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Overview
The College of the Siskiyous image and reputation is one of its most important assets. The College’s reputation helps to draw new faculty, increase student enrollments, and draws support from the community. Safeguarding, building and monitoring the College’s reputation are crucial. This is accomplished by using a strong, evolving marketing plan, which clearly defines priorities and the use of personnel’s time, energy and fiscal resources.

To develop a marketing plan for the College of the Siskiyous, and the direction that marketing efforts should take over the coming years, a group of administrators, faculty, and staff, have held a number of planning and strategy sessions, led by Marketing Consultant.

Through the planning process strengths and weaknesses were assessed.  Goals for building toward the future, synchronized with the design of the District’s new marketing plan, were developed. This planning document has a strong and ambitious beginning that must be annually evaluated and tempered by extending time lines and prioritizing goals. 

The success of the marketing program is dependent upon the delivery of clear, accurate, and timely information to a wide variety of target audiences interested in College. While this may be undertaken by a number of campus units, all efforts need to be coordinated to maximize the use of funds, resources and the impact of the outcome. 

Reputation is built largely through personal experience, coupled with oral and written communications. A high quality, coordinated marketing and public relations effort, with clear priorities, will help to overcome inaccurate perceptions, and outdated information about the College. The marketing plan promotes teamwork, helps the staff to work together, and to learn how to look at the College through the eyes of students and community members.

This document represents the work of the Marketing Planning Task Force and must be reviewed campus wide, by the Board of Trustees, the President’s Advisory Council, the Associated Student Body, and the campus community. 

A written marketing plan is viewed as a way of bringing together the bits and pieces undertaken by each department or program, both conceptually and fiscally. The Marketing Planning Task Force suggests an organized communications plan will:

● Increase Enrollment

● Build A Better Future

● Maximize the Use of Resources

● Create Teamwork

● Provide Evaluative Tools

● Improve Retention

1.
Mission/Principles

· Mission of the College

College of the Siskiyous will serve our community and any student who can benefit from an exceptional learning environment with is safe, attractive and promotes a passion for learning, cultural enrichment, and a sense of belonging for all.
· Guiding Principles for Marketing
The College of the Siskiyous marketing program is guided by the following principles.

1. Honesty – All of the information we provide to prospective students and employees shall be truthful.

2. Consistency – The publications and ads will follow design guidelines established by the Marketing & Enrollment Strategies Committee.

3.  Professionalism – The marketing materials we produce shall be of high quality and communicate a professional image for the campus.

4. Fun and Creativity – The image we would like to relay is that we are creative and an exciting place to be.

5. Collaboration – All of the individuals on campus will work together in our marketing efforts so that we present a cohesive message about our college.

6. Responsiveness – Our marketing efforts will respond to campus and community needs for information.

7. Learning – We want to make certain our prospective students and community members learn from what we present.

8. Innovation – The message we want to convey is that we are a forward-thinking institution that keeps up-to-date with new ideas.
9. People – We value each individual at the college – our students, our staff, and our community members.
· Marketing at COS
Marketing of the College is the responsibility of the Office of the President and is led by the Director of Marketing and Public Relations, who directly reports to the College President. The Marketing Director works with the College President and the Marketing and Enrollment Strategies Team to develop and implement the overall image of the College while directing the overall public relations and marketing strategies for the College. The Marketing Director is the lead marketing officer, the coordination authority for the Marketing and Enrollment Strategies Committee, working with other offices responsible for publishing marketing documents.

During the planning sessions, it was clear that the College’s image would be enhanced if many disparate efforts were coordinated and the marketing and public relations plan annually evaluated. Such effort would allow the plan to be a campus resource and expenditures be maximized.  For example, all administrators and individual departments should work through the Director of Marketing and Public Relations before going off campus to hire graphic artists, photographers, or printing companies. This coordination would be far more efficient, less costly, and provide the campus with a unified service. 

It is clear that recruitment efforts to increase enrollment are of major concern.  The College must continue to develop new programs. Out-of-the-box-thinking is needed to determine how to generate interest in the College by populations who have not previously taken classes or participated in campus events. 

As the College implements and coordinates its marketing operation, the number of goals must be realistically set each year and funds budgeted to implement them.

2.
Background on College of the Siskiyous

· Description

      If you're looking for the right place to be, look no further than northern California where the air is crisp and clean, and the water is so pure you can drink it from the source of the Sacramento River as it  springs from the ground. This is a place where people look you in the  eye. Where they say "Please" and "Thank you," and they mean it—the kind of place most people only read about.  The area offers many outdoor activities such as skiing;  snowboarding; trout fishing; camping; hiking; white water rafting; mountain biking; rock climbing; golfing; horseback riding; swimming; boating; cycling; kayaking; spelunking and more.  The towns of Mount Shasta, Dunsmuir, Yreka and Weed are an assortment  of quaint shops; interesting restaurants; varied nightlife activities; cinema; live theater; concerts; poetry readings; art galleries; and an array of spiritual interpretations. While the cities are small, they offer huge opportunities to  those lucky enough to live in Siskiyou County.

       This is where College of the Siskiyous is located - on a beautiful 250 acre campus in Weed, directly in the shadow of towering Mount Shasta.  The 14,162 foot  snow-capped giant is the gem seen across the region  and most dramatically in sweeping vistas from the windows of the College library's reading area.  The main campus, accessible from Interstate 5 and Highway 97, is 60  miles south of the Oregon border. A satellite campus in Yreka is 30 miles north.

       College of the Siskiyous is the only public higher education institution in Siskiyou County, a rural county that is relatively large geographically, but has a population of just 45,000.

      The College maintains 20 buildings including a 600-seat  theater, a television studio, a distance learning facility, science laboratories, a library, a football stadium, vocational education labs and two residence halls. The College is widely recognized for its excellent  programs in the humanities and arts, sciences, technology, vocational education and athletics. Nursing, fire science technology, a paramedic program and welding are four outstanding vocational programs.

      Students recognize the beauty of the campus and surrounding area, and view the College staff as friendly and accessible. They claim quality instruction is provided in a caring atmosphere of small class sizes where opportunities to interact with faculty abound. In addition, students and staff enjoy technological support that is exemplary.

      In November 2005, in a show of local support for the College, Siskiyou County voters passed a $31.4 million dollar bond for new construction and campus renovation that will allow program improvement and growth. 

      The initial projects to be funded by the bond include  renovation of two Residence Halls; planning for construction of a Rural Health Sciences Institute; expansion of a distance learning project with Siskiyou County high schools; and building a dedicated classroom for the Fire Science Program.

The College, a major influence in the area, has a faculty and staff of approximately 300, making it the third largest employer in the county. The College serves more than 3,000 full and part-time students through comprehensive transfer courses, employment oriented programs and excellent student services.

· History
Although the idea of starting a two-year college in Siskiyou County dates back to 1915, it was the increase in the number of local high school graduates in the late 1950’s that prompted renewed effort to form a college.  Led by County Superintendent of Schools, W. E. “Eddie” Roberts, supporters of a community college worked hard to make College of the Siskiyous a reality.  Roberts and others steered the new college through the controversies of funding and determining its location.  

In its first semester in 1959, COS enrolled 67 students.  Today, fall semester enrollments are well over 3,000 students.  It is estimated that about 6,100 COS students have earned an Associates Degree and more than 1,700 program certificates have been awarded.

As College of the Siskiyous continues to grow and change to meet the needs of students and the challenges of an ever-changing world, on our 50th anniversary we celebrate the founders, the trustees, staff and faculty, the many volunteers and community supporters, and, especially, the students who have worked hard to use their education to create a better life for themselves, and contribute to the betterment of their communities and the world. 

