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Career Education:

A No-Love Story

Introduction



Branded programs are significantly 
more likely to be the programs of 
choice and are more resistant to 
competition.

Why a brand?



• It is NOT a new “theme” or tagline

• It is NOT disposable

• It is NOT shifting

• It is NOT just “making something pretty”

Brand: What it is NOT



• The “best self” of the Career Education 
at community colleges in the Inland Empire/Desert 
Region

• The perception of Career Education at 
local community colleges in the minds of 
the public

• The link between how your Career Education 
programs are perceived now…and how you want them 
to be perceived in the future

Brand: What it is



• Attitudes and Opinions
• Quantitative and Qualitative
• Internal and External
• Geographic Span

Engaging multiple stakeholder groups to uncover 
a brand message that will resonate with the 
Inland Empire community.

Step 1: Research



Create a Career Education brand that:

• Differentiates it from competitors

• Encompasses pieces of all IEDRC colleges

• Places IEDRC colleges as leaders in education and 
bolsters the colleges’ identities as THE doorway to 
better futures

• Represents what Career Education is to students, 
parents, the community, and business

• Targets both beliefs (logical) and wants (emotional)

Research Goals



• The community has much respect for the pragmatic, 
outcome-specific aspects of Career Education.

• Concepts surrounding exploration, determination 
and resilience resonate with all audiences.

• To be embraced, the brand concept must convey the 
ideal message of excellence, urgency and
expediency for Career Education at the colleges.

The Research Told Us:

Research Results



The Brand



The Brand



Campaign Website
• Single destination 

for prospective 
students with links 
to programs, 
colleges, and 
careers

readysetcareer.org

The Campaign



Digital Advertising
• Pay Per Click, Geo-fencing In-App Advertising, 

Social Media Advertising, Retargeting

The Campaign



Digital

Pay Per Click (PPC)

• PPC is an online advertising model in 
which advertisers display ads when 
users – people searching for things 
online – enter relevant queries into 
search engines. 

• Advertisers are only charged when a 
user actually clicks on their ad, hence 
the name “pay-per-click.”

• PPC is one of the best forms of 
advertising in terms of effectiveness.



Digital
Geo-fencing & In-App Advertising

● As long as the user has any location services on, we can 
target them. 

● 80-90% of the delivery will be in apps, the remainder will 
be in mobile browser.  

● Once we target a user, we can show an ad up to 8 times 
an hour, for the next 30 days across their apps and any 
mobile browsing they do.

● The ads can appear on thousands of different apps.

● The value of this advertising tactic is that it allows you to 
target your ideal audience, all based on addresses. 



Digital
Social Media Advertising

• Targeting Facebook and Instagram
• Using zip codes
• Targeting by specific demographic information



Digital
Retargeting



The Campaign

Digital

• YouTube (view at news.readysetcareer.org)



The Campaign

Radio
• Pandora and traditional radio



The Campaign

Public Relations

• News Center and newsletter
• news.readysetcareer.org



Coordinating Campaigns
• State Brand:

-Focuses on learning 
experience
-Uses Chancellor’s seal
-Uses Career Education

• Inland Brand:
-Focuses on motivations and outcomes
-Uses a wordmark and your local college names
-Uses Career Education



Targeting
Employers, Union Groups, Community & Underemployed

DIGITAL
• Google paid search around job search terms
• Social media advertising

RADIO
• Radio: KVCR spots

PUBLIC RELATIONS & DIRECT
• E-newsletter



Targeting
Latino, Spanish-Speaking, African Americans & Veterans

DIGITAL
• Social media can target by category

YOUTUBE
• Latino/Spanish-Speaking target
• One ad in Spanish

RADIO & PANDORA
• 1 targeting African-American population
• 1 targeting Latino Population



