
San  D iego  and  Impe r i a l  Coun t i es ’  
Commun i t y  Co l l eges

C a r e e r  E d u c a t i o n  Ye a r  2  P l a n n i n g



AGENDA

• Revisiting Year 1

• Year 2 Advertising Priorities

• Connecting with Influencers

• Focus Topics

• Guided Pathways



Year 1: Open Discussion



What’s worked?

Where can we improve?

(Creative, Media, Digital, Social, PR + Outreach)



Communication and Collaboration



Managing and Implementing Feedback

Presenter
Presentation Notes
New process of sending Weekly Status on Tuesday prior to Thursday calls – success?Allowing 3 full business days for feedback and/or approval on new creative or plansQuick turn items like press releases and minor social post revisions are exceptionsNew Media Reporting Timeline in place for ROC and SDICCCA Meeting Preparation



Year 2:           
Advertising Priorities



CAMPAIGN EVOLUTION
SHIFTING PRIORITIES ACROSS 3 YEARS

Year 1 Year 2 Year 3

1. ENROLLMENT

2. AWARENESS

1. BRAND PERCEPTION

2. ENROLLMENT

1. COMMUNITY BUILDING

2. BRAND PERCEPTION



MEDIA PLAN TO-DATE


ORIGINAL

								MISSION HOSPITAL 17/18

								2017																		2018

				TARGET		TACTIC		NOV								DEC										JAN								FEB								MAR								TOTAL BUDGET		% OF TOTAL BUDGET

								30		6		13		20		27		4		11		18		25		1		8		15		22		29		5		12		19		26		5		12		19

				TEENS		Display																																												$9,000		6%



						Social Media																																												$2,000		1%



						Social Influencers																																												$75,000		47%				$50,000



						Contest																																												$15,000		9%



						Event																																												$0		0%



						Outdoor - Posters																																												$2,000		1%



						Outdoor - Sleeves																																												$3,000		2%



				TOTAL				$106,000																																												76%

				TARGET		TACTIC		NOV								DEC										JAN								FEB								MAR								TOTAL BUDGET		% OF TOTAL BUDGET

								29		5		12		19		27		4		11		18		25		1		8		15		22		29		5		12		19		26		5		12		19

				PARENTS		Display																																												$5,000		4%



						Native																																												$5,000		4%



						Social Media																																												$1,000		1%



						Paid Search																																												$1,000		1%



						Direct Mail																																												$10,000		7%



						Outdoor - Posters																																												$4,000		3%



						Outdoor - Sleeves																																												$8,000		5%



				TOTAL				$34,000																																												24%

				TOTAL SPEND				$140,000																																												100%





ACTUALIZED

				CE MEDIA PLAN: BRAND + SPRING ENROLLMENT

																																																																				2019

				BRAND		TACTIC		JUN						JUL								AUG										SEP								OCT										NOV								DEC										JAN								FEB								MAR								APR										MAY								JUN								GROSS BUDGET		% OF TOTAL BUDGET

				BRAND		Programmatic Display + Native																																																																																																																$223,000		35%



						Digital Radio 																																																																																																																$75,000		12%



						Facebook																																																																																																																$123,000		19%



						LinkedIn																																																																																																																$15,000		2%



						Snapchat																																																																																																																$13,000		2%



						Search																																																																																																																$35,000		5%



						Email Blasts																																																																																																																$0		ERROR:#REF!



						Billboards 																																																																																																																$154,000		24%



						Digital Radio 

																																																																																																																						$484,000		100%

																																																																																																																						TOTAL BUDGET		% OF TOTAL BUDGET

				TOTAL																																																																																																																		$638,000		100%

				ENROLLMENT		TACTIC		JUN						JUL								AUG										SEP								OCT										NOV								DEC										JAN								FEB								MAR								APR										MAY								JUN

				ENROLLMENT		Programmatic Display																																																																																																																$87,000		10%



						Native Display																																																																																																																$25,000		3%



						Facebook																																																																																																																$68,000		8%



						LinkedIn																																																																																																																$10,000		1%



						Email Blasts																																																																																																																$12,000		1%



						LinkedIn																																																																																																																$0		ERROR:#REF!



						Online Video																																																																																																																$40,000		4%

																																																																																																																												 

						Search																																																																																																																$20,000		2%

				TOTAL																																																																																																																		$262,000		100%

				TOTAL SPEND																																																																																																																		$900,000		100%

				NOTE: Teen Outdoor Posters includes $500 for potential in-school placement

						Display

						Native

						Facebook

						LinkedIn

						Snapchat

						Search

						Email

						Online Video

						Billboards







SECTOR PERFORMANCE STRATEGY
Sector 1

Sector 2

Sector 3

Sector 4

Sector 5

Sector 6

Sector 7

Sector 8

Sector 9

Sector 1

Sector 2

Sector 3

Sector 4

Sector 5

Sector 6

Sector 7

Sector 8

Sector 9

Identify sectors that 
are performing at a 
higher average. 