Chronology

1915-17 - Yreka High School formed a Junior College Department.  Of the 17 students who graduated from high school in 1915, only Gerald F. Wetzel graduated from the new department and received his certificate in 1917.  The department was discontinued after the 1917 graduation.

1926 - The establishment of a college in Siskiyou County was proposed, but the proposition lost by 196 votes.

1957 - On January 8, the citizens of Siskiyou Union, Tulelake Joint Union, and Dunsmuir Union High School Districts voted to form Siskiyou Joint Junior College District. Subsequently, Tulelake withdrew from the college district and, over the years, other high school districts joined, including Happy Camp, Fort Jones, Etna, Yreka, Butte Valley, Weed, Mount Shasta, and McCloud.

1957 – On May 17, five board members were elected to the new college district:  John Mantle, Weed, was the first board president; Dr. Donald L. Meamber, Yreka, secretary; Dr. H. A. Meredith, Dunsmuir; Robert Davis, Fort Jones; and William Whitaker, Tulelake.

1957 – On May 22, the board hired Dr. Myrel J. Greenshields as the first president / district superintendent.  

1957 - In October, the first classes were offered in county school buildings.

1958 - In May, the Governing Board of the College chose a campus site in Weed, which was recommended by the School Planning Laboratory of Stanford University, for the future home of College of the Siskiyous.  The recommendation was made based on "the greatest number of students who could be served with the least amount of travel, and with housing and shopping services nearby."  The site consisted of 260 acres of wooded land with a magnificent view of Mount Shasta.  The site was also a local rifle range and an informal dumping ground for trash.  A great amount of cleanup was needed.

1958 - On September 16, voters turned down a bond measure to build campus facilities for 500 students.  The Governing Board proceeded with plans for three low-cost buildings to accommodate 200 students using assessed valuations and school timber sale monies.  Mario Ciampi was selected as the architect and Singleton Construction Co. of Medford Oregon received the contract to build the facilities.  Local funding for buildings was necessary because the new college was too small to be eligible for state support.

1959 - At the January 30 meeting the College Board met to select an official name for the college.  Suggested names included "Siskiyou College," Siskiyou Junior College," "Juniper College," and "Winema College."

1959 - Many volunteers and community businesses contributed equipment, time, money and resources to help clear the land and prepare the landscaping the college grounds.  Mary Mazzei of Weed organized the volunteers.

1959 - September 6, the college was formally dedicated as the climax of the Weed Carnival.  COS Board Chairman Dr. H. A. Meredith welcomed the crowd of about 3,000. Dr. Hugh G. Price, chief of the junior college division of the state Department of Education, was the speaker.  Dr. Myrel J. Greenshields, college president, introduced the faculty.  On September 10, day classes began with 67 students enrolled.  The first three buildings, B, H, and S, were still awaiting furniture and equipment, the library had received 200 of 2,000 ordered books.

1959 - On October 31, the school nickname and colors were chosen in an election.  The Eagles was picked to be the nickname for College of the Siskiyous athletes, and powder blue and silver for the school colors.

1959 - On December 11-12, COS Eagles played their first basketball games with the Oregon Technical Institute Owls.  Basketball coach John Mazzei announced a season schedule of 12 games that included Southern Oregon J.V., Chico Freshmen, and Lassen Junior College.

1960 - Sarah Alvarado of Weed was the sole graduate at the first commencement on June 5, 1960.  Miss Alvarado had completed her freshman year at Chico the previous year. 

· Image
The College of the Siskiyous image and reputation is one of its most important assets. The College’s reputation helps to draw new faculty, increase student enrollments, and draws support from the community. Safeguarding, building and monitoring the College’s reputation are crucial. This is accomplished by using a strong, evolving marketing plan, which clearly defines priorities and the use of personnel’s time, energy and fiscal resources.
1960 to 1990: Family-Oriented/Isolated

· Good Forest Economy – tight-knit logging communities

· Athletics – COS was the rural superstar.  Well known for its outstanding athletic teams, strong coaching staff, and state-wide reputation of excellence. 

· Strong vocational certificate programs, including agriculture, automotive shop, business and accounting, forestry, welding, LVN programs. 

· Filled Residential Halls, with live-in “mom”

· Active clubs, including a Debate Club, Model United Nations, International Students Club. 

· It was “usual” for faculty and staff to invite the students into their homes for dinner or weekends.  Most staff and faculty ate lunch in the cafeteria with the students and the dorms always had something going on where faculty and staff often participated.  Dances on weekends, bond fires, and activities.   

1990-2000: Ivory Tower/Statewide Activity

· Some isolation from the community

· Change in local economy with logging communities disrupted

· Criticism of the college by local community and by newspapers, radio

· Lack of direction of where the college should be headed

· Residence halls moved from “mom & pop” to educational focus with staff attending training sessions

2000-2006: Transitional

· Strategic Master Plan developed to set direction for the campus

· Bond issue passed (Measure A) with strong support

· Community partnerships are built to enhance student employment opportunities. 

· Local business and industry partners are invited to serve on the College Advisory Boards.

· New student success programs, to include NAVIGATOR, developed

· Additional faculty hired to create new programs or expand existing ones

2006-2010: The Best Community College in California (or maybe the world!)

· The Yreka Campus houses the Rural Health Institute providing notable registered nursing program, certificated vocational health programs, and employment partnerships.  

· Distance Learning partnerships with Siskiyou County schools enable them to share programs and instructors, classes are teleconferenced throughout Siskiyou County towns, allowing all students the opportunity to enroll.  

· On-campus housing providing students with the opportunity to live in on-campus housing, in a student community focused on academic excellence, cultural appreciation, diverse student population, and high-tech study halls and computer labs.  

· COS is known for:

· outstanding transfer program

· success of students who have need for foundation courses

· best-of-the-west fire program

· world-renowned rural health training institute
· being a small liberal arts college with high success rates

· excellent career-tech programs

3.
Market Research

Currently, the local and extended media promotes the positive image of the College. A successful bond campaign in fall 2005 indicates the local community members support our efforts.  The College’s beautiful alpine setting, rural location, easy-paced and safe lifestyle, friendly staff, must be capitalized upon when marketing. The Fire and First-Responder Programs and RN Upgrade Program are programs that are unavailable in many other California community colleges.  The focus on Lifelong Learning also makes COS somewhat unique.

These very important factors differentiates COS from others colleges. COS needs to continue to develop ownership of these expanding programs as well as to develop a set of unique programs to draw students of all ages. These could include additional short-term course offered to take advantage of the unique region that will draw people from outside the area and give the College a statewide, regional or even national reputation. 

