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Inigo began as an idea. Our faculty advisor, 
Cheryl McPhilimy, sat down with Loyola’s School 
of Communication and discussed what no one in 
Chicago had done before: starting a student-run 
communications agency. An cial course was 
created, and Inigo grew into a reality. Cheryl and 
a group of eager communication students began 
laying the foundations of the agency in Spring 
2017. They established the agency’s identity, its 
mission, internal structures and new business 
initiatives.

By the Fall of 2017, our rst three clients were signed 
on. Since the foundations were laid in 2017, Inigo’s 
structure and development have progressed. All 
of Inigo’s members have carefully molded the 
agency into an environment that consistently 
sparks learning, growth and progress. The agency 
has redeveloped its structure, taken on 18 di erent 
clients and produced outstanding work, including 
social media content calendars and internal video 
campaigns. We’ve also earned mentor relationships 
with Chicago agencies, Golin and Edelman, won 
the Future Founder Start-Up of the Year Award in 
2018 and landed client mentions in Forbes and the 
New York Times.

Inigo has been in business for eight semesters, 
and students from various schools, majors and 
experience levels within Loyola are behind its 
success. We are some of Loyola’s best and brightest, 
pushing ourselves to take on new challenges in 
both our education and our careers. We are the 
fresh faces of the communications industry— 
the up-and-coming business brains, strategists, 
creatives and relationship builders. As Inigo 
continues to evolve, we know that we have a bright 
future ahead of us. The caliber of our work and 
clients have proven that we are more than just a 
student-run agency — we’re rising to the forefront 
of the communications landscape.

The American Heart Association is a 

promotes cardiovascular health and 
research through communication 
campaigns and legislative action.

United Airlines is a leading airline 
headquartered in Chicago. With 

routes, they serve millions of 
passengers yearly.

Avionos is a B2B e-commerce marketing 

to optimize business' performance.
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SOCIAL MEDIA AUDIT 
The Chicagoland Chamber of Commerce under-
stands that social media is crucial for reaching 
current and potential members. Therefore, the 
Chamber asked Inigo to complete an audit of 
its social media accounts on LinkedIn, Twitter 
and Facebook to evaluate and critique the e�ec-
tiveness of its pages and if its content matches 
up to Chamber goals. Speci�cally, the Chamber 
has goals to highlight its brand awareness and 
generate new member leads. With this in mind, 
Inigo also completed a competitor analysis of 
other cities and their chambers’ social media to 
analyze their content and see if The Chicagoland 
Chamber of Commerce could incorporate any 
new strategies. Inigo also expanded the audit to 
include the bene�ts of creating and growing an 
Instagram account for the Chamber to further 
reach potential new members. Finally, for Twitter, 
Inigo extended the audit to include a deeper dive 
on how business-to-business communications are 
best conducted using the short form messaging 
on that platform. 

In an e�ort to curate personalized content for 
members, the Chicagoland Chamber of Commerce 
started looking into email marketing. Therefore, 
Inigo created a total of six email templates and 
ideas, proactively creating an outline of the type 
of content that can be sent out once the Chamber 
implements its new email marketing automa-
tion system. The emails are segmented by target 
audience (current member or potential future 
member), industry and size of the business. Emails 
targeted at potential new members serve as a part 
of the Chamber’s brand awareness strategy, while 
emails for current members are meant to help 
with member retention. To fully utilize the channel 
of email, the industry-speci�c template Inigo cre-
ated was built out further with a mock-up visual 
created to give the Chamber an idea of how these 
emails can look and work with its branding.  

TAGLINE
Inigo crafted a tagline for the Chicagoland Cham-
ber of Commerce that embodied the Chamber’s 
values and brand identity. The short three-to-six-
word phrase was created to convey the Chamber’s 
mission statement, core values and the bene�t 
that organizations gain when joining. This tagline 
ties together the other deliverables within a larger 
brand awareness campaign. Inigo presented the 
Chamber with three taglines to choose from: “A 
Champion for Chicagoland Businesses,” “Empow-
ering Businesses. Empowering Chicagoland.” and 
“Building Business Today for a Better Tomorrow.” 
These taglines were crafted after thoroughly 
researching the Chamber and its three pillars of 
advocacy, networking and education.  Ultimately, 
the Chamber settled on “Powering Chicagoland 
Business” as the tagline, taking elements of the 
second and third suggestion from Inigo to create 
this short and powerful sentiment of what the 
Chamber does.  

