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Desc ipti O fSecti
C ecti t C llege Missi

The mission of the CCCC Public Relations and Community Relations Department is to support the college mission
by enhancing public awareness and participation in the college’s many programs, services, and activities. The department
seeks to increase the overall visibility of the college and reinforce its brand and reputation within its diverse communities.

Cerro Coso offers academic excellence, responsive student services, advanced technology, community and industry
partnerships, and workforce and economic development.

The role of public information and marketing is to highlight the high-quality education and dynamic services the college provides
to its unique rural communities in order to support the college’s growth. To effectively communicate and market to existing and
prospective students, Cerro Coso Community College must use a variety of strategies based on target audience communication
styles, and constantly re-evaluate marketing methods and messages to meet diverse student populations.

Community Relations efforts serve to engage alumni, friends, donors, parents, students, prospective students, faculty, staff, and
the community at large in their association with the college, building relationships and partnerships with community and
business leaders that strengthen their support of the college. The department strives to inspire those who are not directly
connected with the institution to take notice of the college's academic reputation and contributions to the region and beyond.

Review A dPla i g
Pena ce a d Equity Gaps Stillt be Add essed

Our marketing and community engagement efforts have seen growth in outreach to Hispanic students, but still needs to better
reflect our student population. Our Fall 2023 demographic data shows that Hispanic students make up 44% of our student
population. It is our largest racial demographic, ahead of Whites who make up 40% of the population. Recent efforts to better
reach that student population include Spanish-language marketing campaigns, but there is still room for growth. Our day-to-day
marketing needs to reflect our diverse student body, especially our Hispanic population.

Our marketing efforts tend to ignore our older students. In Fall 2023, 31% of our students were 30 years or older. Much of our
marketing is geared toward younger students who are just starting their college careers, but not much is directed toward the 30+
group. There is an opportunity to highlight the opportunities for these students, and let our communities know just how normal it
is to go back to school later in life.

Our Bishop and Mammoth campuses represent a unique equity challenge. Both are areas with a relatively high cost of living
and significant housing restraints. Those obstacles combined mean we have a large population of working students. A focus on

full-time students puts college out of reach for many who are unable to balance full-time work, full-time school, and family
obligations. By expanding our marketing to include a focus on part-time students, we can better serve this population. 5

Last Yea 's | itiatives

Establish a Ma keti g Tea

The Marketing Team proposal has been on hold, but conversations have been started to get it moving again in 2024.

|l ceaseF u dati Fu d aisi gine by 20%5
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Foundation Fund ai in a been moved out of t e Ma ketin /Communication depa tment.

50th Ann versary Implementat on

Ateam a beene tabli ed, meetin ave been eld, and multiple event ave been eld o ave been planned to eco nize
t e50t .Weaeuin ou 50t annive aybandin aco t eboad.

In t at ves for Next Academ c Year

Increase d g tal market ng

Is th s part of a mult year n t at ve?

No

Spec f ¢ Act on Steps to be Taken:

S ift ma ketin focu fom p int/ adio to di ital platfo ms

Cu entbud etin a ou Ily50/50 plit between old ma ketin and new ma ketin . Will iftt at to a 60/40 model fo
2024/2025.

Early Observat onal Data, or "Lead" Measure(s):

Detailed t ackin of pendin toen uet e 60/40 modeli bein followed.

Does the department request help develop ng these nstruments?

No

Inst tut onal Performance Data, or "Lag" Measure(s):

Comp e en ive yea -end analy i of all ma ketin effot toen u e maketin dolla aebein penton platfo mst at will
eac ta etma ket mo teffectively.

Person Respons ble:

Jeff Lenk

Un t gap or nst tut onal goals addressed:

ltadd e e aState icPlan oal o objective, Itadd e e a Student Equity and Ac ievement Plan oal

Track market ng campa gn success

Is th s part of a mult year nt at ve?

Ye

Spec f ¢ Act on Steps to be Taken: i

Build new feedback platfo mstot ackt e ucce of ma ketin campai n .

