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Executive Summary 
 
This report proposes a communication campaign for Sodalitas, the Austrian Latin teacher association. 

The subject Latin is suffering from an unjustified negative image fueled by outdated prejudices of Latin 

teachers and Latin classes. What people fail to realize is that Latin has far more to offer than it might 

seem at first glance and that Latin programs in Austrian schools have evolved and been modernized 

over time. The objective of the proposed campaign however is not only to change the mental image 

people, namely parents, legal guardians, and children, hold about Latin in their minds but to achieve a 

higher share of pupils signing up for the 6-year Latin program as opposed to the 4-year program, which 

is taught in certain Austrian grammar schools. Our proposed in-school communication campaign called 

‘Sprich die Sprache der’, including its own hashtag #sprichlatein, comprises three different tools, which 

each serve their own purpose but are simultaneously interconnected within the campaign’s strategy: the 

3-pillar strategy. The tools in question are six posters and one viral poster, one leaflet and six short 

videos. Every communication tool was carefully created by following the same thought process and 

aesthetic: Showcasing Latin’s multiple unique ‘selling’ propositions in a colorful and playful but 

realistic way through developing personas that parents and especially children can empathize with. 

Finally, a short section on how to measure the campaign’s success is included next to a fully developed 

media and budget allocation plan. 
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1. Introduction 
 

Latin is alive. As surprising as it may sound, Latin is part of the culture of many countries such as 

Spain, France, Portugal or Italy and it lives on in some languages we speak today. By learning Latin, 

individuals can improve their skills in the respective languages of the countries just mentioned and have 

the opportunity to better understand the culture of these. Our mission is to promote Latin, change the 

perception people have of it and gain more pupils signing up for the 6-year Latin program in Austrian 

grammar schools by coming up with a marketing communication strategy for the Austrian Latin 

teachers association called Sodalitas. 

 

To give an overview of the situation, it is worth mentioning that Latin is taught in two different tracks 

pupils can opt for: the 4-year Latin program (L4) or the 6-year program (L6), which is be the primary 

focus of the proposed campaign. Some of the unique selling points of the 6-year Latin track over the 4-

year track are that it allows for a deeper study of language, meaning that it deals with a more 

comprehensive list of topics and that it enhances general knowledge to a larger extent. 

 

When creating a communication campaign promoting Latin in Austrian schools, there are several 

aspects regarding the current market situation that need to be considered. First of all, we have a budget 

of approximately €2,500 to accomplish the goals we are going to determine. Then, the key stakeholders 

for this communication project are pupils, their legal guardians, schools, and policy makers such as the 

Ministry of Education. From a customer perspective, there are 352 Austrian schools in Austria, 143 of 

them which provide the 6-year program. Our target groups consist of second grade pupils and their legal 

guardians. Moreover, the business landscape is decentralized in terms of exposure to Latin. Indeed, 

there is no unified message around Latin: Each school is more or less on its own. Finally, branding and 

organization are nearly non-existent for Latin and we have identified a competitor to the Latin program, 

which is the Realgymnasium, a program focused on Geometric Design and natural sciences. 

 

The situation that we find ourselves in is that there is a misconception about Latin. Individuals have a 

negative perception of it. It is seen as an obsolete language that plays no role in childrens’ future. 

Because of this perception, an issue has emerged that not enough pupils choose Latin in general and 

that the number of students opting for the 6-year program is not as high as the number of students 

choosing the 4-year one. Therefore, our challenge is to design a communication campaign, which 

changes the perception people have of Latin, and to make it more modern and positive. On top of that, 

the ultimate goal of our proposed communication campaign is to gain more pupils signing up for the 6-

year Latin program (L6) in Austrian grammar schools. 
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2. Campaign Concept 
 

Our communication campaign is called ‘Speak The Language Of’, or ‘Sprich die Sprache der’ 

in German, and will only be implemented in schools. The campaign is aimed at creating a link between 

studying Latin in middle as well as high school and the pupils’ future. We want to show children that 

Latin can help them become more structured in their work, acquire new skills, and get the confidence 

they need to aim for positions of responsibility. The name of the campaign ‘Speak The Language Of’ 

is not to be taken literally. As we all know, Latin is not spoken anymore. Yet, we wanted to use the 

word ‘speak’ in our slogan to figuratively illustrate that through the subject’s various connections with 

present-day professions and lifestyles are made, and that Latin helps people improve themselves in the 

learning of other ‘languages’. Our communication campaign is based on a 3-pillar strategy. The three 

pillars correspond to the three different communication materials that we chose in order to be able to 

appeal to our two different target groups: we propose posters predominantly appealing to children, the 

leaflet appealing mostly to parents (legal guardians), and the videos appealing to both targets. 

