced success in airline partnerships,
which has opened several opportunities for increased air travel.
Its partnerships with Emirates, SAA and its other 31 partners have
allowed customers to book travel destination in six continents.

Weaknesses

Threats

•
•
•

•
•
•
•

Long term debt
Dependence on New York Metropolitan market
Increased congestion in New York

As JetBlue grows larger, it faces increased fuel costs, aircraft leases,
airport terminal space, facilities and office costs. In 2013, JetBlue
accounted for a total debt of $2.59 billion, a reflection of all the
building costs.
Additionally, increased air traffic congestion among the New York
metropolitan airports (JFK, LaGuardia, Newark) is leading to flight
delays and cancellations for JetBlue aircrafts. Ultimately, this affects
JetBlue’s operating performance and the increased competition
directly affects sales.

Metropolitan market
Fluctuating fuel costs
Government regulations that affect operating costs
Increased competition

In May 2014, the average price of jet fuel was $122.20 per barrel.
This impacted the airline industry, including JetBlue by $6.3 billion.
Fuel and operating costs are the leading threat for airlines across
the chart.
Moreover, government regulation could increase operating costs
even more and complicate the legal and regulatory requirements
of operating the airline. Both the Department of Transportation
and the Federal Aviation Administration are at liberty to change
and augment such procedures. Increased requirements in
maintenance, flight training, and other programs could greatly
increase costs for companies such as JetBlue (Ernsthausen, 2014).
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THE BIG IDEA
Everyone dislikes Mondays. You shouldn’t have to wait until a
holiday weekend or Thanksgiving to take a vacation or weekend
away. Even if you don’t have time to take a long vacation, a flight
on JetBlue is a vacation itself. Unlike other carriers, you get more
leg room, free in-flight entertainment, and comfy pillows. So why
not take a long weekend this vacation?

Media
Objectives
And
Strategies
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TARGET AUDIENCE & MEDIA MIX
Objective
The target audience for this campaign is young adults, ages 25-34
who are already frequent vacation travelers, named the TrendSetting Voyager (TSV). People in this age range are 22% more likely
than the average person to travel three or more times per year
for personal or vacation reasons. The target audience goal is to
increase seat miles within this demographic by 5% over the course
of the campaign.

Strategy
Because TSVs are highly motivated, young employees, we focus on
media that will reach them on their daily commutes. Almost half
of the budget from this media plan is spent on advertisements in
national magazines due to their portable nature and readability
by commuters who take trains or buses. The other national
component of this campaign is digital advertisements which
can be accessed by commuters with smart phones or tablets.
The remaining budget is focused on spot advertising in 10
demographics. This provides local flexibility which allows us to
take advantage of radio. We will place advertisements during the
morning and evening drive times to reach commuters who drive to
work. We will have outdoor advertisements placed on major travel
routes of commuters in our spot markets. We opted not to use
television due to an insight from MRI that heavy vacation travelers
were 20% less likely to be heavy watchers of prime-time TV and
58% less likely to watch daytime television.

Media Rationales
Data from Simmons was filtered only by age to allow for a workable
sample size. MRI data was filtered only by people who traveled for
personal or vacation reasons 3 or more times per year.

Radio Rationale
According to Simmons, people age 25-34 are 5% more likely
to agree with the statement “I listen to the radio every day.” In
addition, they are 6% more likely than average to agree that radio
is their main source of entertainment. They are 8% more likely
than average to listen to the radio during combined drive times,
resulting in the selection of radio ads airing during the morning
and evening drive times.

Magazine Rationale
According to MRI, people who vacation frequently (3 or more times
per year) are 37% more likely than average to be heavy magazine
readers. According to Simmons, people age 25-34 were 11% more
likely than average to agree with the statement “I cannot resist
buying magazines.”

Digital Rationale
This media plan uses digital advertising through mobile ads, social
media ads, and ads on general and targeted sites. There were
several rationales behind this. First off, according to MRI, people
who travel frequently (3 or more times per year), were 41% more
likely than average to have access to a broadband or high speed
internet connection. They were also 58% more likely than average
to use internet 2 or more time per day. In terms of mobile media,
people in this demographic were 80% more likely than average to
have connected to the internet via a mobile/cell device in the past
30 days. According to Simmons, people age 25-34 are 25% more
likely than average to help plan and book travel.