Our Students
The following data illustrate the trends in age, gender and ethnicity of our students:
Age
	Semester
	< 18 yrs
	18-24 yrs
	25-44 yrs
	45-64 yrs
	> 65 yrs

	Fall 2004
	127 (3.5%)
	1139 (32.0%)
	1044 (29.3%)
	899 (25.2%)
	351 (10.0%)

	Fall 2005
	210 (5.9%)
	1126 (31.8%)
	968 (27.5%)
	868 (24.5%)
	364 (10.3%)

	Fall 2006
	198 (5.5%)
	1157 (32.2%)
	979 (27.2%)
	854 (23.8%)
	400 (11.1%)


Gender
	Semester
	Male
	Female
	Total

	Fall 2004
	1627 (45.8%)
	1924 (54.2%)
	3551

	Fall 2005
	1517 (43.1%)
	2005 (56.9%)
	3522

	Fall 2006
	1543 (42.9%)
	2047 (57.1%)
	3590


Ethnicity
	Semester
	African-American
	Native American
	Asian 
	Hispanic
	Filipino PI

Other
	White

	Fall 2004
	111 (3.0%)
	150 (4.2%)
	65 (1.8%)
	277 (7.8%)
	47 (1.3%)
	2602 (72.9%)

	Fall 2005
	101 (2.9%)
	124 (3.5%)
	63 (1.8%)
	262 (7.4%)
	52 (1.5%)
	2639 (74.6%)

	Fall 2006
	99 (3.4%)
	114 (3.9%)
	56 (1.9%)
	200 (6.8%)
	38 (1.3%)
	2171 (74.0%)


BOGW
	Semester
	Total Annual BOGW
	Total Unduplicated Head Count
	BOGW % of Total Students

	2003-04
	1832
	6106
	30%

	2004-05
	1954
	5751
	34%

	2005-06
	1931
	5390
	36%


Educational Trends
There are numerous educational trends occurring which impact our marketing efforts.  These include:

· Transition for high school to college

· Time to completion

· Hot programs for jobs

· Increase in adult learning

· Cost of a college education

· Distance Learning Programs

Transition from High School to College
The percentage of high school completers1 who enroll in college in the fall immediately after high school reflects the accessibility of and the value placed on college education. The immediate college (2- or 4-year) enrollment rate for all high school completers ages 16–24 increased between 1972 and 1997 from 49 to 67 percent. Then, the enrollment rate declined to 62 percent by 2001, before rising again to 67 percent in 2004. 

Between 1972 and 1978, approximately half of White high school completers immediately enrolled in college; the rate increased to 68 percent by 1997, but decreased to 64 percent by 2001 before increasing to 69 percent by 2004. The annual Black immediate enrollment rate was stable between 1972 and 1977; it then decreased between 1978 and 1983, increasing the gap between Blacks and Whites. The rate for Blacks then increased between 1984 and 2004 so that the gap narrowed between Blacks and Whites between 1998 and 2001. For Hispanics, the annual rate fluctuated over time, resulting in a nearly flat trend between 1972 and 2002 before the rate increased to 62 percent by 2004. The gap between Hispanics and Whites widened between 1979 and 1997. 

From 1972 to 2004, the immediate enrollment rate of high school completers increased faster for females than for males. Much of the growth in the overall rate for females was due to increases between 1981 and 1997 in the rate of attending 4-year institutions. During this period, the rate at which females enrolled at 4-year institutions increased faster than that of their male counterparts and than that of either males or females at 2-year institutions. 

Differences in immediate enrollment rates by family income and parents’ education have persisted. In each year between 1972 and 2004, the immediate college enrollment rate was higher for high school completers from high-income2 families than for their low-income peers. Likewise, compared with completers whose parents had a bachelor’s or higher degree, those whose parents had less education had lower immediate enrollment rates in each year between 1992 and 20043. 

1Refers to those who completed 12 years of school for survey years 1972–1991 and to those who earned a high school diploma or equivalent (e.g., a General Educational Development [GED] certificate) for years since 1992. 

2Low income is the bottom 20 percent of all family incomes, high income is the top 20 percent of all family incomes, and middle income is the 60 percent in between. 

3The earliest year with comparable data available for parents’ educational attainment is 1992. 

SOURCE: U.S. Department of Education, National Center for Education Statistics. (2006). The Condition of Education 2006 (NCES 2006-071). 

Time to Completion
On average, first-time recipients of bachelor's degrees in 1999–2000 who had not stopped out of college for 6 months or more took about 55 months from first enrollment to degree completion. Graduates who had attended multiple institutions took longer to complete a degree. For example, those who attended only one institution averaged 51 months between postsecondary entry and completion of a bachelor's degree, compared with 59 months for those who attended two institutions and 67 months for those who attended three or more institutions. This pattern was found among graduates of both public and private not-for-profit institutions.

Students who begin at public 2-year institutions must transfer to another institution in order to complete a 4-year degree. Students who did so took about a year and one-half longer to complete a bachelor's degree than students who began at public 4-year institutions (71 vs. 55 months), and almost 2 years longer than those who began at private not-for-profit 4-year institutions (50 months). The type of institution from which graduates received a degree was also related to time to degree: graduates of public institutions averaged about 6 months longer to complete a degree than graduates of private not-for-profit institutions (57 vs. 51 months).

Other factors are also related to time to degree completion. As parents' education increases, the average time to degree completion decreases. In addition, as age and length of time between high school graduation and postsecondary entry increases, time to degree completion also increases. Higher grade-point averages were associated with a shorter time to degree completion among graduates of public institutions, but not among graduates of private not-for-profit institutions.

SOURCE: U.S. Department of Education, National Center for Education Statistics. (2003). The Condition of Education 2003 (NCES 2003-067).

Hot Programs at Community Colleges
The American Association of Community Colleges (AACC) periodically conducts a survey of community colleges to identify hot programs. Hot programs are defined as those for which there is a large market demand for graduating students. Highlights from the 2004 Hot Programs and Homeland Security Survey include the following:

· Allied health programs were the most frequently identified hot programs across the nation, representing 46.6% of all hot programs.  

· Among allied health programs, registered nursing was the most prevalent, constituting 19.6% of all hot programs.  

· Allied health programs also were the most frequently added programs in recent years at 26.2%, and industrial skilled trades were the most frequently discontinued programs, also at 26.3%.  

· Approximately 65% of respondents indicated that they had in some way reviewed or modified their curriculum in response to increased homeland security training needs.
SOURCE: American Association of Community Colleges, 2004
Increase in Adult Learning
The percentage of the population age 16 or older participating in adult education increased from 1995 to 2001 and then declined in 2005. Work-related courses and personal interest courses were the most popular forms of adult education in 2005. 

Adult education activities are formal activities including basic skills training, apprenticeships, work-related courses, personal interest courses, English as a Second Language (ESL) classes, and part-time college or university degree programs. Overall participation in adult education among individuals age 16 or older increased from 40 percent in 1995 to 46 percent in 2001 and then declined to 44 percent in 2005. 

Participation rates varied by sex, age, race/ethnicity, employment/occupation, and education. For example, a greater percentage of females than males participated in personal interest courses (24 vs. 18 percent) and work-related activities (29 vs. 25 percent). Individuals ages 16–24 had a higher overall participation rate in adult education activities than their counterparts age 55 or older. Blacks and Whites had higher rates of overall participation in adult education than their Hispanic peers. Among those employed in the past 12 months, the overall participation rate in adult education was higher for those in a professional or managerial occupation (70 percent) than for those employed in service, sales, or support jobs (48 percent) or those in trade occupations (34 percent). In addition, the overall participation rate in adult education for bachelor’s degree recipients or higher was greater than for those individuals who had some college or less education. 

SOURCE: U.S. Department of Education, National Center for Education Statistics. (2006). The Condition of Education 2006 (NCES 2006-071).

Cost of a College Education
For the 2004–05 academic year, annual prices for undergraduate tuition, room, and board were estimated to be $9,877 at public colleges and $26,025 at private colleges. Between 1994–95 and 2004–05, prices for undergraduate tuition, room, and board at public colleges rose by 30 percent, and prices at private colleges increased by 26 percent, after adjustment for inflation 

SOURCE: U.S. Department of Education, National Center for Education Statistics. (2006). Digest of Education Statistics, 2005 (NCES 2006–030), Chapter 3.

