
Q4 – November 2020

Marketing 
Committee 
Meeting



• KPIs & Y4 Success Metrics

• Post Stakeholder Meeting Survey 
Results

• Media Preferences Survey

• Y4 Planning

• #Back2Work Update

• Impact Report Update

Agenda.
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KPIs & Y4 
Success 
Metrics



Historic Measurement & Metrics
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Measurement Deliverable KPI Measurement Methodology

Creative Validation
Focus group creative 

validation
Focus group facilitation

Brand Benchmarking
Baseline awareness & 

perception data
Quantitative & Qualitative 

surveys

Social Sentiment Positive social sentiment Social listening tech

Enrollment Performance Enrollment Launchboard

Paid Media Performance
Outbound referrals & GA 

applications
Digital media tracking & 

Google Analytics



Translating from Region to Marketing to Media
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REGIONAL GOALS CAMPAIGN OBJECTIVES MEDIA OBJECTIVES

Regional goals cover the 

overall business objectives 

and the business reasons 

behind multiple decisions, 

including but not limited to 

the need for marketing.

For SDICCCA: Driving an 

increase in enrollment across 

the region

Campaign objectives take the 

regional goals and translate 

them specifically to marketing 

specific objectives such as an 

increase in awareness or an 

increase in conversions.

For SDICCCA: Drive an 

increase in applications

Media objectives translate the 

campaign objectives into tangible, 

measurable metrics, that 

marketing can directly impact.

For SDICCCA: 

• Outbound referrals

• A continued increase in 

campaign efficiency driving 

applications as tracked by GA



Strong Workforce Metrics
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Other tracked metrics include:

• SWP Students Who Earned 9 or More 

Career Education Units in the District in 

a Single Year

• Students Who Attained a Noncredit 

Workforce Milestone in a Single Year

• SWP Students Who Earned a Degree 

or Certificate or Attained 

Apprenticeship Journey Status

• SWP Students Who Transferred to a 

Four-Year Postsecondary Institution

• SWP Students with a Job Closely 

Related to Their Field of Study

• Median Annual Earnings for SWP 

Exiting Students

• Median Change in Earnings for SWP 

Exiting Students

• SWP Exiting Students Who Attained 

the Living Wage



Y4 Metric Brainstorm
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Discussion Point: What metrics can the region report on 
that would be most valuable to your campus and the 

continued success of marketing programs?

Potential Metrics beyond Outbound Referrals and GA Applications

• Pop-up survey on Careered.org

• Traffic to Careered.org

• Email lead capture



Post-meeting Survey Results

Stakeholder 
Meeting



Survey results were limited
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What programs / opportunities can the regional marketing campaign support at your college in 2021?

•Show how region is providing unique instructional delivery & support.  Items like take home equipment/kits, online tutoring, industry speaker series/events, internships and career counseling

•The breadth of CTE

•Specific programs that need enrollment support

•Programs targeting incumbent or underemployed workers

What are your primary success metrics for enrollment campaigns?

•Year-on-Year increases

•Units earned

•Increase in number of students enrolled in the first course sequence of CTE programs

•Email CTR

•Website visits

What do you view as the primary success metric for regional enrollment campaigns in relation to your specific college?

•Overall increase in CTE programs across the region

•Positive enrollment gains/trend

•Referrals

If the regional marketing campaign accomplishes just one thing next year, what would it be?

•Market the holistic packaging of programs/services to get students to completion & employment

•Keep enrollment steady

•Present collective voice

•Pivot to a back to work message

What is the one thing you wish students knew or understood more about the opportunities available at your college?

•Full course load means a faster path to completion and workforce

•CTE is one of the best opportunities available at community college

•That the programs offered are high quality and affordable vs for-profit technical colleges

•Availability of online offerings



Media 
Preferences 
Survey
Discussion point.



Y4 Planning
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Addressing 
Survey 
Feedback.
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Our goal is to add value. 

Our goal at a regional level is support the campuses, 

help fill the enrollment funnel, and drive engagement 

across the region.

We also want regional activity to assist PIOs and make 

your jobs easier.



Known Projects
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Year 4 Known Projects

• Fall & Spring Enrollment Media Campaigns

• Back2Work SD/IV

• Employer/Industry Engagement

• Preferred Provider

• 2021 Impact Report

• Organic Social Promotion

• Monthly Marketing Committee Collaboration

• Continuous Improvement Activities

• Regional Work Group Support

• Ongoing PR



Timeline for Planning
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11/19  

Marketing 
Committee 

Meeting

11/30 

Planning 
Session

12/10 

Y4 SOW 
Finalized

12/18 

Y4 SOW 
Locked



Your Priorities
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Discussion Point: What programs, offerings, or 
initiatives would you like to see supported at the 

regional level?

What past programs would you like to see revisited or 
updated?

Are there any good questions we’re not asking?



#Back2Work 
Update
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Paid Media Support:

• Email Marketing, Paid Social, Native Display: 
11/25/20 – 1/31/21

• Direct Mail: w/c 1/4/20

PR Pitching: Outreach materials solidified, looking 
to launch pitching & outreach on 11/30/20

Microsite: Progressing as planned – sending for 
review ~11/20, would like to include verbiage 
around technology support available to students

Creative:

• Infographic: Complete

• Native & Social: Complete

• Email: Complete

• Direct Mail: 12/7 for review by Marketing 
Committee

Campaign 
Update.
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Infographic.



Impact Report 
Update
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The 2020 impact report will focus on the impact of 
Strong Workforce funding in the region at multiple 
levels.  The goal is to include 2x Regional 
highlights, 6x Local highlights, and 6x K-12 
highlights.  Content is being drafted now…

Following up on:

• K-12 Content (need two more)

• Campus Story from Imperial Valley

Drafting: 

• View from Chancellor

• Regional Project: Back2Work

Finalizing:

• Regional Project: Faculty Institute

• Campus Stories

Impact Report 
Status 
Update.



Questions?



Thank you!






