@ GO BACK.
> MOVE AHEAD.

Advancing college completion in Georgia

Campaign Overview

USG Enroliment Management Symposium |
November 14, 2014




In Georgla...

coses 88

oo 0oe®ee ofadulls
0000000 donot
0000 ee holdeither
00000 O®O® atwo-or

Q0O O®O OO four-year
OO0O0OOO®O®O® degree.

00000000 E
00000000 n
TR | S




By 2020,

61%

of the jobs
In Georgia
will require
a college
degree or
certificate
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The nearly 1 million working adults who
have already earned some college credit,
but have not yet completed a degree.
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Only about 40% of young adultsin Georgia

have acollegecredential. CCG aspires to supply
over 250,000additional graduates by 2025.
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There exists an opportunity
to “retool” Georgians for the
215 century economy.

To build a
public

Use data awdareness

campaign and
outfreach plan




Pioneers of the Work

A College Degree.
What's It Worth to you?”

v W Discover your
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Georgia Opportunities for Adult Learners
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Full service marketing communications
firm

Founded in Atlanta in 1995

Engaged Bantum for Market Research

Worked in partnership with Lattimer
Communications
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he BENEF!

S of a pasicondary

education are no secret to GA students

Touting the benefits of a
college degree with greater
frequency or volume is likely
to yield a low return
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Highlighting the obstacles to
getting a degree and letting
students know there is help
will be more meaningful
to this audience



Factors associated with dropping out

Poor
planning

Financial
hurdles

Personal
Issues

Life
skills

Lack of
pro-college
network

No clear goal for where
to go after college

No clear understanding
of what is required in
the way of course load,
credit hours or grades

No understanding of
the repercussions of
leaving before degree
completion

No plan in place to
folowgcaz >~ AT

going, itis hard to know
if you are moving in the
right direction or when
you will arrive at your

estination
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Begin college
without financial aid
and no forethought
about the total cost
over 2 or 4 years or
how the cost will be
YSi 6ass
LIX ' yyAy3IE
A loss or reduction in

financial aid at some
point in the process

g2dz R2y Qi
1y2e 6KSNB &2 dzOW\Kinancial backup or

safety net in place

Need for childcare
conflicts with class
schedule

Starting a familyg
getting married and/or

G L2 2 NBaving a child (or

another child)

lliness of a family
member that requires
emotional focus or
physical care or both
from the student

Time managemen little

or no understanding (or
discipline) regarding how

to manage time to get
classwork done the

result is lower quality

work and/or missed
RSFRtAySaxXxlkyR
frustration

Study skillsg many are
not accustomed to the
amount of study/work
required outside the
classroom

Academic groundwork;
for some, high school did
not prepare them to start
on a level footing with
others¢ so they start

While family and friends will
say college is a good thing anc
you should stick it out, there is
little more than lip service
offered in support

Many of those offering advice
have never been to college
and, thus, cannot offer
academic, time management
or study skills support; in
addition, they may not be in a
position to help with any of
the financial hurdles

High school and college
counseling departments are
either not sought out for help
by students or are
understaffed to reach out or

react in a meaningful way




Factors associated with returning to finish degree

Financial or
personal
hurdle is
removed

Friends and
co-workers
graduate

Dis
satisfaction
at work
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When the decision to return is made..

Local school Local school
IS typically primary Is almost
information source always selected

Little or no research is done I
during the due diligence

process for returning to schoo
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Focus on the how i not just the why
Treat these students differently
Make the process easier for them

Reach people where they
work and spend time online
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- Definite interest in marketing support

- Localization Is important

- Liked idea of someone to guide the student

- Technology iIs a must 1 but not for everybody

= Web content more focused on adult learner
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Planning Parameters

Target

- Demographics: Audience

- Adults 25-64 (Skewing Younger)
- Some College, No Degree
- Georgia

Through MRI, we learned that
34% of our target is

African-American.

Therefore, it was important for us to
take into consideration the media
usage and habits of this audience.

*Mediamark Research Intelligence (MRI) is a consumer and media research tool subscribed to by Jackson Spa
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Planning Parameters

There are 39 cities that are home to USG and TCSG

Geography

institutions. Some media markets are composed of several of

these cities, providing cost efficiencies.
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Planning Parameters

- For GBMA, we recommend a flighting strategy

which allows us to maximize budget, reach and frequency
during the times people are most likely to inquire about re-

enroliment.

FLIGHTING
S TRATEGY

PULSING
[] cormors pmn  [X] S255S i

Paid search and social media ads

will run continuously, as it is important for us to be in

front of the user when they are actively searching for and
engaging I n conversation a
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Planning Parameters

- According to Google, January and August appear to be
whend6going back to coll eged ( a -
searched most.

Go gle | going back to coll
going back to college

going back to college at 30
going back to college at 25
going back to college at 40

About 451,000,000 results (0.47 secon ds) J an u ary Au g u St

- The enrollment periods for USG and TCSG are as follows:
- Mid-October though January 1 Spring
- March through Mayi Fall/Summer
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OVERALL STRATEGY

- Make necessary operational adjustments to
make it easier for returning students

- Build awareness and interest via integrated
marketing campaign

- Secure contact information and help make
connection to the college that might best serve a
student 060s particular 1 nt

- Provide on-going attention and assistance as
the student moves toward graduation