Utilize unique QR code , feedback u vey , click ate ,and ot e tool totack ow well ma ketin campai n ae e onatin
wit ta etaudience . i



Early Ob r a onalDaa,or"L ad" Mea ur ( ):

Compil f dback and surv y data for arlyr sults

Do h dparmenrqu hlilpd lopng h n rumen ?

No

In u onal P rformanc Da a, or "Lag" Mea ur ( ):

Annual r vi wof succ ssrat of mark ting campaigns to analyz our succ ss/failur rat sandd t rmin which fforts on e
which platforms had th gr at st succ ss.

PronR pon bl:

Un gapor n u onalgoal addr d:

It addr ss s a Strat gic Plan goal or obj ctiv

D lop S ock Pho o Da aba

I h par ofamul yarn a ?

No

Sp cfcAc onS p ob Tak n:

D v lop a stock photo databas for us across campus. Ensur that mostimag ry coming from our campus f atur s C rro
Coso stud nts, classrooms, and campus s. This willr duc ourr lianc ong n ric stock imag ry thatdo snotr pr s ntour
coll g .

Work with d partm ents to allow photoshoots during class tim in ord r to build a coll ction of stud nts in action.

Work with d partm nts to sch dul photoshoots outsid of normal class tim for stag d imag ry.

Establish a "photo r qu st" syst m so various d partm nts can | t us know what C rro Cosoimag ryth yn dsow canadd e
to that databas .

EarlyOb r a onalDaa,or"L ad" Mea ur ( ):

Work with graphics d partm nt to track incomingr qu stsand nsur w hav th photosn d d tofulfill th m.

Solicit r gularf dback from d partm nts onimag ryth yar usingto nsur C rro Coso photos ar b ingus d.

Do h d parmen r qu hlpd lopng h n rumen ?

Y s

In u onal P rformanc Da a, or "Lag" Mea ur ( ):

Annual r vi wof mark ting fforts, sorting th m by "C rro Coso stock imag ry" and "g n ric stock imag ry". Goal is to hav at

| ast 85% ofimag ryus db dir ctly from C rro Coso.

PronR pon bl: e



Jeff Lenk
U por s uo | ols ddressed:

It addresses a Strategi Plan goal or obje tive

Resource Needs

F cl es

No requests

| forma o Tech olo y

No requests

M arke

Everything, it's what we do

Profess o | Developme

Outside training and development for website management, with a fo us on A essibility. This in ludes travel to onferen es
and attending webinars.

O her Needs

None

S ff RequessNo Alre dyLsedl U Pl s
1000C e ory-Cer fc edPos o0 s

No e

Loc o :

Jus fc o:

None

2000C e ory-Cl ssfedS ff

WebCo e Ed or

Loc o :
Ridge rest/IWV

S | ry Gr de:

Number of Mo hs: c



12

Number ur per Week:
40
Salary Amount:

Ju tiicati n:

We urrently only have one full-time web ontent editor. The workload, espe ially following the move to our new website, is too
great for a single person. We have regular requests oming in for updates to department pages, event pages, a ademi

resour es, outrea h resour es, and more.

Our website is our primary resour e for the vast majority of our students, and itis riti al to have it fun tioning properly with up-
do-date information for every department on ampus.

In order to fulfill that need, we need at least two full-time web editors on ampus.

Print Sh p Clerk

L cati n:
Ridge rest/IWV

Salary Grade:

Number Month :

12

Number ur per Week:
40

Salary Amount:

Ju tiicati n:

Our Print Shop is urrently staffed by a single person, our Graphi Designer. With an in rease in marketing and graphi design
requests being sent to our department, the workload has be ome in reasingly diffi ult to manage.

By shifting print shop work to a designated lerk, we an free up our Graphi Designer to utilize his skill sets to greatly enhan e
our marketing.

A designed print shop lerk will also reate riti al redundan ies in that department, so print operations don't shut down when a
single person is off ampus. ¢