 
 

3. Communication Tools 
 
 

3.1 A1 Posters – Viral Posters 
 

First and foremost, we look at our first pillar: the posters. The overall aim of the posters is to 

let children understand the future opportunities, which result from taking the 6-year Latin program. 

Especially with the design of the visuals and the personas we want to emphasize that Latin is not simply 

a classical language. It is much more useful and intertwined with the pupils’ present and potentially 

with their future lives. 

 

In order to convey this message, a total of six DIN A1 posters have been created. Each of them features 

one of six different personalities and potential professional pathways that open up for children upon 

choosing Latin. According to research, personas can be the conduit for conveying qualitative as well 

quantitative data so incorporating them into our materials makes them more impactful (Pruitt & Grudin, 

2003). In total there are six representative personas: a doctor, a scientist, an author, a comedian, a 

globetrotter and a politician. In order to be able to give Latin a face and make it more tangible for 12-

year olds, we analysed the USPs and content discussed in the (6-year) Latin program and connected 

these topics to real-life professions and lifestyles of modern-day people. For example, ‘Joke, ridicule, 

irony’ and ‘Human beings in their everyday life’ are curriculum topics, which we then connected to a 

profession in real life: comedians. 
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As the posters are supposed to target mostly pupils, our main channel will be offline media, with prints 

being displayed in every school offering a Latin program. The goal is to make two to three different 

prints available in each school. According to the special focus (e.g., mathematical or language) of each 

school, they can choose the best fitting personas. Since this is the most important tool of the entire 

communication campaign, the poster visuals have been created in a way so that they’re adaptable to 

different media. To be precise, all visuals have been designed with professional tools such as Procreate 

(a digital illustration tool), Affinity publisher and Canva. Thus, all posters and designs can be scaled to 

various preferences. If desired, the content and designs could therefore be easily shifted to online 

channels. 

 

Moving on to the design of the posters, it should be mentioned that the overall colour scheme was put 

together based on colours that would get the attention of our main target group. With vibrant, 

contrasting, and eye-catching colours (bright yellow, pink, light green, orange, light blue and purple) 

the program should receive a new and fresh ‘coat of paint’. Research shows that the usage of bright 

colours in advertisements is proven to have a stronger effect on the audience (Seher et al. 2012, 2085-

2096). Each poster represents one persona which is visualized by adding a colourful art element onto 

photographs of artworks with ancient aesthetics in order to create a sense of modernity and a connection 

between the past and the future. In general, all posters have the same style and layout in order to create 

consistency and higher recognition value. We chose historical art to connect with Latin since usage of 

fine arts in the context of advertising shows an increase in perceived prestigiousness of the product 

(Hetsroni & Tukachinsky, 2005). The colour scheme, the font, and the positioning of the visuals stay 

the same. Yet, the six posters differentiate themselves based on the personas and the visual’s colour 

(doctor = orange, scientist = blue, author = purple, comedian = green, globetrotter = pink, politician = 

yellow). 

  

Another important aspect of the communication strategy is the campaign slogan. We want to illustrate 

that Latin and the topics discussed in the curriculum continue to ‘live’ in inconspicuous ways, for 

example, through learned skills or certain professions. That’s why we came up with the slogan ‘Speak 

the language of’ or in German ‘Sprich die Sprache der’ and the hashtag #sprichlatein. Yet, as mentioned 

above, this should not be taken literally. Instead, the goal is to spark curiosity by playing with the fact 

that Latin is not being spoken. We want to communicate that by choosing the 6-year Latin program, 

pupils get the chance to learn additional skills which could be extremely helpful for their future lives.  

  

In addition, the slogan ‘Speak the language of’ leads us to the surprise element of our posters. To show 

that Latin is part of our everyday lives, even if it might not be visible at first, we made up each persona’s 

name out of the word Latin. From far away, the observer can only read the word comedian. Hence, the 

observer only sees the obvious. However, when taking a closer look, the observer can see that the word 
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‘comedian’ is actually composed of the word Latin (see Figure 1 below). This is how we want to 

substantiate the relevance of the subject in today’s lives and professions.  

