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Summary of Project 
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 The Bay Region Career Pathways Consortium 
launched a CTE Regional Marketing campaign to 
support high quality marketing and re-branding 
activities. We secured a firm to build an innovative 
platform to drive consistent and professional 
messaging focusing on CTE programs in the Bay 
Area, with potential to expand across the state.  
 



Background 

 Role of SB 1070 
 Marketing Committee established 
 Collaborating with other stakeholders  

 Collaborative effort with DSNs  
 Manufacturing 
 Energy, Construction, Utilities 
 Life Sciences, Biotech 
 Small Business 
 ICT-DM 
 Retail, Hospitality & Tourism 
 Health 

 



Regional SB 1070 Marketing Committee 
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Director, Center for Career and Workforce Programs 
Skyline College 
 
Janine Kaiser 
Technical Assistance Provider: K14  
Contra Costa Community College District 
 
Sharon Turner 
Technical Assistance Provider: K14 Pathways 
Foothill College 
 
Tim Leong  
Director, Communications and Community Relations 
Contra Costa Community College District 
 
Michael Katz 
Regional Coordinator, East Bay Works 
 

Eva Jennings  
Co-Chair 
Senior Program Manager Workforce Development  
Contra Costa Community College District 
 
Chris Boynton 
Executive Director, Project E.A.T 
Alameda Office of Education 
 
Jazmine Garcia  
Program Coordinator  
Foothill College  
 
 
 
Additional Contributors: 
Randy Tillery, Contra Costa Community College District 
Karen Engel, Peralta Community College District 
 



Creative Brief 
 
Top Objectives:  
 
• Build a distinct brand identity and strategy for overall Community College CTE 

Programs. 
• Incorporate brand extension where we can serve local colleges with an approach 

that includes local compatibility and connectivity, (being mindful to enhance not 
duplicate local college marketing efforts). 

• Increase enrollment in CTE educational programs. 
• Shape perceptions of CTE programs in the bay region. 
• Improve navigation of career technical education offerings and opportunities with 

our audience 
• Develop clear long term marketing and social media strategies  



Target Audience 
6 

 16-24 year olds is first target audience 
 This will also include outreach to: 

 High school students 
 Parents 
 Counselors 



 Foothill College is fiscal agent for $500k 
contract 
$270k from SWPC 
$170k from NEPC 
$60k from DSNs 

 

Funding for this Work 



September, 2016 

RESEARCH DEBRIEF 
 

California Community Colleges CTE 
Programs 



Research Objectives 

 Uncover current attitudes/sentiments around the  
CTE programs  

 Expose groups to the proposed platform articulation of 
“Community” and evaluate how it resonates with our target 
audience 

 Assess how well the current creative supports the platform and 
gauge what creative and messaging is motivating, particularly to 
a younger audience   

 



Key Findings 



 Unaware of CTE offering at community colleges 
 “I did not know that there was CTE at the community colleges, I thought it was specific  
 locations like Wyotech.” 
 

 Understanding of offering driven by for-profit schools 
 “I’ve seen advertising on TV for going to school for firefighting, chefs, computer  
 programming, IT,  fashion…” 

 

 Unaware of breadth of CTE pathways 
 “Its surprising how many careers there are to offer...” 

 

 Currently perceive CTE as either blue collar or limited to tech 
 “I thought that CTE was a program meant for more technical occupations like IT or software.” 
 “I just thought of electives in high school like wood shop, auto mechanics and cooking…” 

 

Uncovered a lack of understanding  
of CTE offering holistically 



CTE or “Career Technical Education” was 
misleading to those who were unfamiliar and does 

not communicate the breadth of programs  

“It’s too narrow” 

“It sounds too specific” 

“I think it is misleading 
for those who don’t 
know what it is…” 

“The list had so much 
more than technical” 

“Its confusing” 

“It makes it seem like you need to know 
specifically what they want to learn 

rather than the abundance of options.” 



Once exposed to description and examples 
of CTE programs/careers, evoked more 

emotional response to offering. 



 Provide real-world 
skills and hands-on 

training 

CTE Programs are activating & empowering 

• Feel engaging; 
cultivates passionate 

individuals and a 
sense of camaraderie 

“They teach you more 
about the job than just 
sitting in a classroom 
learning basic stuff.” 

“You obviously are seeking a specific 
program, and you have to be passionate 
about it. All the people have that same 
passion for whatever that career would 
be, and progressing to that specific 
goal.” 



Strategic Focus of Creative 



 Focus on the collective rather than the individual 
Differentiates community colleges from competitors  

Strategic Direction 

“Community” 



Focus Group Reactions 



 Fully understood Community platform and found 
it motivating 

 “Yes, it is supportive and two because making connections gets people further.” 
 “Connected people working together or seeking to achieve the same goal.” 

Creative (poster and video) both inspired and 
informed 

 “Its inspiring and uplifting…effective.” 
 “It shows people doing something they like to do” 

Reaction to Work 



• Immediate: 
 Direct connection between CTE and 

community colleges 
 Understanding the breadth of 

offering  

• Long Term: 
 Elevate the status  
 Communicate the functional and 

emotional benefits 

KEY MESSAGING 
CHALLENGES 



 



 



 



 



 



 



 



  



 



Distribution Channels 

 “Templatized” digital assets to be distributed via 
local owned & earned channels 

 Media buy 
 Pre-roll (e.g. YouTube) 
 Social media 
 

 

 

 



Metrics: Measuring Impact 
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Next steps.. 

 
 PIO webinar – October 13th  
 Fall photo shoot 
 Landing page (shared with Chancellor’s Office) 
 Digital assets roll out 
 Paid social campaign 
 

 

 

Where do we go from here... 



Collateral Items – Posters 
32 



Thank you! 

Contact Information: 
 Sharon Turner, K14 TAP (SW Bay Area) 
Email: turnersharon@fhda.edu 
Phone: 408-745-8065 

 Janine Kaiser, K14 TAP (North/East Bay) 
Email: kaiser@compasspolicy.com 
Phone: 716-725-1536 

 

How to be involved… 



Thank you. 
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