Targeting
High School Influencers: Parents & Counselors

DIGITAL
•Geofencing

PUBLIC RELATIONS
• Ongoing public relations and media relations 

efforts
• Viewbook



February 2018 – August 2019

183,825 website visits

42,990,873 campaign impressions

3,179 clicks on “Apply” link

2,404,380 Total Completed Views on YouTube

Campaign Results



Campaign Results

Custom Display & Geofence

28,445,373 impressions
41,586 website visits

Pay-Per-Click

27,730 visits to website
1,380 calls
$3.09 average cost per visit

Industry average $4.53



Campaign Results

Facebook & Instagram

• 5,708,340 impressions
• 55,431 engagements



Campaign Results

YouTube English

• Average Completed View Rate: 46%
• Industry average 15%

• Cost Per Completed View: $.07
• Industry average: $.10-.15

1,005,746 impressions
462,989 completed views



Campaign Results

YouTube Spanish

• Average Completed View Rate: 45%
• Industry average 15%

• Cost Per Completed View: $.01
• Industry average: $.10-.15

4,318,470 impressions
1,941,391 completed views



Campaign Results
Pandora

Pandora (March-August 2018)
8,160,732 impressions



Campaign Results
Radio

• KGGI
• KOLA
• KCAL
• KKUU

Drove more than 4,342,848 impressions between 
all stations (February – August 2018)
$110,000 spent
Value Added, totaled at $30,000 approximately 

Riverside Community College District KGGI Appearance
Chaffey Intech Free Spots on KOLA, KCAL
KKUU gave digital ads for free



Campaign Results
Website

• February 2018 – August 2019 visits: 189,576
• Total Apply Clicks: 3,179
• NewsCenter
• Check out what’s new! 

https://news.readysetcareer.org/


Campaign
Viewbook







Media Prefs

Demographics

o 4,785 students completed the survey
o Age demographics

o 36% 16-20 y/o
o 28% 21-25 y/o
o 12% 26-30 y/o
o 13% 31-40 y/o
o 5% 41-50 y/o
o 4% 51+ y/o

o Majority of respondents (91%) are taking credit classes towards a degree or certificate.



Campaign Templates

Career Education

In-demand careers in any field 
you choose! It all starts at RCC.

Ready for more than just a job? RCC can set 
you on a path to a bigger salary, and more! 
�Career  ($ Avg Salary)࠮
�Career  ($ Avg Salary)࠮
�Career  ($ Avg Salary)࠮
�Career  ($ Avg Salary)࠮

Career Education is hot! Are you 
ready to command more demand?
Readysetcareer.org

It’s time for a  
“hire” education.

There’s never been a better time  
to get started at SBVC. Apply now!  
Readysetcareer.org

San Bernardino County is at 
the center of one of the fastest-
growing industrial regions in the 
state, and now is the time to get 
ready for the opportunity…
�࠮ Attribute 1…
�࠮ Attribute 2
�࠮ Attribute 3 
�࠮ Attribute 4 

Earn a Real-world Ready  
KLNYLL�PU�HU`�ÄLSK�`V\� 
choose, including:
�࠮ Career Cluster 1
�࠮ Career Cluster 2
�࠮ Career Cluster 3
�࠮ Career Cluster 4
�࠮ And Many MORE!

Desert

Ready to get started?

Readysetcareer.org

What is  
The Skills Gap?

According to the Public Policy 
Institute of California, the state will 
encounter a shortage of nearly 1 
million* college-requiring, “middle 
skills” jobs by 2025. This is especially 
alarming for our region, which is 
among the state’s fastest-growing, 
yet least-prepared economies, in 
terms of education and training.

VVC is here to bridge that “skills 
gap,” providing a pathway to success 
for our graduates, while ensuring 
the continued vitality of our region’s 
industry, technology and commerce.

*http://www.ppic.org/press-release/californias-
education-skills-gap-modest-improvements-
could-yield-big-gains/

Brochure
Poster

Flyer



Campaign Templates

Industry Sector

Pursue your passion with  
a career in arts and media.

Your local community college can get you ready  
MVY�H�OPNO�KLTHUK�JHYLLY�PU�[OLZL�ÄLSKZ��HUK�TVYL��
�Lorem Ipsum࠮
�Lorem Ipsum࠮
�Lorem Ipsum࠮
�Lorem Ipsum࠮

Ready to get started? 
Readysetcareer.org

Be a hero to your family... 
and your community!