	Average undergraduate tuition and fees and room and board rates charged for FT  students in degree-granting institutions, by type& control of institution: Selected years, 1984-85 to 2004-05 

	Year and control of institution
	All institutions
	4-year institutions
	2-year institutions

	All institutions

	1984-85
	$4,563
	$5,160
	$3,179

	1994-95
	8,306
	9,728
	4,633

	2000-01
	10,818
	12,922
	5,460

	2001-02
	11,380
	13,639
	5,718

	2002-03
	12,014
	14,439
	6,252

	2003-04
	12,955
	15,504
	6,716

	2004-051
	13,743
	16,465
	7,020

	Public institutions

	1984-85
	$3,408
	$3,682
	$2,807

	1994-95
	5,965
	6,670
	4,137

	2000-01
	7,586
	8,653
	4,839

	2001-02
	8,022
	9,196
	5,137

	2002-03
	8,502
	9,787
	5,601

	2003-04
	9,249
	10,674
	6,020

	2004-051
	9,877
	11,441
	6,334

	Private institutions2

	1984-85
	$8,202
	$8,451
	$6,203

	1994-95
	16,207
	16,602
	11,170

	2000-01
	21,368
	21,856
	14,788

	2001-02
	22,413
	22,896
	15,825

	2002-03
	23,340
	23,787
	17,753

	2003-04
	24,636
	25,083
	19,559

	2004-051
	26,025
	26,489
	19,899


1Preliminary data based on fall 2003 enrollment weights. 

2Data for private 2-year colleges must be interpreted with caution, because of their low response rate.

NOTE: Data are for the entire academic year and are average total charges for full-time attendance. Some data have been revised from previously published figures.

SOURCE: U.S. Department of Education, National Center for Education Statistics. (2006). Digest of Education Statistics, 2005 (NCES 2006–030).

Distance Learning Programs
During the 12-month 2000–2001 academic year, 56 percent (2,320) of all 2-year and 4-year Title IV-eligible, degree-granting institutions offered distance education courses for any level or audience, (i.e., courses designed for all types of students, including elementary and secondary, college, adult education, continuing and professional education, etc.). Twelve percent of all institutions indicated that they planned to start offering distance education courses in the next 3 years; 31 percent did not offer distance education courses in 2000–2001 and did not plan to offer these types of courses in the next 3 years. Public institutions were more likely to offer distance education courses than were private institutions. In 2000–2001, 90 percent of public 2-year and 89 percent of public 4-year institutions offered distance education courses, compared with 16 percent of private 2-year and 40 percent of private 4-year institutions. 

College-level, credit-granting distance education courses at either the undergraduate or graduate/first-professional level were offered by 55 percent of all 2-year and 4-year institutions. College-level, credit-granting distance education courses were offered at the undergraduate level by 48 percent of all institutions, and at the graduate level by 22 percent of all institutions. Fifty-two percent of institutions that had undergraduate programs offered credit-granting distance education courses at the undergraduate level. Further, college-level, credit-granting distance education courses were offered at the graduate/first-professional level by 52 percent of institutions that had graduate/first-professional programs.

SOURCE: U.S. Department of Education, National Center for Education Statistics. (2003). Distance Education at Degree-Granting Postsecondary Institutions: 2000-2001 (NCES 2003-017). 

Pricing and Policies
Eligibility: Anyone age 18 or above is eligible for admission to College of the Siskiyous.
K-12 students may attend with their school principal’s permission, with certain stipulations.
Enrollment Fees: The per unit fee is currently $26 (with additional incidental fees, e.g. mandated health fee, optional student representation fee, material costs, etc.). The per unit fee is to be reduced for spring 2007.  Out-of-state students need to pay the per unit enrollment fee of $26 in addition to the non-resident per unit fee of $179. International students who have followed special admission procedures need to pay all applicable non-resident fees.
On-Campus Housing: College of the Siskiyous is one of seven of California community colleges that offer on-campus housing in residence halls to single students. Current rates range from $5600 to $7550 per year (triple and double occupancy), depending on the meal plan.  These prices compare favorably with students who stay in local apartments as shown on the table below.
	Monthly Expense
	On-Campus:

Triple Occupancy

5-Day Meal Plan
	On-Campus

Double Occupancy

5-Day Meal Plan
	Off-Campus

Apartment

Double Occupancy
	Compare:

CSU Chico
	Compare:

SOU

	Deposit
	$100
	$100
	$250
	$1000
	$1388

	
	
	
	
	
	

	Rent
	$560

(all you can eat)
	$660

 (all you can eat)
	Rent $300
Food $270
	$847
	$716

	Electricity
	Included
	Included
	$30
	Included
	Included

	Cable TV
	Included
	Included
	$25
	Included
	Included

	Water/Sewer
	Included
	Included
	$20
	Included
	Included

	Internet
	Included
	Included
	$15
	Included
	Included

	Transportation
	Walk to class
	Walk to class
	$60*
	Walk to class
	Walk to class

	On-site study groups
	Included
	Included 
	Not available
	Included
	Included

	Computer Labs
	Included
	Included
	Not available
	Included
	Included

	24-7 Staffing 
	Included
	Included
	Not available
	Included
	Included

	On-site Activities
	Included
	Included
	Not available
	Included
	Included

	
	
	
	
	
	Included

	Total
	$560
	$660
	$690
	$847
	$716


Residency Requirements:  To qualify for in-state enrollment fees, students must be physically present in California for one year and one day prior to the first day of the semester. Residency is determined by length of physical presence and intent to make California one’s residence (as witnessed by a California driver’s license, California license plates, a California address on the federal income tax form, payment of California state income tax as a resident, California voter registration, active California bank accounts, professional California licenses, or home of record in California while in the armed forces.
Interstate Exchange Program:  California residents with a minimum of 30 transfer-level units from COS may waive the out-of-state tuition to attend Southern Oregon University and Oregon Institute of Technology.  Oregon residents from Southern Oregon University and Oregon Institute of Technology may be admitted at College of the Siskiyous with reduced tuition costs.
EOPS Program: Economically and educationally disadvantaged students are eligible for special counseling and tutoring services as well as supplemental grants and book vouchers.  Eligibility is determined by income (BOG Fee Waiver guidelines) and non-college going background.
CARE Program: Eligible EOPS students that are single parents receiving CalWORKS/TANF benefits qualify for childcare cost reimbursements, school supplies, gas vouchers, summer school books, and student support activities.
Financial Aid: There is some type of financial aid available for any student who needs help with college costs, some based on financial need, some on other criteria.  All types of aid require filing the Free Application for Federal Student Aid (FAFSA), preferably by the priority deadline of March 2.  Statistics indicate that 60% of COS students would qualify for some type of financial aid yet only about 35% apply.  There are four types of financial aid available to students: grants, loans, employment, and scholarships (the latter including some especially for Siskiyou County residents). Financial Aid advisors are available to discuss options and assist with the application process.  
College Student Financial Aid Programs for Undergraduates 
2007-08
	Program
	Student Jobs 
Financial assistance earned by a student through employment.
	Grants 
Financial aid that does not have to be repaid.
	Loans 
Money loaned to students or parents; repayment can begin immediately or after student has left college.

