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Objectives

In this workshop, participants will discover all the
treasures of effective marketing and increased
enrollments.

®  Work on general branding of your organization and
products

m Evaluate local markets for adult students

m Take advantage of potential partnerships

m Educate students on career pathways

m  Use advertising concepts that have a return on investment

= Discover some new marketing ideas




Identify the Need

®m Over 90 million adults — 46% of the adult
population — according to California College
Occupational Education Association — are in
adult education activities, including basic
skills, certificate programs, work related
training, and personal enrichment.

m The pool of learners is out there and with the
right marketing and advertising, schools can
have increased enrollment in lifelong
learning classes.



Marketing Your “Brand”

m The purpose:
= Want the community to know and recognize who you
are, what you do, and how well you do it

= Want local business to consider you first

= Want to identity your distinctiveness from your
competitors

B Need to increase revenues

= Need to be known for the highest quality, not the
lowest price



What is a Brand?

m A combination of WHAT you deliver and HOW

you deliver it.

B An expetience.

m A PROMISE that you give the customers from
the quality of the schedule, to the phone
registration, to the online registration, to the
implementation of the program (including
classroom environment, instructors, curriculum)

WHAT CAN CONTINUING EDUCATION PROMISE BUSINESSES
AND COURSE PARTICIPANTS?
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Excellence — Ensure quality of instructors and
program implementation

Relationships — People matter
Flexibility — Meet the client’s needs
Integrity — Follow through with the promise

Education — Keep curriculum accurate and up to
date and make students the priority



Questions to Guide You

= What 1s our most popular contract, sales
request, or class?

= What is the community’s perception or
misconception about us?

= What are the challenges in marketing our programs?

= What opportunities have we not taken
advantage of?

®= How would you describe what we offer?

= What do you think would help the
community/businesses identify with us better?

= What common thread do all your programs have
that you can claim distinction on?



In the Classroom or On the Phone -
It’s All About Relationships!

They may forget what you said or the details; but

they will never forget how you made them feel!

What 10 things can your program do to move in the
direction of our promiser



Evaluate Local Markets

m Making a decision to offer a new course
® Google in Location + Course Ottfering

m Check Craig’s List for job openings in area

m For Allied Health Coutrses
m http://
m http://
m http://
m Other




Finding Students for Specific
Markets

m Pharmacy Technician
m Clinical Medical Assistant
m Orthopedic Technician

B Optometric Technician

m Phlebotomy



Potential Partnerships

m Workforce Investment Board
m Military
m Hospital Contracts

m University Extension Programs
m College Health Divisions

m Counseling Departments

A&W



Educate Students on Career
Pathways

m Use your Allied Health Orientation as a Career
Decision event

a ﬁ
/VN

CNA / CMA



Use advertising concepts that
have a return on investment

m Review the marketing ideas list of best practices
of your California colleagues

B References

m Word of mouth — this is where your BRAND

counts the most
®m Radio Ad — San Bernardino



Discover new marketing ideas —
share what is working




Boston Reed College

How Can We Help You Be Successtul?



