Market Planning for

Next School Year
) . . . Review Spring Campaign Review Fall Campaign Marketing Plan for 2023 - 2024 Coll Need
( Planning I Review Winter Campaign I— g ] ollege Needs .
J Washington State
Campaign Plan

Community and Technical Colleges
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Better Jobs, Brighter Futures, a Stronger Washington
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October November December October November December
( Targeted and Demographps,
College Academic Dates - Mass Media psychographics,
\ _ Sprlng: April Week One - June Mid Month Summer: June Last Week - August Week 3 Fall: September Week 3 - December locations, purpose
( On Campus Communication - OWNED
Public Relations ( Programs ) ( Working Adult ) ( Not Too Late ) ( HS & Parents ) ( Programs ) ( Working Adults ) ( Not Too Late ) ( Programs ) ( Not Too Late ) ( )
|
r N Summer: 10% . ized ( Email/Text/Social Media - OWNED )
B Distri i ersonalize .
| udget Distribution | Spring: 20% of the Budget Fall: 30% 2022 Fall: 20% 2023 Media ( Direct Mail/ Email/Phone/Text ) Individuals
October November December October November December ( College App: DB Mkt. - Email//Direct/SM ID )
(’ _ DataBase Marketing -Email/SM ID Match OPTIONAL DataBase Marketing -Email/SM ID Match OPTIONAL DataBase Marketing -Email/SM ID Match OPTIONAL
] ' Email/Texting Email/Texting Email/Texting
— i S p— Plan Overview
n E E I. Modify the Timing if Registration starts earlier than the plan elements
DataBase Marketing -Email/SM ID Match OPTIONAL DataBase Marketing -Email/SM ID Match OPTIONAL DataBase Marketing -Email/SM ID Match OPTIONAL ) 2. Distribution of Marketing Dollars is Approximate
Program Email/Texting Email/Texting Email/Texting 3. Fall Dollars are split across two fiscal years
Outreach { ° ° : 4.Plan should be re-created every November for the next |8 months
E 5.Any audience not available at a college should be dropped
n 0 o e
°® RO PRO f eeded ° RO 4 :{e RA f eeded Progra ° t t
k Financial Aid Social Media/Email to FAFSA Applied Financial Aid
FINANCIAL AID: March | - July I
Social/Email/Texting B Email/Texting “ Email/Texting NOTES:
. General
( General Community DataBase Marketing -Email/SM ID Match All I DataBase Marketing -Email/SM ID Match OPTIONAL L DataBase Marketing -Email/SM ID Match Al Community
Working Adult

Working Adult

Mailing Home

September |5 - January 10 TRANSFER PROGRAM: January |5 - April 15 TRANSFER PROGRAM: April | - August 22

Target ﬂ

Marketing
Traditional and Dual Social Media/Email Traditional and
ol DataBase Marketing-Email/SM ID Match Al _
Mailing Home Mailing Home Mailing Home
TRADITIONAL & DUAL ENROLL/PARENTS: October 1, 2021 - FALL 2022
. . DataBase Marketing -Email/SM ID Match OPTIONAL
\ - DataBase Marketing -Email/SM ID Match All oo Base Pketing vl 1D Phech OFTOTAL gE il/ Texti Native American
- Email/Texting mail/ exting
DIVERSE FOCUS: October | - January 10 DIVERSE FOCUS: January 15 - April 15 DIVERSE FOCUS: April 15 - September 15
( |
MB Stop Outs
DataBase Marketing -Email/SM ID Match Al
Retain STOP OUTS: November | - Fall 2023
Recover
{ Current Student Current Student Qual'tel"s
(Retention) Kk (Retention) ‘ Summer
. Fall
i [ Current Student ‘ Winter
University Students (Retention)
. Spring
( . A Applied Not
Applied Not Registered Registered
Convert { LA G e e Inquiry Not Applied
\ Feeder Programs Dual Enroliment

**Please Note: The sections above are left blank intentionally as the colleges should have these audiences captured in their individual marketing plans. The following
audiences would be specific to the individual colleges: Current Student, University Student, Applied Not Registered, Inquiry Not Applied, Feeder Programs.
During these phases, colleges should use their CRMs, other databases and local lists to retain and recover students and convert applicants into enrollments.




