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The Premise

Marketing doesn’t evolve when we only share wins.

• Big swings

• Hard lessons

• Unexpected outcomes

• What we’d do differently



Why This Matters

California community colleges face:

• Enrollment volatility

• Funding pressure

• Public scrutiny

• Political oversight

• Diverse student populations

Safe marketing won’t 

solve complex 

challenges.

Strategic boldness 

might.



Risks, Rewards, Flops

Big Idea Resistance LessonsOutcomes



READY CAMPAIGN MOVES



The Infinity Card

• Tactile, pocket-sized fidget-
friendly cards made career 
education approachable and 
fun—especially for undecided 
high school students.

The Big Idea Why We Tried It

• We wanted a visual 

metaphor and fun piece 

that cut through generic 

“career pathways” 

language.

• Interactive 

Lesson

• Printing – work with printer 

who has experience in 

specialized pieces 

• High School students enjoy 

marketing that is directed to 

them 

What Happened

• Strong design recognition

• Interactive for intended 

audience 

• Buzz with counselors 

CLICK TO PLAY 

https://youtube.com/shorts/Ue_KRS1rqrY?si=3m5M7502ENr-vkpt


Geo-targeting at DMVs and Nightclubs

• Meet adults where idle time and 
life transition intersect with 
career education ads on their 
phones.  

The Big Idea Why We Tried It

• Sift funds from tradition 

advertising that were not 

being viewed.

• New ways to meet students in 

real life. 

Lesson

• Students engage with the 

unexpected. 

• Target smarter
• Interests

• Geo-targeting

• Copy can be fun and 

engaging 

What Happened

• Strong impressions

• High awareness lift

• 1.4M impressions, 8,500 

clicks, and 23K+ engagements 

from Snapchat and DMV-

targeted campaigns



Mascot Videos

• Use college mascots to increase 
relatability and algorithm engagement.

• Playful 30-second videos featuring 
college mascots switching from 
streetwear to skilled career gear—
highlighting the fast, empowering 
nature of career education.

The Big Idea Why We Tried It

• Social platforms reward 

personality

• Creative

• Engaging 

• Break through clutter

Lesson

• Engagement is not the same 
as enrollment intent – this 
was really an awareness 
play.

What Happened

• Engagement spikes

• Shares increased

• 80K video views with 50%+ 

completion rate of Mascot 

videos

CLICK TO PLAY 

https://youtu.be/IViW0h6sxZo?si=YRh5nuwll6YsuHvz


Web & Social Leads

• Capturing lead information from 
website visitors and social 
media ads. 

The Big Idea Why We Tried It

• Gain qualified leads to share 

with each college outreach 

and enrollments teams. 

Lesson

• Operations must be in place – 

too many unqualified leads

• Social leads outperformed

• Leads are only good if they are 

contacted in a timely manner

• Web leads felt more like a cold 

call

What Happened

• Lead volume increased

• Follow-up capacity inconsistent

• Speed-to-response impacted 

conversion

• Hard to measure ROI again 

enrollment 



Carvertise

• Branded student-driven 
vehicles logged over 2.5 million 
impressions on California 
highways, embedding READY 
into daily commutes.

The Big Idea Why We Tried It

• Sift funds from traditional 

advertising that were not 

being viewed.

• New ways to meet students in 

real life. 

Lesson

• Can’t control the driver

• Can’t track at an individual 

level

• Hard to get students to 

participate

• Cars cover more ground 

than billboards 

What Happened

• 2.5M+ roadside impressions

• QR Code did not generate 
much traffic 

“I got a lot of honks and 

thumbs up from folks when 

I was driving around.”



What Did We Learn

• Creative risk needs operational alignment

• Meet students where they are

• Creative works best when it speaks directly to 

the audience 



SPEED ROUND



• Targeted email campaign promoting non-traditional career pathways

• Used segmented and targeted approach vs. one general message

• Highlighted programs where students are traditionally 

underrepresented

Allan Hancock College
Ricardo Cano, Public Information Specialist

The Big Idea



• Perkins report showed gender gaps in several CTE 

programs

• AHC felt targeted outreach could encourage students to 

apply for these programs

• Goal: encourage students to apply / support workforce equity 

goals

Allan Hancock College

Why We Tried It

• Intentional and segmented messaging is effective when the 

messaging is relevant 

• Our collaboration with GradComm helped turned data into a 

focused strategy that has changed the way we are tackling 

these campaigns

Lesson

• Both campaigns outperformed the industry benchmark

• (2.68% CTR for female / 3.06% CTR for men)

• Initial hesitation around segmenting by gender, which led to 

ensuring the campaign expanded on opportunity rather than 

reinforce stereotypes. The Perkins data was crucial for this.

Resistance 

Outcomes



• Email: Deep segmentation of emails to drop/non-persist 

students.

Shasta College
Peter Griggs, Marketing, Communications, PR Director 

The Big Idea



• Strengthen engagement across multiple audiences during a 

critical period of enrollment recovery. Re-engage stop-out / 

non-persist students in timely, relevant, and consistent ways 

(largest and highest impact audience)

Shasta College

Why We Tried It

• The more personalized you can make a communication, the 

better the response 

Lesson

• Open rates up to 60% for stopped-out students

• Over 2,200 drop / non-persist students returning to 

enrollment pathways

• Open rates up to 82% for students dropped for non-payment, 

with 53% fall and 36% spring recovery rates

• Reaching disengaged students who had stopped attending 

within the past 3 years. Balancing frequency without 

overwhelming or fatiguing students

Resistance 

Outcomes



• Rack Card: development of rack cards for all programs across 

campus.