 

 
Figure 1 – Persona written with the word Latin 

 

Following the vibrant colour scheme and overall aesthetics of our smaller posters, we also added a viral 

component to our campaign. As an additional part of this pillar, a large format poster, consisting of six 

DIN A1 posters will function as a piece of interactive wall art. This poster is designed in a way that it 

encourages children to pose in front of it and take pictures and videos, which they might also post on 

their social media accounts. Keeping the overall aesthetics of the campaign quite consistent, interactive 

elements such as the speech bubble and the megaphone have been added to fit our slogan and hashtag. 

The speech bubble consists of the persona visuals and numerous geometric elements that fit the 

campaign’s colour scheme. To make the campaign go viral offline, one goal is to create in-school buzz 

about the program through word of mouth. Every school will get one poster, which will be installed in 

the schools’ hallways. By simply standing next to it and pretending to hold the megaphone, each child 

can then pose and complete the overall picture in their own unique way. Further, the ‘#sprichlatein’ was 

added to the bottom right corner of our interactive design to create additional online exposure outside 

the school, in case the children post the pictures with the campaign’s hashtag on social media. This way 

the campaign could go viral online as well as offline - even without regular social media maintenance. 

In fact, we decided against creating a social media channel for the campaign because there are various 

forms of challenges Sodalitas would be facing. First, Sodalitas has very limited capacity and resources 

to take care of a social media account and to further create and publish digital content on a regular basis. 

Second, sifting through legal constraints in various social media, one might run into several obstacles. 

For instance on platforms such as Instagram, children are required to be 13 years old in order to legally 

sign up. Lastly, social media advertising would exceed the campaign’s budget limits and would be less 

effective without an owned profile. Therefore, we decided against social media and instead aim to 

generate online word of mouth merely with our posters and videos. This way we are not being exposed 

to the difficulties involved in setting up a social media account.  
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3.2 Leaflet 
 
In addition to the aforementioned communication tools, which mainly serve the purpose of 

creating buzz and grabbing the target group’s attention, the second pillar - namely a leaflet - was 

designed. The latter functions as the central information source of the campaign. By elaborating on the 

topics discussed in the 6-year Latin program and at the same time connecting these contents to future 

job perspectives and lifestyles, the leaflet further substantiates the relevance of the subject.  

  

Depending on the individual schools’ preferences, the document can either be printed or distributed 

digitally. While the print leaflets will be handed out in an offline context – in schools or at events like 

parent evenings - the digital versions will mainly be published online: on Sodalitas’ and the schools’ 

websites, via e-mail, and during virtual events. In the latter case, the information sheet consists of two 

pages: On the first page, there is a brief Q&A section that provides answers to frequently asked 

questions – those, which most pupils and parents are wondering about. For instance, these paragraphs 

explain what happens during a typical Latin lesson, whether it is difficult to learn the language, and 

what speaks for the subject overall. The second page is picking up the persona concept introduced on 

the posters and contains six passages of text – one per persona – elaborating on the connection between 

Latin and children’s futures. 

  

This link is established using a dynamic and direct writing style. Instead of providing a mere 

accumulation of benefits and facts, we opted for an approach that is more captivating: The text is 

condensed and includes several punchlines. Moreover, we directly address the pupil by means of a 

frequent utilization of words such as ‘you’ and ‘your’. Therefore, the document is not only appealing 

to the information-seeking parent but also to the child. This is also supported by the aesthetics. The 

leaflet was designed in line with the vibrant colour scheme and imagery of the posters – hence matching 

the overall look and feel of the entire campaign.  

  

In case schools prefer the paper version, they can easily have the document printed. As evident in Figure 

2, the resulting foldable brochure prominently features ‘#sprichlatein’ on its cover. After opening it up, 

the Q&A section can be read. Unfolding the leaflet will then reveal the persona page and when the 

reader turns it around once more also the back becomes a seamless visual. 
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Figure 2 – Printed leaflet 

 
 

3.3 Videos 
 

To tailor the campaign even more to children’s media consumption habits, a third pillar was added. 