	Federal Work Study
	$3000-4000
	
	

	Pell
	
	$400-4050
	

	SEOG
	
	$100-4000
	

	Cal Grant B
	
	$1551
	

	Cal Grant C
	
	$576
	

	ACG
	
	$750-1300
	

	EOPS
	
	$250 (books)
	

	Parent PLUS
	
	
	Cost of attendance

	District Student Help
	$100- 2500
	
	


In order to be considered for all types of financial aid students must file the Free Application for Federal Student Aid (FAFSA) and the GPA verification form by March 2nd of their senior year in high school. To continue to receive student aid, students must reapply every year, observe the March 2nd deadline and maintain satisfactory academic progress toward a degree. Contact the financial aid office of the college where you want to attend for complete information. 

Competition

The competition is other community colleges and four-year schools within Northern California and Southern Oregon. There is concern about the growing virtual universities, on-line courses and weekend colleges. These arenas continue to develop. However, with the College’s growing Distance Learning Opportunities, the College could develop a strategy to strongly move into these areas and take over a larger portion of this market. 

The College needs to directly compete for all available high school students, not only in the immediate vicinity, but in all areas available for open recruitment. Research data needs to be gathered and evaluated on which high schools outside the immediate area are best candidates to be targeted for recruitment. 

Other community colleges: Locally there are three other community colleges that our students and potential students may seek out: Shasta College in Redding, Butte College in Oroville, and College of the Redwoods in Eureka.  We are also in competition with other community colleges who offer classes on-line.
College of the Siskiyous


Strengths:

1. Small campus size/ safe

2. Friendly campus staff and faculty

3. Scenic campus location

4. On-campus Housing

5. Oregon Waiver program (benefit in Northern Ca. only) 

6. TAA with Davis, Santa Cruz, Merced, Riverside, and Santa Barbara

7. Close to Oregon

8. Ski Park close by campus


Weaknesses:

1. Rural location

2. finding work – good paying

3. Campus difficult to reach from out of area / airports an hour away

4. Many full-time students have added cost of housing

Butte College


Strengths:

1. Near CSU Chico

2. CTE programs such as Agriculture Department / Police Academy

3. Town with a lot of things to do outside of going to college / jobs


Weaknesses:

1. Larger campus / not as friendly as smaller campuses

2.   Ordinary campus (not scenic)

3.    Mandatory fees students are required to pay

4.   Customer service

College of the Redwoods


Strengths:

1. Location – near beach and Humboldt State

2. Friendly campus staff and faculty

3. Oregon waiver program

4. On campus housing

5. CTE Programs


Weaknesses:

1. Campus location requires vehicle or to ride bus.

2. Campus difficult to reach for students from out of the area

3.  Weather – coastal weather and lack of sun 

Shasta College 


Strengths:

1. Town with a lot of things to do outside of going to college / jobs

2. On campus Housing

3. Oregon Waiver Program

4. Broad Range of CTE Programs


Weaknesses:

1. Larger campus / not as friendly as smaller campuses

2. Customer Service

3. Class Availability

Universities: We are competing with local universities, such as Southern Oregon University and Simpson College.  Local high school graduates can attend either of these institutions without having to relocate to a new area.  Our non-local competition includes institutions that offer on-line classes or degrees (e.g National, LaVerne, Phoenix).

College Comparison - Four Year


Strengths:

1. Student can complete college education at one school

2. 4 year tend to carry more prestige / 2 year looked down on

3. Campus and community activities/involvement 

Weaknesses:

1. Cost

2. lack of student support

3. large campus size / class size

Many of the challenges that community colleges face when compared to a four year college are myths that need to be overcome.  One of the biggest myths is that classes taken at a two year college do not equal or are not as challenging as the same class taken at a four year college.   Changing myths and peoples views on community colleges are the biggest hurdle that needs to be crossed when addressing marketing comparisons to a four year college.
Employment: One competitor that is often overlooked by community colleges is full-time employment.  It is very appealing for a high school graduate to go to work full-time to earn money rather than spending the next few years of their life going to school.  This is also true for older students who are experiencing life changes; when faced with the choice between school or work, many will choose work.  Employment locally, like in the lumber mill, pays well but does not offer a lot of career advances or opportunities.  Some of our potential students join the military, and move out of the area for their military careers.  These and other employment opportunities compete with COS for the scarce and valued resource of new students from Siskiyou County.

Target Markets

The age groups identified as highest priority for recruitment and development were the region’s traditional, 18-24 year-olds, full-time student populations, the growing population of senior citizens, re-entry students, job seekers, those seeking retraining, and, youth programs. 

Additional populations were identified as International students, students interested in recreational programs, and employers seeking contract education programs.  The Marketing Planning Committee needs to annually seek new niche markets. 

With the College’s service areas small population base, the Marketing and Enrollment Strategies Committee should focus on recruiting new students to COS from outside the region to help build enrollment. It is also possible that the growing senior population, retiring in the area, will continue to enroll in COS classes and programs.  This population could provide a real opportunity for enrollment growth.   To target this population, marketing and public relations efforts must remain within the traditional media.

Values/Interests of the Target Groups

1.
First Time Student from High School
· Have fun
· Classes are cheaper than four-year
· Ability to get classes needed to transfer
· To make new friends /Social life
· Friendly faculty & staff that know the student by name
· Moving away from home
· Degree will equal more money for future
· Playing sports
· Stay connected with internet & mobile phone systems
· Excellent computer skills
· Campus & area safety

· Classes equal to four year level/Need to be able to transfer

· Want to belong – be connected

· Need to heal from lack of respect

· Independence
· To be able to decide what they want to do a career
· Living in the moment/Snowboarding / Outdoor adventure

· Attractive people of the opposite sex

· Access to technology

· Safety
2.
Reentry Students
· Help with confidence to succeed

· Fun

· Comfort

· Safety

· Not too old to learn

· Feel welcome

· Have confidence

· Want to see results

· Belief in themselves

· Intelligence is validated

3.
Vocational Students

· Length of programs

· Earning potential

· Employment rates

· Transferable classes to continue education

· Cost of programs and financial assistance

· Quality of programs

· Staff assistance in getting into program and job placement

· Fun

· Jobs – good paying

· Use time effectively

· Useful / worthwhile

· Skilled

· Feel important

· Quality, credible instruction

· Concrete progress

4.
Student Athlete

· Cost to attend affordable

· Cheap housing

· Want to play sport 

· Want financial aid

5. 
Siskiyou County K-12 Students
· Class availability
· Ability to schedule all classes for limited days a week due to cost of gas

· Meet new friends that are not from Siskiyou county

· Campus activities

· Get classes to transfer quickly

· Have fun

6.
LifeLong Learners
· Have fun

· Be social

· Have a flexible class schedule

· Don’t get grades

· Stay busy, sharp, & engaged
· Easy (registration, access, process)

· Stay stimulated, motivated

· Learn in small “bits”

· Want to meet other people

· Like to stay in touch with the “times”

· Want to learn how to do something better

· Want to stay in shape

· Want quality instructors

· Need to feel youthful, life is not over just because they are older

· Still have value to add to life

· Want to give back

Market Position
Benefits of attending COS: We need to get the word out about the benefits of coming to College of the Siskiyous.  We offer: 
· small class sizes

· beautiful rural setting

· the classes you want and need

· small liberal arts college feel

· outstanding career preparation programs 

· friendly staff

· on-campus housing, 
· winning sports teams

· safe place to live, 
· recreational possibilities

· cost savings by going to a community college rather than a university 

· ability to spend a short period of time here with the end result is a lifetime of increased income possibilities.
Market Survey Results – Summary

The COS Marketing Planning Task Force has been meeting since August 2006 to create a Marketing Plan.  As part of the planning efforts, the Task Force created a survey instrument to obtain information in six key market research areas:

1. Why students attend COS

2. What factors are important to our students in selecting a college

3. How students first heard about COS and what was their first impression

4. How well are our current marketing strategies reaching students

5. What students liked about COS

6. What students would change about COS

The survey instrument was three pages long and included both objective questions (i.e. with check boxes) and open-ended questions.  It appears as though we received very thoughtful responses on all of the questions as the students took the time to answer all of them.  The survey generated 38 pages of information which will be used by the Marketing Planning Task Force in developing the Marketing Plan which should be completed by May 2007.

