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KICK OFF MEETING
AGENDA

Why We're Here (Your opinions count)
Moore Outcomes (less income)

The Meaning of Marketing

What makes a marketing campaign successful?

Successful Marketing Plans

Why Plans Fail

Observations about Marketing Plans

Let’s Keep This In Perspective
Let’s Form a Committee!

Teams and Assignments

Marketing Plan - Steps to Success

 Assess What We Do Now

Dream, big and little

Develop marketing objectives

MOORE OUTCOMES
The Public Information Office has been charged with creating a 3-year plan for the College.  How this might occur given our current budget constaints?

THE MEANING OF MARKETING
“Marketing is the analysis, planning, implementation, and control of carefully formulated programs designed to bring about voluntary exchanges of values with target markets to achieve institutional objectives. Marketing involves designing the institution’s offerings to meet the target markets’ needs and desires, and using effective pricing, communications and distribution to inform, motivate and service the markets.”

Kotler, Strategic Marketing for Educational Institutions 
SUCCESSFUL MARKETING PLANS

Why marketing plans fail

When college and university marketing professionals were asked the main reasons their marketing efforts fail, they typically said:

· We didn’t adequately demonstrate why marketing was needed before we started.

· We didn’t have the support of the top administrators.

· The plan was designed and written by people who were not involved in its implementation.

· Our marketing plan was not consistent with our overall institutional goals.

· We tried to do too much, too fast and hadn’t anticipated the need to sustain a marketing effort over time.

· We expected too great a return in too short a time.

· It took us nearly a year to write the plan and by the time we were done, we were sick and tired of the whole project.

· Our activities had no built-in evaluation mechanisms, so it was impossible to determine if it was successful or not.

· We didn’t create a plan that the budget could sustain.  

Observations from marketing plan experts:

· Consider marketing as an investment. It will take time to pay a dividend.

· The only way one can measure effectiveness is through the creation of baseline data.

· Don’t begin something you cannot sustain.

· Marketing is not a cure all. It has been oversold, usually delivering less than what was promised, and showing fewer returns than what was realistic.   

Keeping the marketing plan in perspective

The first marketing plan is a road map with interstates and primary highways. It’s OK that it does not include how to get to the nearest 7-11 store, or the local high school.

Like any new project, the first time around is always the most difficult. Think of the marketing plan as a 747 airplane taking flight. Seventy-five percent of the energy is expended just getting off the ground.  

We’re looking for progress, not perfection.

You cannot have paralysis through analysis and get a marketing plan done.

You err on the side of aggressiveness rather than passiveness.

Three decisions to make: the first is the right decision. The second is the wrong decision. But the worst possible thing to do is make no decision.

Anything we do this first year will be considered a success. 

The first year’s goals are like shooting fish in a barrel. It will be easy. As the marketing plan matures, the process will become more refined and the objectives more difficult to obtain.    

The President of the college has mandated the marketing plan.    

Why haven’t we had a marketing plan in the past?  Partly because we didn’t need students, and partly because the past administration was not attuned with the value of such a process.

LET’S FORM A COMMITTEE

MARKETING ACTION TEAM
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STEERING COMMITTEE

Research

Jim James and Dave Starr
External Image

Judy Yu and Matt DeGooyer

Curriculum Delivery

Andrea Rye and Berta Lloyd

Recruiting

Jeff Omalanz-Hood and Robin Young

Pre-enrollment

Chris Melton and Shawn Miller

Retention

Student Success Committee Chairs

Post Enrollment

Kae Peterson and Judy Yu

Ex officio members

Carol Henderson

Tom Curtis

MARKETING ACTION TEAM
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Research

Jim James and David Starr

What data do we have

How do we use it

When do we update it

How is data made available to the campus

Marketing implications

Attitudes and needs of population

Demographic information

How do we get information

Primary, secondary, focus groups

Student surveys

(written, phone, intake survey, application review)

How can research be used to answer 

marketing questions (defining targets, message acceptance, brand 

awareness, etc.)
External Image

Judy Yu and Matt DeGooyer

Image and brand

Print ads

Electronic ads

Media and News releases

Publications

Video promos

External and internal signage 

 Logo, tag line – use of graphic identity

Community Relations

Legislative Relations 

Service clubs

Schedule/catalog formats

 Speakers Bureau  

Word-of-Mouth 

What is our desired image in the community of students, legislators, educators, business leaders, and the general public

Curriculum and Delivery

Andrea Rye and Berta Lloyd

Product vs. customer needs

Course times and consistent start times

Long term planning guides

Distance learning/web-based courses

Certificates and experience replacing degrees

Course content and evaluations

Staying on the cutting edge of instruction

Through the use of technology

 New programs and courses

Time blocks, days, weekends, 4-6 week courses

 Delivery systems

Customized training

Support services (e.g. Supplemental Services)

How is our product (education) modified to meet the needs of students

Recruiting

Jeff Omalanz-Hood, Robin Young

High school visitations

College tours

SOAR

High School counselor meetings and workshops

Fairs, malls, open houses

Career materials

Recruiting to businesses

 Segmenting population

 New student visitation

Conversion rates from application to registration

 Faculty follow-up

Ambassador program

PIO Support

Campus recruiting teams

How to increase our recruiting efforts with high school students and other targeted groups
Pre-enrollment

Chris Melton and Shawn Miller

Ease of registration

Web, phone or mail-in registration

Financial aid process

Advising, assessment

Online advising

Systematic inquiry--phone calls and letters

Orientation

Connecting students to other students

First year awareness

 Telemarketing

 Involvement of faculty

Conversion rates

 Student life

Customer service training

  Career planning

Career placement

Academic support systems
Retention

Student Success Committee Chairs

First year awareness

Advising and Counseling processes

Student Life

Athletics

Women’s Center

Multicultural Diversity Ed Center

Risk intervention

Tutoring Services

Course prerequisites

Faculty intervention

Peer monitoring

Graduation rates

 Remediation system

Work study program

What are our strategies for retaining our students?

Post Enrollment
Kae Peterson and Judy Yu

Graduation rates

Transfer rates

Job placement

Foundation connections

Alumni tracking

Transfer and articulation

 Student outcomes

Assessment reporting

Post enrollment services

Continuing Education options

 College mailing list

What does it mean to students to successfully complete their  program at SCC and how do we leverage this?

Marketing Plan
“Steps to Success”

Form Marketing Action Team and Committees

Conduct Assessment and Analysis

Where are we now?
Discuss the strengths, weaknesses, opportunities, threats (SWOT) within your assigned area.

Review research material and external resources that are available

Where do we want to be? Take a moment to dream

List ideal situations in various areas.

How do we get there?

List several goals and then prioritize them. Do they mesh with Mission Statement, Strategic Planning Goals? Are they obtainable and doable? Can they be measured?

List objectives---year one, 5 objectives; year two, 4 objectives; year three, 3 objectives; year four, 2 objectives; year five, 1 objective.

Inform Steering Team of progress

Complete objective forms

Write overview and SWOT sections

Review total Marketing Plan
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