Six videos – one per persona – provide real-life evidence and insights into how Latin has played a role 

in the lives of the representatives of each persona group. These short, dynamic, and entertaining clips 

resemble the current video trends that can be observed on social platforms such as TikTok and 

Instagram. 

  

Since the given budget does not allow for professional video production, we would recommend 

introducing a video creation contest for senior pupils studying Latin. Their knowledge on the subject 

and their advanced social media skills function as the ideal basis for creating these assets. Depending 

on the curriculum, the regulatory circumstances, and the willingness of the individual schools, the 

project can be realized in various ways. For instance, designated workshops can be hosted – either 

during the regular lessons or as an extracurricular activity. Course credit as well as amazon vouchers 

for the winning videos can be used as incentives.  

  

In order to ensure high-quality outcomes, participants will receive a detailed briefing covering the 

following aspects. First, the storyline (see Appendix 5) and the corresponding elaborations, which will 

also be listed hereinafter, will be included: Two clips will be connected using an easily implementable 

transition effect. In the first scene, a pupil will be shown sitting at a desk and wondering about the 

future. This will be accompanied by a slot machine animation that repeatedly displays the names of the 

personas and abruptly stops at one of them. Then, after a transition, a brief interview section with a 

representative of this persona group is shown. The video ends with ‘#sprichlatein’ displayed on screen. 

Second, pupils will be provided with the already developed animation and the video prototype to get an 

even deeper understanding of how the result should look like. Third, a maximum absolute time limit of 

one minute is set. Fourth, the briefing will contain exact interview guidelines: A query about the time 
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span during which the interviewee had been studying Latin is followed by the question what career-

related advantages the respondent has experienced due to Latin. Here, the persona representative is 

expected to name two to three benefits and connect them to the subject.  

  

In the end, after introducing the competition concept and connecting pupils with potential persona 

representatives from their extensive network, Sodalitas chooses the six winning videos, which will then 

be presented at events and published on their own as well as the schools' websites. Moreover, the clips 

can be accessed by scanning a QR code placed on the leaflet. This code will directly lead to Sodalitas' 

webpage that will feature the video material as soon as the production is finished. 

 
4. Media Plan 

 
To secure the success of the communication campaign, the perfect timing for implementing the 

different pillars and the duration of them being presented is important. Therefore, in order to get 

maximum presence, we want to get the students’ and parents’ attention right from the beginning but 

remain in their minds through repetition measures. Therefore, we suggest launching the informational 

leaflet right at the beginning of the semester online and leave it up throughout the whole semester. By 

being posted on both schools' websites and Sodalitas’ website the reach will be maximized. In addition, 

the leaflet will also be sent out digitally to the parents two weeks prior to an informational parent 

evening. This is done to give the parents the opportunity to read through everything thoroughly and 

gather questions they want to have answered during the event.  

 

When it comes to reaching the kids at school and making them curious for our campaign, the viral 

posters will also be put up at the beginning of the semester without giving any additional input on what 

the poster is about. Until further implementations, we expect interactions with the creative design of 

these posters. Subsequently, in the middle of October, the kid’s curiosity will be satisfied by putting up 

the persona posters. In addition, the previously produced persona videos will also be posted online to 

give students an opportunity to do further research.  

 

When it comes to the videos, they will also be shown to the parents during the informational parent 

evening in November and, at a later point in time in March, to students during either an event or on 

school displays. By doing so, the campaign will constantly remain in the kids' heads and not be 

forgotten.  

 

To conclude the media plan, it is also worth mentioning that in the case of schools closing again, all 

poster and video material can be spread online directly to the kids through the schools contact platform 

and on their websites.  
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5. Budget 
 

The three pillar campaign contains several parts that need to be considered for budgeting. These 

include the different posters, incentives and potential other expenses.  

 

The posters, the most present component of the campaign, can be split up into two cost items. On the 

one hand, the persona poster in A1 format and, on the other hand, the large viral posters which are put 

together with six A1 posters. When taking a look at the persona posters, three posters on average are 

intended per school which amounts to a total of 1,056 A1 posters that need to be printed. According to 

the provider druck.at, these posters would cost €401.28 based on a price per poster of €0.38. For the 

large viral posters an overall number of 2112 posters would need to be printed when one viral poster is 

to be put up per school. Due to its matte printing format, these posters are more expensive with a per 

poster price of €1.03 resulting in a total of €2,175.36. Moreover, it is worth mentioning that druck.at is 

among the more expensive providers in Austria meaning that no additional costs need to be expected 

when it comes to the posters.  

