
       

MARKETING PLAN

CAMPAIGN PHASE

ACADEMIC CALENDAR

Marketing Goals

Create positive messaging about South Texas College that, when used consistently, will support the college’s ongoing branding efforts and 
goals to: 

- Build positive regional perceptions
- Reinforce community pride in the institution
- Increase student enrollment (Inquiries, Leads, Applications)

Plan Overview

1. The core idea of the plan is to integrate traditional and digital media, as well as public relations activities, to leverage PR & Marketing’s 
advertising budget for the greatest possible impact on enrollment and awareness.

2. The campaigns are timed so as to create maximum brand exposure and awareness, with “call-to-action” messaging occurring at key 
decision points.

3. The campaigns are timed to align with key registration periods and sustain themselves through the year. 

4. This plan represents our optimum theoretical plan, based on strategy, budget, and goals. Modest shifts will occur due to the intervention 
of printers, buyers, mentors and other details of marketing life.

5. Audience-specific messages have been developed and are leveraged accordingly.

Spring 2019:  January 22 - May 16, 2019Fall 2018:  August 27 - December 16, 2018 

South Texas College 
Marketing & Communications Plan 2018-2019

Spring Registration ’18: October 2018 - January 2019

Alignment of Communication Efforts with Marketing Plan Scheduled for 2018-2019

       

       

       

OCTOBERSEPTEMBER NOVEMBER DECEMBER JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST

2018 2019

4 11 18 25 2 9 16 30 6 13 20 27 4 11 18 25 1 8 15 22 5 12 19 26 5 12 19 26 2 9 16 30 7 14 21 28 4 11 18 25 2 9 16 23 6 13 20 2723 30
Summer/Fall Registration ’19: 

March - April 
Summer Registration ’19: 

May 1 - June 3
Fall Registration ’19: June 4 - August 27

Summer 2019: June 3 - July 3, 2019

PUBLIC RELATIONS 
ACTIVITIES

GENERAL PUBLIC

Pandora & Spotify

TRADITIONAL 
TRANSFER STUDENTS 

17-21 yrs
In, or completed, high school; 

Online behavior shows intent for 
higher ed

Out of Home 

Print (Texas Border Business - monthly, Mega Doctors - monthly, The Monitor Spadea - 1x, RGVision - 2x)

Out of Home 

YouTube

Facebook & Instagram

Pandora

Broadcast Radio

GeoLocation

Retargeting

WORKFORCE
17-35 yrs

Household income below $35K
No higher ed degree;

Online behavior shows job
search/intent for training;

English/Spanish

PARENTS OF 16-21 YOUTH
35+ yrs

Children in the house hold
(Up to 21 years old);

English/Spanish

Pandora 

Broadcast Radio

Television

 ALLOCATIONS BY AUDIENCE

LANGUAGE BREAKDOWN
DUAL ENROLLMENT 

CONVERSION
Directed to students in 

the dual enrollment program; 
Email list based

APPLIED NOT ENROLLED
Email addresses needed for 
targeted enrollment efforts

Facebook & Instagram 

Facebook & Instagram  

Total Campaign Media Spend: $550,000.00
Pay Per Click

Pay Per Click

YouTube

Retargeting

Pay Per Click

GeoLocation

Facebook & Instagram

Pandora

Broadcast Radio

Pandora 

Broadcast Radio

Television

NON-TRADITIONAL
22-45 yrs

Some college, no degree
Online behavior show intent for

higher ed; “Life happened”;
English/Spanish

Pay Per Click

Facebook & Instagram

Retargeting

Pandora 

Retargeting

Retargeting

Traditional
40%

Parents
10%

Workforce
25%

Non-Traditional
25%

Traditional

Parents

Workforce

Non-Traditional

Broadcast Radio Broadcast Radio

Television Television

Retargeting

Facebook & Instagram

Out of Home Out of Home 

YouTube

YouTube
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