SOCIAL MEDIA CONTENT  
Using the research from the social media audit 
compiled this semester, Inigo created social media 
content for each of the Chicagoland Chamber of 
Commerce’s current platforms. The audit pro-
vides helpful tactics and research used to craft 
the content and direction of the Chamber’s social 
platforms. Inigo’s PR and Creative teams used the 
audit to create 17 posts, consisting of both copy 
and graphics: two of which highlight the Cham-
ber’s broad reach across industries, �ve posts 
focus on the top �ve Chamber member industries 
and 10 general posts  are dedicated to brand 
awareness, company culture and programs held 
by the Chamber.  

WEBSITE AUDIT 
The Chicagoland Chamber of Commerce came 
to Inigo with the overarching goal of increasing 
its brand awareness. In order to accomplish that, 
Inigo �rst created a website audit, evaluating the 
e�ectiveness and usability of the Chicagoland 
Chamber of Commerce website. The audit evalu-
ated how easy it is for potential members to learn 
about the Chamber and eventually become mem-
bers. The audit also examined whether Chamber 
information and resources were easily accessible 
to all current members. For each section of the 
website, the audit featured information on what is 
working well, along with actionable suggestions 
for what aspects of the website can be improved 
to reach its full potential.  

Powering Chicagoland Business

BRAND AWARENESS
Continuing with the Chamber’s goal of increasing 
its brand awareness, Inigo presented the Chamber 
with a brand awareness guide as the �nal deliv-
erable for the semester. This guide summarizes 
all the content created this semester, while also 
expanding on how the work Inigo did for the 
Chamber �ts in with its goal of increasing brand 
awareness. It showcases the new Chamber tag-
line, includes key takeaways from the social media 
and website audits, highlights some of the social 
posts that Inigo created and further explains 
the email marketing templates. In addition, the 
brand awareness guide includes a funnel map that 
demonstrates why the work that Inigo did is bene-
�cial for the Chamber and how Inigo’s deliverables 
utilize multiple channels to generate more mem-
bership leads. 

8 9



�������������������� � �� ����������
��



Inigo’s Corporate Communications Team treats Inigo as 
our client, focusing on:

This semester, our team worked closely with the 
Firm Director and Advisor to redesign the recruit-
ment process, plan regular guest visits during 

broadcast Final Showcase, as well as continuing our 
work crafting social media copy and graphics. We 

and Diversity, Equity and Inclusion. 

potential for where the agency could go next, and 
the Corporate Communications team was 
committed to laying the foundation for Inigo to 

wanted to expand our outreach this semester for 
recruitment to include not only students in the 
School of Communication, but also students in the 
College of Arts and Sciences and the Quinlan 
School of Business. We recognized how the 
potential for a diverse group of majors could be 

and perspectives for next semester’s teams. 
Starting from scratch, we initiated Inigo’s largest 
email outreach campaign ever, reaching out to 
over 100 Loyola professors across the School of 

College of Arts and Sciences and the Quinlan 
School of Business to plan class presentations 
to spread the word about the opportunities 

member participate in our in-person class 
visits, we also sent a pre-recorded recruitment 
video to those professors who were not able to 

and Apprentice applications into one, ensuring 

would be fully committed to Inigo’s success. 

recruitment plan was the adoption of our 
two-round application process.  By having 
preliminary screenings of applications and 
instituting a selective interview process, we 
were able to get a more holistic understanding 
of the candidates being considered for the 
Spring 2022 team. This semester we had our 
largest pool of enrolled applicants in Inigo 
history, with 57 applications and 41 interviews. 
Spring 2022 team. 

As technology continues to evolve rapidly, 

communications is growing exponentially. This 
semester, we focused on working to increase 
our outreach and engagement, particularly on 

Instagram were introductions to both our 
clients and team members. We used Instagram 
to promote recruitment for applying to next 
semester’s Inigo teams. Visits from former 
Inigo members and holiday events  were also 
commemorated on our page. An Instagram 
post series that chronicled key workplace skills 
– Collaboration, Leadership and Quality – 
showcased our Inigo members and Inigo 
values. We worked on creating posts that 
displayed innovative graphics and appealing, 
informative copy.  

As part of our Diversity, Equity and Inclusion 

a safe and open space for members to discuss a 

ones. We used LinkedIn’s Diversity, Inclusion, 
and Belonging (DIBs) training and videos as 
part of our initiative to learn more about and 
discuss these topics not just regarding external 
companies, but also Inigo’s own internal 
operations.  
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