The survey was distributed by faculty members between November 1-15, 2006, in the 9am and 6pm Wednesday classes.  There were 300 responses received.  The students responding were 18-24 years old (63%), followed by ages 25-34 (12%) and 35-44 (11%).  The respondents primarily had goals of either transfer or associate degree. The largest numbers of students were in Math 54A/B (36), Welding (27) and EMT (24).  About 38% were “first-time” students and 27% had been at COS for four semesters or more.  The majority (57%) were full-time students (> 12 units).  A summary of the responses in each of the six areas is as follows:

1. Why students attend COS

In this opening question, students could check as many reasons as they would like, (so the percentages will total greater than 100%).  The primary reason selected was “Location – I live in Siskiyou County” (70%) followed by “Cost – It was inexpensive to live and go to school here” (40%), “Career program – I wanted a certificate” (30%),  “Classes- I liked the classes offered” (24%) and “College size” (23%).

2. What factors are important to our students in selecting a college

This question: “When you thought about selecting a college, what was most important to you?” was open-ended, so students again had the opportunity to respond in any way.  Again, location was the primary response (about 25%) followed by low cost.  Other frequent responses included athletics, academic programs and class size.

3. How students first heard about COS and what was their first impression

Almost half of the students (48%) first heard about COS from a friend or relative.  This was followed by high school counselor/teacher (31%), coach (12%), direct mail (9%), or website (6%). With respect to students’ “first impression” of COS, this open-ended question yielded comments which could be generally categorized into five areas (in order of number of responses):


1. Small


2. Beautiful


3. Nice, helpful people


4. Clean


5. Cold, outdated

4. How well are our current marketing strategies reaching students

There were five “strategies” that were evaluated in the survey: Media, College/County Fairs, Website, Campus Tours, and Printed Materials/Direct Mail.  The question was asked whether students had, for example, seen or heard an ad (e.g. they checked yes or no) and then commented on them.  Here are the results:


Media


38% have read a COS newspaper article


35% have read a COS newspaper ad


33% have heard a COS radio ad


18% have seen a COS TV ad


15% have read the Eagle’s Voice in the Siskiyou Daily News


9% have read a magazine ad


College/County Fairs


23% visited the Siskiyou Golden Fair booth


9% visited a College Fair booth


5% visited the COS booth at the 4th of July fair


1% visited the COS booth at the Tulelake Fair


Website

94% have visited www.siskiyous.edu

66% have used the NAVIGATOR area of the website


52% have registered on-line


Campus Tours

28% were given a tour of the Weed campus before enrolling


Printed Material & Direct Mail


52% received a COS schedule of classes at their homes


40% received flyers with their grades at their home


12% received the Lifelong Learning brochure at their home


8% received the Foundation News at their home

5. What students liked about COS

We received five pages of comments about what students liked about COS.  The responses could be categorized into: Beautiful, Small, Friendly and Inexpensive.

6. What students would change about COS

The overwhelming response with respect to “change” dealt with offering “More classes”, followed by comments about the cafeteria, and outdated facilities & equipment.
Analysis

Based on our market research, we should address the following in our marketing efforts:

· Offering web degrees through COS – A niche to help overcome the remote locale.

· Expanding lifelong learning courses and programs for growing retiree population.

· Technology  – offering  training and retraining on the cutting edge of technology. 

· Expanding recruitment to further attract students just leaving high school.

· Using the lifestyle provided by Siskiyou County to attract new kinds of students. 

· Helping people to move from welfare to work.

· Providing economic development leadership to local communities

· Promoting low cost of attendance

· Expanding our career offerings

· Enhancing our recruitment efforts outside of Siskiyou county (in California)
The marketing survey conducted in fall 2006 indicated  the key ways students first heard about the college were: 1) friend or relative (word of mouth), 2) high school counselor/teacher, and 3) coach and 4) direct mail.  We should maximize our efforts in ways that are “working” by using the following strategies:

Developing “Word-of-Mouth” campaigns (for friends or relatives) throughout California
· Target events in Siskiyou County to promote the college; particularly events which bring in individuals from outside the county (e.g high school ski races,l 4th of July)
· Participate in College Fairs throughout California and conduct extensive follow-up efforts (to include direct mail and phone calls)

· Create strong relationships with our local high schools and target parents 

· Create alumni recruitment effort

Creating strong relationships with teachers and counselors throughout California

· Work closely with the local high school counselors and teachers

· Contact the counselors attending the College Fairs and then conduct follow-up activities (such as mailings and phone calls)

Working on our image through the media

· Continue radio ads in Siskiyou County; develop an annual plan for effectively using the radio
· Continue newspaper articles, ads and press releases; develop an annual plan for effectively using the newspapers
Creating a campus-wide campaign about our changes

· Develop informational pieces about the new activities/programs happening on campus

· Provide all staff and alumni with this information for use in helping us market the college 

· Develop a marketing plan to promote our progress
4. Goals, Objectives & Strategies

Goals
For the next three years, our marketing goals are:

	Year/Goal
	Measures

	2006-07
	

	1. Complete the three year marketing plan which includes objectives on the five key messages for the college and clear target population information.
	Marketing Plan completed by 
May 2007

	
	

	2007-08
	

	2. Increase student persistence from fall to spring and spring to fall:

· 65% of all new students

· 85% of all new students with 6 units or more
	All New Students:

F03-S04   44.8%  

F04-S05   40.8%

F05-S06    41.0%

New Students w/6 units or >

F03-S04   72.2%  

F04-S05   79.0%

F05-S06    78.3%

	3. Increase FTES by at least 5% per year.
	Year                       2005-06    2006-07

Late Summer              55               55

Fall                           1117           1175

Spring                       1070           1122

Early Summer            141             150

Total                         2383           2502

	4. Increase occupancy rate for on-campus housing to 92%.
	Year                      Fall             Spring

2003-04                 127                 102

2004-05                 118                 109

2005-06                   85                   88

2007-08 (92% goal) 120                120

	
	

	2009-10
	

	5. Complete an assessment of all programs and services to assure we are meeting the needs of our target populations.
	Assessments completed; recommendations for needed changes are developed

	6. Have complete campus involvement in the COS marketing efforts through training, involvement and development; i.e. 100% of the staff and students become enthusiastic promoters for the college and what makes it unique.
	All campus staff received training on marketing activities


Objectives for 2007-08

1. Marketing & Enrollment Strategies Team:  Continue the Marketing and Enrollment Strategies Team with representatives from major campus departments, who are engaged in marketing, along with student body leadership, to meet twice a year to develop, review and coordinate marketing projects.

2. Coordinated Graphics Look: Establish a coordinated graphics and thematic look for all publications, video and electronic publications. The documents should be clear and succinct and reveal the District’s core values. 

3. Design Manual/Publications: Develop a design manual and identify means of providing graphic design assistance to all of the college departments to create good-looking publications.
4. Outreach Efforts: Revise our outreach efforts to include more staff involvement in college fairs, campus tours, phone banks, etc.
5. High School Outreach: Develop relationships with local high schools through visits and events.  Develop contacts outside of Siskiyou county with high schools.  Encourage faulty to visit high schools in the area. Track results on these high schools.