Gauged by CTR, site 
visits, and 
engagement Ensure ”preferred” sectors are 

egalitarian and not favoring certain 
schools

Allocate additional budget towards 
sectors that are higher in demand 
and providing a stronger enrollment 
opportunity



Branding
• Career Education is not currently memorable, there is an 

opportunity to clarify and reinforce the brand

Messaging
• Based on research findings, future messaging will focus 

on Career Attainability and Affordability

Design
• Highlight real students across the campaign as it evolves

CREATIVE PRIORITIES

What Else?



CONNECTING WITH 
INFLUENCERS



EVOLVE OUTREACH STRATEGY IN YEAR 2

Goal 
Establish connection with influential figures in High School                 
students’ life (parents, teachers, counselors)

Objectives 
Be strategic, targeted in how we communicate with                  
audiences. Don’t always follow the traditional PR model

Strategic Framework
• Merge PR + digital/social efforts
• Target hyperlocal news organizations
• Create newsworthiness through stories and data
• Develop programs which provide content and interest over time:

o One Year Anniversary CTE Update 
o CE Champions
o CE Road Show

Presenter
Presentation Notes
Strategic FrameworkRefresh Internal Editorial Calendar: Hold brainstorming session with CE leadership and key personal from each institution to generate new themes and ideas for earned me stories and press releases.  Examples: CE grads are better prepared/how they fare against the standard 4-year graduate? (summer) Target Hyperlocal News Organizations: Center approach on publications and broadcast outlets that report news near the participating educational institutions and surrounding communities. When possible, for partnershipsExample: KOCT (local public access station in Oceanside) - they're interested in a formal partnership with MCC film students  One Year Anniversary CTE Update Conduct Editorial Boards: Visit community papers targeted for hyper local efforts and major publications (San Diego Union Tribune, Business Journal, etc.) to give progress report on programs success.Press Conference & Community Celebration: Invite media, but also community and other stakeholders to celebrate in the success of the collaborations after one year.  CTE Champions: Establish a speaker’s bureau and train third-party advocates to carry the CTE message to events across the region. CTE Road Show: Develop a hit list of events to have a booth or give a presentation.  These may include, but are not limited to: high schools, farmers markets block clubs, etc. Enrollment Fairs: Host and promote events at participating CTE institutions to draw interested candidates.  Establish Employer Partnerships with Business: a secondary approach, help colleges form more employer partnerships through talking points, outreach materials to businesses. 



FOCUS TOPICS



Noncredit Update



INBOUND MARKETING OPPORTUNITY

Opportunity
• Explore advertising to CE prospects in nearby markets (LA, Phoenix, etc) with San Diego 

destination-based messaging

Data Needed
• Short list of top feeder markets for current CE students in the SD/IMP region

Test Campaign
• Strategy: A search targeting display campaign would most likely be the most efficient 

recommendation for a test, this would include a bank of CE program-related programs
• Geography: The test campaign would exclude San Diego and Imperial Counties, but any searches 

related to CE would also need to include county or city names within the search for the user to be 
served ads

• Flexibility: If this test campaign receives low performance (demand) the budget could easily be 
shifted back into the larger display campaign 



IMPROVING THE STUDENT                    
ENROLLMENT EXPERIENCE

JAN FEB MAR APR MAY JUN JUL AUG SEP

M
IR

AC
O

ST
A Discovery + Content Strategy

User Experience + Visual Design

Development + QA

Final Handoff + Documentation

G
RO

SS
M

O
N

T
CU

YA
M

AC
A Discovery + Content Strategy

User Experience + Visual Design

Development + QA

Final Handoff + Documentation

IM
PE

RI
AL

 
VA

LL
EY

Discovery + Content Strategy

User Experience + Visual Design

Development + QA

Final Handoff + Documentation



GUIDED PATHWAYS



RETENTION, SUPPORT, SUCCESS
HOW CAN MARKETING HELP?

Click  Apply Apply  Enroll Enroll  Completion

AWARENESS

RETARGETING

OWNED/EARNED

CRM

NEWSLETTERS

RETARGETING

STUDENT 
COMMUNICATIONS

LAPSE STUDENT CRM

Completion  Career

EMPLOYER PARTNERSHIPS

INTERNSHIPS

CAREER FAIRS

ALUMNI COMMUNICATIONS



NEXT STEPS



Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov

2018 2019

Fall

Spring

Brand

Spring Enrollment campaign running through 1/31
Annual planning underway for Year 2 – focus on new markets + parent outreach
Noncredit message/targeting in planning stage, to roll out Q1
Website Updates to roll out Q2
Student Photography scheduled for March
Creative Refresh for Fall Enrollment to roll out Q2
One Year Anniversary Press Event Q2
Enrollment Releases + Op Eds monthly and quarterly 

CAMPAIGN NEXT STEPS

Presenter
Presentation Notes
PR:Prep for May or June press event for one-year mark: March-April Would need to begin inviting media, getting word out Summer class push: April/May Concurrently: this could be a good time to increase HS parent engagement, especially targeting those with graduating seniors who haven't quite figured things out yet OR those with rising seniors who are starting to think about their next steps/college.  Fall 2019 enrollment: July/AugustThis is the time to try to step up media engagement.   Should the calendar items reflect the items above? Do you want to review the above, and let us know if you are comfortable with them before we pencil out dates?
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