 

In addition to the expenditure for posters, an incentive for video production is also included in the 

budget. Per persona video, an incentive of a €30 Amazon voucher will be given to the winning 

participants. Resulting from overall 6 personas, these vouchers amount to €180. 

 

Concerning the leaflet, our informational component, no costs can be assigned to this item since it is 

fully developed and primarily meant to be spread digitally. 

 

Taking all of these items into account, the overall cost of this campaign sums up to €2,756.64. However, 

what needs to be mentioned as a last input is that there are certainly other expenses that might arise 

when rolling out the campaign such as professional videographers, the decision of a school to provide 

printed leaflets or a higher demand in printed posters.  
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6. Success Measurement 
 

In order to determine the impact and success of the tools applied in the campaign ‘Sprich die 

Sprache der’ various simple efficacy measures can be employed. It is important to mention that due to 

the nature of the communication challenge and its objectives, typical offline and online performance 

indicators such as sales, reach, OTS etc. will not be used within the measurements of success. More 

than so, we propose the subsequent performance indicators which will eventually allow Sodalitas and 

Latin teachers of Austrian grammar schools to determine the impact of the campaign: 

 

To measure the main objective, namely raising the share of students who choose the L6 program in 6th 

grade, we recommend comparing the incremental number of students who chose the L6 program in 6th 

grade with the incremental number of students who chose other foreign languages or the 

Realgymnasium brand. Moreover, individual schools can measure the impact of the campaign on a 

more aggregate level by comparing the number of students who chose the subject Latin regardless of 

the duration of the program, i.e. L4 or L6, with the number of students who chose another foreign 

language or the Realgymnasium branch in the particular school year, i.e. in the 6th grade or 8th grade. 

In addition, these measures can be taken a step further, namely being aggregated on a nation-wide level 

taking into account all Austrian grammar schools where the L4 and L6 program is being taught. 

 

In order to be able to assess the success of successively changing students’ and parents’ perception and 

mental image of the subject Latin, it is advisable to track and assess the use of the campaign hashtag 

‘#sprichlatein’ in regards to the volume of content that has been produced and uploaded. The amount 

of likes, comments, and replies with the posts are particularly interesting because within these indicators 

a potentially successful shift of mental image, namely positioning Latin in a more modern and positive 

light, can be qualitatively assessed. Furthermore, other qualitative tools like short feedback surveys or 

sessions during events or in class can be used to assess the ongoing campaign and the students’ and 

parents’ perception of it and the subject Latin in the course of the proposed timeline, i.e. the media plan.  
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7. Conclusion 
 
In summary, the 3 pillar strategy of the integrated communication campaign under the slogan ‘Sprich 

die Sprache der’ will change the way Latin is perceived by children and their parents by emphasizing 

the many skills Latin trains and the many benefits it can have for the childrens’ future. By doing so, the 

probability of Latin being chosen by children will be increased. Especially when it comes to the 6-year 

program as this is dealt with more emphasis.  

 

With a total cost of €2,756.64, this campaign includes regular-sized and large-sized viral posters that 

will, on the one hand, show children the many facets of Latin while, on the other hand, give them the 

opportunity to generate word of mouth and spread awareness through potential social media postings. 

The second pillar, namely the leaflet, shows how valuable Latin can be by giving a comprehensive 

overview on what the syllabus, especially the 6-year program, is about. Furthermore, by including short 

persona videos, the viewers get a good and more easily approachable insight into the benefits of learning 

the language.  

 

In order to measure the success of all these pillars, different indicators such as the enrollment rate of 

students, hashtag usage or short surveys can be employed.  

 

Lastly, by choosing this variety in communication tools and tracking their performance, awareness of 

kids and parents will be raised while convincing them of the great values Latin can bring to a child’s 

current and future life.  
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9. Appendices 
 
Appendix 1: A1 Posters 
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Appendix 2: Lettering Comedian 

 
 
Appendix 3: Viral Poster 
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Appendix 4: Leaflet (front / back / print leaflet) 
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Appendix 5: Video storyline 
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Appendix 6: Media Plan 
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