Ready to get on the path to a rewarding career?  
Pick your path today!  
Readysetcareer.org

Our health and safety depend 
on well-educated, well-trained 
ÄYZ[�YLZWVUKLYZ��(YL�`V\�ready 
to rise up and protect your 
community? High-demand 
careers include:
�࠮ Lorem Ipsum…
�࠮ Lorem Ipsum
�࠮ Lorem Ipsum

First responders are In Demand. 
�࠮ 1VI�¶�(]N��:HSHY`��)3:�NV]�
�࠮ 1VI�¶�(]N��:HSHY`��)3:�NV]�
�࠮ 1VI�¶�(]N��:HSHY`��)3:�NV]�
�࠮ 1VI�¶�(]N��:HSHY`��)3:�NV]�

Technical 
Careers

Your local community 
college can get you 
ready for a high-paying 
career in tech!

• Career
• Career
• Career
• Career
• Career
• Career
• Career
• Career
• Career
• Career

Tech
A better career. 
A brighter future. 
It all starts at your local  
community college.

Readysetcareer.org

Brochure Poster Flyer



Crisis Communications 
Training Conducted in 
Spring Semester 2018



Contract: 
September-December 2018



Collateral Development

Booth Items New YouTube VideosNew Social/Digital Ads

Also: 
• New Radio Spots

• New Newsletter Template
• Assistance with Template Adaptation



Industry Sector Videos

2:00 and :30 second spots
• Advanced Manufacturing
•    Advanced Transportation & 
Logistics
•    Business & Entrepreneurship
•    Energy, Construction & Utilities
•    Health
•    Information & Communication 
Technologies (ICT)/Digital Media
•     General Career Education





Career Education Photography



Business & Industry Research
• Custom Online Survey
• One-on-one interviews with up to 15 industry leaders
• Purpose:
• Receive information on employers’ perceptions of your 

programs and services and the relative match of your 
students’ skills to employer needs. 

• To provide local industry leaders and employers the 
opportunity to share how they feel colleges can best promote 
career education programs & graduates.



Contract
January 2019-June 2019



Scope of Work

• Small Batch of Additional Collateral 
Development

• Media Buying
• Conversion Campaign 
• Sector Posters and Brochures



Conversion Campaign

Collateral

• 144 Emails (12 version for 12 colleges)
• 48 social media ads (2 versions for 12 colleges)
• 96 organic social media posts (8 versions for 12 

colleges)
• 24 digital and mobile display ads (2 versions for 

12 colleges)
• 12, :30 second YouTube spots based on 

photography
• 12 postcards ( 1 version for 12 colleges)



Conversion Campaign

Facebook & Instagram Results

• 4,119,694 Impressions
• 31,293 Clicks



Conversion Campaign

YouTube Results

• 1,235,401 Impressions
• 591,275 Completed Views
• 3,151 Clicks 



Conversion Campaign

Emails

• Emails were sent to student email 
addresses provided by the colleges

• Campaign utilized college photos and 
branding guidelines

• Emails directed viewers to the 
campaign-specific college landing page



Conversion Campaign

Email Results

• 27.9% Open Rate
• 31,616 Clicks
• 3.5% Click-Through Rate



Year 3
July 2019 – June 2020



Year 3: In Progress
Bi-Monthly E-Newsletter



Year 3: In Progress
Quarterly Print Newsletter



Year 3: In Progress
Sector Landing Pages



Year 3: In Progress
Social Media Templates



Editorial Calendar



Year 3: In Progress

• Media Preference Student Infographics
• Employer Web Page
• Career Education Social Media Editorial Calendar and 

Distribution



Year 3: Upcoming

• Collateral Development 
• Photography Trip
• Videography Trip

• Media Buying (Ongoing)
• Media Preferences (March 2020)
• Degree “Completer” Campaign (Summer/Fall 2020)




