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Career Education:

A No-Love Story

Introduction



Regional Marketing & Outreach
• The Regional Marketing & Outreach plan was approved to develop a multi-pronged 

approach to marketing CTE programs regionally. 
• The purpose is to raise awareness about the variety of career pathways available 

among:
• Prospective students, both high school and adults 
• Parents 
• Veterans 
• Counselors 
• Employers
• Other stakeholders 

• A Marketing Sub Committee was created to develop the RFP to solicit proposals and 
interview potential marketing firms.

• Interact Communications was chosen. The firm works exclusively with two year colleges 
and has won numerous awards.



Our Timeline:

1. Qualitative Research: Internal & External 

2. Quantitative Research: Community Survey

3. Emotional Resonance Focus Groups

4. Analyze & Finalize Brand & Messaging

5. Graphical Treatment of the Brand & Campaign

6. Campaign Launch in 2018





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.



The Plan
Began in February, 2018 

• Custom Display
• Pay-Per-Click
• Geofence
• Social Media
• YouTube

• Pandora
• Traditional Radio



• 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

Coordinating Campaigns



Campaign Results

Custom Display

5,862,307 impressions
14,040 website visits

Pay-Per-Click

16,832 visits to website
939 calls
$3.16 average cost per visit

Industry average $4.53



Campaign Results
YouTube English

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

• Cost Per Completed View: $.06
• Industry average: $.10-.15

650,606 impressions
317,208 completed views



Campaign Results
YouTube Spanish

• Average Completed View Rate: 44%
• Industry average 15%

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

1,894,561 impressions
832,258 completed views



Campaign Results

• February-February visits: 85,566
• Total Apply Clicks: 1,544

Website

• Lets assume 80% actually apply (1235.2) 
and 60% enroll…which seems average… 
741.12

• If these students only attend PART TIME 
= 370.56 FTES (or half enroll full time)

• 370.56 students x $5,547*/FTES = 
$2,055,496

*2018-2019 Base Allocation



What We Learned

You Can’t Measure 
What You Don’t Track





What We Learned

Nothing Beats a Good Story



Campaign
Viewbook



Lessons Learned
Nothing Beats a Good Story



What We Learned

Tell Your Own Story



What We Learned
Tell Your Own Story

• Take advantage of every speaking 
engagement

• Report out
• Build alliances
• Tell them WHY the investment is worth it



What We Learned

Don’t start/stop campaigns L





What We Learned

Listen To The Data



Budget Vs. Impressions



Budget Vs. Apply Clicks
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Website Visits Vs. Monthly Budget
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Tracking



Listen to the Data
Pay Per Click

Results In Just 1 Year
Total PPC Budget $52k

• 320,173 impressions
• 16,631 visits
• 938 calls
• 442 form submits from umbrella website
• Average cost per lead is $37



What We Learned

Focus on the Metrics



Strong Workforce Program



Monitor and Track Enrollments
COE & Cal-PASS Launchboard

VOCATIONAL (V)

College V F17 Enrollment Count V F18 Enrollment Count V CHANGE V PERCENT CHANGE

Grand Total 75,553 78,347 2,794 3.70%