6. Student Engagement: Research the necessary data to build campus life through increased activities of a kind that would be attended by both students and community. 
7. Community Communication: Work to build a bridge of understanding with the community members who are now unfamiliar with the College. Be certain to keep attracting local key leaders who share the values of the College and are supportive. Develop a key contact system to link administrators and faculty to community leadership. Charge COS employees with building a relationship between an assigned key contact and the College. This may mean inviting the community member to events; taking the individual to lunch; calling to say hello and a variety of other contacts to be made by the same person over a period of at least two years, creating a Welcome Wagon approach to new residents of the county. 

8. Program Development: Develop programs to attract students from outside the service area.

9. Lifelong Learning: Develop a Lifelong Learning Program to place COS before the growing senior population. Promote these opportunities to bring retired adults onto the campus. Continue to build these programs. These programs help with community support and long-term public relations. 
10. Joint Marketing:  Identify Siskiyou County partners who might help in recruitment and conduct joint marketing efforts (such as the ski park).

	Objectives for 2007-08
	Activities to be conducted
	Responsible Individual
	Timeline

	1. Marketing & enrollment strategies team
	Meet at least once per semester to develop plans & activities.
	Marketing Director
	Twice per year

	2. Coordinated graphics look
	· Identify standard logo and mascot looks for the college
	Marketing Director
	On-going

	3. Design manual
	· Develop design manual

· Create process to assist department in preparing marketing materials
	Marketing Director
	Fall 2007

	4. Outreach Efforts
	· Create “Eaglemaniacs” group to assist in marketing

· Identify activities for their involvement
	Marketing Director

Recruitment Specialist
	Spring 2006 and on-going

	5. High School Outreach
	· Research College fairs that work best; attend
· Work with College OPTIONS staff on local high school activities
	VP, Student Services
Recruitment Specialist

Marketing Director
	Spring 2006 and on-going

	6. Student Engagement
	· Create calendar of events for students
· Involve staff & faculty in the events
	Student Activities Coordinator
	On-going

	7. Community Communication
	· Visit local groups and keep them up-to-date on college activities
· Prepare press releases to provide information
	College President
Marketing Director
	On-going

	8. Program Development
	· Identify program areas needed by students
· Create and offer the programs 
	VP, Instruction
Instructional Deans
	On-going

	9. Lifelong Learning
	· Identify the needs of the increasing retirement population
· Develop programs to meet needs
	VP, Instruction
	On-going

	10. Joint Marketing
	· Identify partners
· Develop strategies for joint marketing 
	Marketing Director
Administrators
	On-going


Marketing Strategies

 The following are strategies for marketing.  
· Customer Retention Plan  (Keeping Customers)

· Active Word-of-Mouth & Promoter Plan

· Internet Marketing – Website and Linking

· Direct Sales Outreach – College/Career Fairs 

· Market Driven Product/Service Development – Classes/Student Programs

· Printed Material Plan

· Direct Mail

· Media Outreach Plan (Public Relations)

·  “Cross Marketing” (retail, services, rentals – internal promotional overlap)

· Co-op Packaging (with business/service/high school partners)

· Bulk Brochure Distribution 

· Signage – “welcome” and more…..

· Events (free clinics, open house, demonstrations, sporting events)

· Community Involvement Plan (Chamber of Commerce, Rotary, Service Clubs, Board Memberships, etc.)

· Paid Advertising
The current strategies, evaluation measures and recommended new strategies are outlined on the following pages.

2007-08 Strategies for Marketing
	Area
	Current Strategies
	Evaluation Measures
	Recommended New Strategies 
	% of Marketing Budget (Goal)

	Retention


	Student Success Committee

Academic Success Center

Early Alert

Regular Check-ins (Special Programs)

Athletic Study Halls

Residence Hall Study Groups
	Student Engagement Survey Data

Phone calls to non-returners
	
	

	Active Word of Mouth/Promoter


	Athletic Recruiting

Advisory Committees

T-Shirts

“Ask Me” Buttons

Training for all staff on “how to”


	Student Survey
	COS Lunchtime Learning at local HS – interactive. Tell another Student about COS campaign

Eaglemaniacs- Duties: 

1. College Fairs

2. Campus Tours

3. Community Welcome 
4. Distribution

5. Events
	

	Campus Tours


	Tours at 9am and 1pm (website)

Tour guides are some staff members and students
	Interview Tour Guides

Student Survey
	Training/Script/Handouts

Key Messages

Snack at End or Book Shop Gift
	

	College Fairs


	See list of college fairs
	Cards: Track Enrollments

Student Survey


	Train new people 

New Display
	

	Internet Marketing


	Website redesigned this summer

On-line NAVIGATOR

Website listed on materials
	Number of hits over time

CCC Apply Hits

Requests for Information
	Student Email Accounts

Bookstore items

Pay housing on-line
	

	Direct Mail


	Schedules sent to each household – November & April

Follow-up mailings sent to students who request information

Annual Report

Emergency Responder

Foundation News (3X per year)

Lifelong Learning Mailing

Performing Arts

Yreka-targeted mailing
	Enrollments in LLL Classes

Performing Arts Attendance

Student Survey
	Info to students about who will be at their high schools

Coupons in mailings

All mailings have more than one purpose

Testimonials in all publications
	

	Printed Materials/Posters


	Individual offices develop brochures 
Posters: COS Rocks; Environment, Technology, Adventures for Learning; 

Learn More-Earn More

Programs for Events


	Checklist: do they meet criteria?

Number of publications requested
	Identify good printing location

Graphic Standards Manual

Testimonials in all

Tell a friend comment

Key messages included

Design for target populations

Train staff
	

	Media Outreach


	Press releases on website (see list – about 400/year)

Eagle’s Voice (once/quarter)
	Number of press releases printed
	Make PR more fun & creative

Add press releases to all activities – before and after events


	

	Cross Marketing
	Chambers of Commerce

Ski Park

Film Festival

County Fair


	Interviews with business owners
	Posters & printed materials in businesses

Signage

Posters at events

Welcome wagon

Gas stations/motels/fast food

Banks
	

	Signage


	Flags near LRC/Student Center

Plans for external signage

Vehicle signage

Cal Trans Exit signs


	
	Rolling Buildboard sign

Traffic placards
	

	Events


	K-Day

5th Grade Science Day

8th Grade Day

College/Career - Junior Day

Life After High School – Sr Day

Lifelong Learning Fair

Performing Arts Series

Theater/Music Performances

Orientation

Athletic Contests

WOW

Graduation

Craft Fair (December)

Golf Tournament

Special Dinners
	Surveys

Attendance
	Banners for events

Training on events

Halftime activities at athletic contests

Invite HS/Elementary students to games

Coupons/other event promos

Staff as marketers
	

	Paid Advertising


	TV Ads ,MCTV 15/Channel 4

Newspaper Ads

Magazine Ads

HS Yearbook Ads

Radio Ads

Turtle Bay Sign, Airport – Redding/Medford

Granzella’s, Collier Rest Area
	Student Survey

	Maybe have episodic ads vs. all the time

Evaluate cost vs. benefit of high cost advertising
	


5. 
Marketing Calendar
	Month
	Activity
	Responsibility

	August
	Special:

Siskiyou Golden Fair

Week of Welcome

Parent Meetings

Ski Park Joint Marketing

Change Flags to Fall

Promote College/Career Day

Set up high school visits

Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	September
	Special:

Phone calls to Junior parents

College/Career Day

Early Alert Phone Calls

Develop Marketing Plan for Spring
Monthly:

Tours 

Packets

Collect Testimonials

Press Releases

	

	October
	Special:

Promote Spring semester

8th Grade Day

Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	November
	Special:
Mail Schedule of Classes

Promote Spring semester

Change Flags to Winter

Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	December
	Special:
Craft Fair

Promote Spring Semester

Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	January
	Special:
Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	February
	Special:
High school yearbook ads
Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	March
	Special:
Develop marketing plan for summer & fall

College Fairs in California

Change Flags to spring/summer

Develop marketing plan for summer/fall

Phone calls to prospective student list

Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	April
	Special:
Phone calls to HS senior parents

Life After High School

College Fairs

Mail Summer/Fall Schedule of Classes

Promote Summer/Fall semesters

Phone calls to prospective student list
Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	May
	Special:
Promote summer/fall semesters

5th Grade Math & Science Day

College Fairs

Graduation

Phone calls to prospective student list
Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	June
	Special:
Promote summer/fall semesters

Kindergarten Day
Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	

	July
	Special:
Promote fall semester
Monthly:

Tours 

Packets

Collect Testimonials

Press Releases


	


APPENDIX
Marketing Committee/Task Force Responsibilities
The President should assign staff to the Marketing and Enrollment Strategies Committee. The Committee members must be committed and motivated. The Marketing Plan must be in place and continue to evolve semester by semester. Committee meetings should be held to develop priorities, strategize, and coordinate the marketing work for each semester.  Subcommittees of the Marketing and Enrollment Strategies Committee should be assigned to work on specific goals. An annual marketing report should be made to the Board of Trustees and the President’s Advisory Council  on the accomplishments of the past year and to discuss plans for the upcoming year.

COS has significant marketing challenges to meet to develop enrollment and maintaining and enhancing its positive reputation among current Siskiyou County populations and other markets.  If enrollment is to grow, new target markets must be found due to the low population of the area. It is apparent that the College has a good support system in the local communities and among many service organizations and local community groups. For this section of the market, traditional media marketing must be maintained.

If the Marketing and Enrollment Strategies Committee, works with the campus community to implement the plan with enthusiasm, the College is in an excellent position to make the new plan work. The plan will give the College concrete evidence of what has been accomplished in the area of image and enrollment enhancement. By establishing goals and assessing progress, the College can better focus its time, effort and funds.  

This new marketing plan is an evolving work and liberties should be taken to adjust it to meet the College’s overall needs. 

Meeting Ground Rules/Agreements

· Respect time together:  no cell phones, no interruptions – unless agreed by all

· Follow through on commitments

· Be open and honest with each other

· Support each other’s development/learning rather than challenge each other

· Build on each other’s ideas with “Yes and” rather than invalidate each other with “but”

· Give feedback to each other with “my experience” rather than “you are”

· Hard on issues/topics, soft on people

Decision Making Process

· Consensus by Task Force members (voting backup if needed) 

· Marketing Planning Task Force recommendations are reviewed by the Marketing and Enrollment Strategies Committee for suggestions and the Committee adopts Plan

· The final decisions will be made by the President

Roles/Responsibilities:


Facilitator/Trainer – Diane:

· Provides oversight and resources for planning

· Facilitates meetings and provides training/development 

· Is available to work with individuals on assignments

Task Force Lead - Robin:    

· Coordinates content, learns and participates fully

· Coordinates the implementation of  Plan recommendations 


Team:

Each Task Force Team member is responsible for coordinating at least one “element” of the plan.  Coordination tasks include;

· Taking notes when their plan “element” is being discussed in the group and writing up agreements and insights and sending them to Doug after the meeting to include in the plan

· Doing research on their “element” or coordinating efforts

· Doing the first draft and editing their element of the plan

· Contacting the consultant, Diane or Robin, when assistance is needed/desired

· Everyone brings ideas, thoughts, & unique perspective to meeting discussions

Testimonials Guidelines
· The College of the Siskiyous Marketing Committee's message to current and potential students is It's About You.

·  As part of this initiative, we are asking faculty and staff to help us in some work central to this message, gathering student testimonials and facilitating a Student Survey.

"Testimonials as Powerful Communication"

                                   Cyd Ropp, PhD

                                                                                           Speech and Communications Instructor 

                                                               College of the Siskiyous

· Each day we receive 'testimonials' from our students speaking to the ways in which their COS experience has changed their lives.

· These student voices are a great way to spread the word about our campus.

"…my first college was down in L.A. and I was lucky if I could even find the line to wait in for 2 hours to actually talk to someone for help. Here at COS there is always someone to answer your questions…"

                                                                              Danielle Hollenbeck

                                                                              Current Student at College of the Siskiyous

· A Testimonial Outline is on the next page. Please look it over and take a moment to document the good work that we are doing.

· Please keep in mind… 

( Short and Concise is Best
( Look for Specifics and Context 

"...another survey?"

                                                                          Unidentified Faculty Member

                                                                           College of the Siskiyous.

· Yes. During this month we will be asking you to help us in gathering information about our student population. This brief survey will speak to topics that will help us get the message out to potential students…
     College of the Siskiyous is About You.

Student Recruitment and Retention 

Marketing Committee 

Student Testimonial 

Thank you for helping us to get the word out about College of the Siskiyous! Your voice will assist us in reaching potential COS students through out the county, state, country and world!

Name: ______________________________________________________________________
Contact Number (in case we have any questions): ___________________________________
Major or Program: ____________________________________________________________
Please tell us a little about a specific positive experience at College of the Siskiyous that we might share with potential students.

Who?
__________________________________________________

What?
____________________________________________________________________________

____________________________________________________________________________

When? 
_________________________________________________

Where? 
Thank you! Your story may be shared with potential students and your name will be entered in to a drawing for…Instructors--Please return this form to Patrice Thatcher's Faculty Mail Box. 
Key Messages

Key Messages:  To reach our target market populations, the key messages are:

1. First Time Student

2. Reentry Student

3. Vocational Student

4. Student Athlete

5. Siskiyou County Student

6. Life Long Learners

  You will find affordable, interesting courses and workshops listed in this insert that can enrich your life through many new discoveries and contacts with other community members…
       There are no requirements for Community Education courses, and adults of all ages may attend. Some fitness courses are adaptive and allow for certain physical restrictions. Classes meet at the Weed and Yreka campus and many other locations in Siskiyou County - including Fort Jones, Happy Camp, Lake Shastina, Montague, Mount Shasta, Weed and Yreka.

The program is responsive to input from community members, and has recently added more dance, foreign language, and computer offerings, including for folks with digital cameras.

Marketing Action Plan: FORMAT
Program or Product: _____________________________________________________

Identify the program or product you are planning to market.
Target Market for this Program: ____________________________________________

For a program, you may want to complete this form in general, or may find you need different approaches for different target markets.

Situation Analysis:
What do we know about the target market?  Consider such facts as enrollment history, inquiries, applications, market demands, especially changing markets, strengths-weaknesses-opportunities-threats.

Goals for the Marketing and Evaluation Outcomes:

Go beyond “increase enrollment”.  Consider increasing enrollment among various target groups, increasing inquiries, increasing yield from inquiries, increasing retention.
Perceptions & Needs of the Target Market:
What in your program should be emphasized as benefits/sales message for the target market?

What in your program could be changed or new program created to better meet the needs of the target market?

How can you identify and reach your target market?  What marketing strategies will you use?

	Strategies
	Description of Activities
	Budget
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