Outdoor Rationale
According to MRI data, people who vacation frequently (three or
more times per year) are 26% more likely pay attention to outdoor
advertising. According to Simmons, people age 25-34 were 15%
more likely to have noticed a large billboard in the past 7 days and
28% more likely to say that they paid a lot of attention to large
billboards.
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REACH, FREQUENCY & GRPS

SCHEDULING & TIMING

Objective
During February, the kick-off month of the campaign, we will
achieve a reach of 86% (652 GRPs) with a frequency of 7.6. The
reach of this campaign will range from 59-86%. Frequency during
the campaign will vary with 7.6 during the bursting months and 2.6
on alternate months.
Frequency of 2.6, Reach 59 for 156 GRPs/month Continuous
Frequency 7.6, Reach 86 for 652 GRPs/month Bump

Strategy
National and spot media buys will run continuously through the
allotted six month schedule. During Bump months reach and frequency will increase to yield higher GRPs. Off months will hold the
campaign steady with a consistent reach of 59 percent of the target
audience.
We chose to optimize frequency because there are many competitors and we have a relatively low market share.

Our campaign will run over the course of nine months from
February - July.

Objective
Scheduling and Timing Objective: The campaign will run
continuously from February to July with additional media
placements in February, April and June. Starting in February will
put us after the Christmas congestion and before people start to
plan their summer vacations. The continuous strategy will be the
most effective for the six month period, allowing more media to be
utilized for optimal reach, frequency and GRPs.

Strategy
Scheduling and Timing Strategy: During our bursting months
(February, April and June) all media will be scheduled to reach
nearly 90 percent of our target audience at a 652 GRPs. March, May
and July will be lower, but equally effective reaching 60 percent
of the target audience in the combined national and spot media.
Radio and outdoor advertising will target the TSV as they commute
to and from work/ travel destinations, while magazines and digital
buys will cover the times when they are pleasure reading or
checking their mobile devices.
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MEDIA BUDGET

GEOGRAPHY

Objective

Objective

The goal of this campaign is to use JetBlue’s $10 million budget
to capture the target market’s attention in the specific designated
market areas (DMA) most profitable for vacation travel.

This campaign will run both nationally and in ten spot markets.
Only magazines and digital media will be bought nationally, while
radio and outdoor will be bought on a spot basis only.

Strategy

Strategy

To do this we will engage with TSV people while traveling to and
from work and while they are at work. JetBlue should purchase
spot advertising in the top ten DMAs most profitable for vacation
travel, and national advertising to more broadly reach people living
in the other DMAs.

The top ten spot markets were selected based on top DMAs and
their correlation with JetBlue travel destinations. These markets
have potential growth for increased travel with corresponding
vacation spots such as Cancun, Puerto Rico and Florida Keys.

63% of the media budget will be spent during peak months and
37% will be spent during continuity months. The budget will be
almost equally split between national media, with an emphasis
on general interest magazines, and 10 high-opportunity spot
markets. No media budget will be spent in August, September,
October, November, December, or January. The spot budget will be
allocated by the percentage of TSV that live in each market.

Boston, Chicago, Los Angeles, Miami-Ft. Lauderdale, New York,
Orlando, Phoenix, San Francisco, Seattle-Tacoma and Tampa to
increase vacation travel to corresponding destinations.

tt

APPENDIX
Monthly Spending and Media Distribution

Monthly Reach and Frequency

Selected Media Classes with CPM

Meet the Team
Suzy Balk is an Integrated Marketing Communications
major and writing minor from Hamilton,
Massachusetts. She has an avid interest in creative
and interesting copywriting as well as keeping her
readers well informed with extensive situational
research. This year, Suzy will be working with the
Ithaca based company, Borg Warner, as the marketing
communications intern.
Emma Behrens is an Integrated Marketing
Communications major with a minor in sociology from
Strafford, Vermont. She has a research background,
focusing on how people interact with symbols in
society, and brings this knowledge to Dusk Media.
Previously, she managed the on-site brand image and
press for international, award-winning, youth circus,
Circus Smirkus.
Sabrina Knight is an Integrated Marketing
Communications major with a minor in web
programming from Shrewsbury, Massachusetts. This
past summer she interned at Conductr, an iPad app
based in Barcelona, Spain, handling their marketing
communications with clients in 35 countries and
managing their social media accounts.
Leonard Slutsky is an Integrated Marketing
Communications major from Glastonbury,
Connecticut. He understands the importance of
curiosity and research to find solutions to difficult
problems. Previously, he was a brand planning intern
at full-service agency Publicis Kaplan Thaler on the
global brand reputation for Citi. Before that, he was a
digital strategy intern at engagement agency Weber
Shandwick on the American Airlines account.
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