Shasta College
Peter Griggs, Marketing, Communications, PR Director 

The Big Idea



• Create a consistent clean approach to all program marketing 

integrating in IA, degrees to careers, and salary offerings.

Shasta College

Why We Tried It

• Collaboration, communication, and consistency are the 

hallmarks of a successful initiative

Lesson

• Development of cards giving standard layout, process for 

updates, options for sections, use of standard sources for 

content

• Challenges across campus on faculty input, salary sources, 

messaging, etc

Resistance 

Outcomes



• Produced a high-energy SummerFest event video 

with no direct connection to recruitment

• Prioritized storytelling and campus vibe over 

targeted, conversion-focused messaging

• Distributed organically across social platforms 

without a defined recruitment funnel

San Bernardino Valley College
Paul Bratulin, Director of Marketing, Creative Services & Public Affairs 

The Big Idea



• To showcase the experience of the college, not just 

programs or outcomes

• Traditional recruitment content was not differentiating us in a 

competitive regional market

• Hypothesis: emotionally compelling content could influence 

perception and decision-making more than targeted ads

San Bernardino Valley College

Why We Tried It

• The most effective conversion content doesn’t always look 

like conversion content

• Showcasing authentic campus experience can outperform 

targeted messaging

• Strong storytelling creates network effects that traditional 

campaigns can’t replicate

• Organic content can drive measurable outcomes when it 

resonates deeply

Lesson

• Top local high school football recruits discovered SBVC 

through the SummerFest video. They chose to enroll and 

join the football program based on their perception of 

campus culture. Their decision influenced peers, helping 

rebuild a strong recruitment pipeline organically. 

• The video became an indirect but high-impact enrollment 

driver.

• Concern that the content was “too general” and not tied to 

measurable enrollment goals

• Skepticism about investing time in content without a clear 

ROI path

Resistance 

Outcomes



• Secured funding for a targeted equity campaign 

• Focused on increasing Asian student enrollment using 

disaggregated data 

• Built a research-driven, digital-first outreach strategy 

• Took a bold, single-audience targeting approach to close an equity 

gap

Cerritos College
Chelsea Van Doornum, Director, Public Relations & Communications

The Big Idea



• Data identified a clear equity gap in Asian student enrollment 

• SEAP funding supported targeted, equity-driven outreach

• We wanted to test more personalized, audience-specific 

marketing 

• Goal: increase applications and enrollment for an 

underrepresented group

Cerritos College

Why We Tried It

• Equity can be targeted and inclusive

• Leadership feedback strengthens strategy

• Align data + message + institutional identity

• Be willing to pivot mid-campaign

• Representation drives connection and belonging

Lesson

• Pivoted from targeted outreach → inclusive, multi-audience

• Expanded representation across multiple student groups

• Kept the enrollment goal, but broadened the “belong” 

message

• Launched an aligned & scalable campaign (“Find Your 

Future”)

• 1,844,466 total impressions across all platforms

• 83,292 completed video/audio views

• Leadership pushed back on the campaign being too 

narrowly targeted

• Concern about representation and inclusivity across all 

student groups

• Tension between targeted equity strategy vs. broader 

institutional messaging

• Navigating a sensitive external environment around DEI in 

higher education

Resistance 

Outcomes



Contra Costa College
Larry Womack, Director of Marketing and Media Design 

• To bridge the gap between an environmental scan and action, we 

did a programs gap analysis, which is allowing us to give full reports 

and sample curricula to faculty who can start to create those 

programs.

The Big Idea



• Uneven enrollment

• Bulging at the seams in many programs, but some are left 

behind

Centra Costa College

Why We Tried It

• Environmental scans are vague

• Students will rarely choose many openings over higher pay

Lesson

• This is the start of a multi-year project

• None yet, but there might be some at the presentation phase

Resistance 

Outcomes



• A complete brand refresh for the Emeritus Institute, Saddleback's 

program for older adults. 

• Transformed the tired looking course schedule into a visual 

experience—utilizing authentic student photography and an 

organized, modern layout—bolstered by a multi-channel digital 

campaign to meet our students where they are today.

Saddleback College
Jennie McCue, Executive Director or Marketing & Communications

The Big Idea



• Enrollment dropped during the pandemic and wasn't 

improving

Saddleback College

Why We Tried It

• Power of good marketing

• Rebranded the Emeritus Program for modern 

relevance, grounded in strategy, powered by data, 

and emotionally resonant with its evolving audience

Lesson

• Enrollment grew by 1,000 students in a year

• Digital Media Performance (Nov 2024 – Feb 2025)

• 1.9M+ Impressions

• 32,817 Website Visits

• 2,648 View-Through Visits

• 5,175 Video Views

• Not much resistance

• This was a more realistic approach in garnering 

interest in the program

Resistance 

Outcomes



Reflection 

• What bold move have you done?
• What bold move are you considering for FY27?



The real risk isn’t trying bold things.

It’s becoming invisible.



Thank you
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