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I. EXECUTIVE SUMMARY

Big Bend Community College’s Mission Statement identifies the responsibility to determine student needs and set priorities for the use of college resources to achieve the outcomes identified in the Academic Master Plan (AMP).  As stated in the mission statement, the institution works with its partners to provide a variety of educational opportunities, including: 

· Courses and training for university and college transfer

· Occupational and technical programs

· Basic sills and developmental education

· Pre-employment and customized training for local business and industry 

· Support services for students 

In 2002, the Trustees adopted a version of John Carver’s Policy Governance as their operations model consistent with the mission of the community and technical colleges as established in the community and technical college’s enabling legislation.  Through Policy Governance, the Board of Trustees has defined “Ends Statements” which have become the focal points for the College’s AMP.  The AMP Ends Statement E-2.4 Marketing Plan identifies the importance of analyzing and improving “its various approaches to informing the residents of the college district about the resources and opportunities represented by Big Bend Community College.”  This Ends Statement directs the need to develop a comprehensive marketing plan which includes developing annual marketing goals and objectives as well as identifies marketing strategies and tools needed to share information about college resources.  

The need to market the institution’s educational opportunities, resources and services has become more pressing as the college has experienced a reduction in its enrollment during the past several quarters.  Because enrollment is linked directly to funding, the major challenge is to increase enrollments.  Marketing has been identified as a method for increasing student enrollment through targeting underserved populations, improving the image of the institution, and to increase awareness throughout the service district of the training programs and educational opportunities available at BBCC.

II. ANALYSIS

Founded in 1962 BBCC serves a rural service area of 4,600 square miles with a population of 92,000 people living in rural areas and in 13 small communities with Moses Lake being the largest community with a population of approximately 16,000.  

A. Environmental Analysis

1. The Marketing Environment

a. Competitive forces include the draw of four year institutions including state and private colleges.  Students are enticed by programs offered at private trade schools where specific certifications are more attractive than degrees and by the larger community and technical colleges that surround our service district.  Community colleges in some of the larger cities in Eastern Washington seem more attractive to students especially those from the outlying smaller communities.  Students from these communities are drawn by social opportunities in cities like Tri Cities, Yakima, Spokane and Wenatchee.

b. Economic forces include an agriculturally dominated community that is primarily rural with communities separated by great distances with a population challenged by incomes lower than the state average, and where social, economic and educational isolation is a concern.  Many of the students commute distances of 40 and sometimes 70 miles one way to attend school and the rising fuel prices discourages attendance at postsecondary educational institutions. In addition, tuition prices continue to increase and are out distancing financial aid re-imbursement.  The college is currently experiencing lower enrollment which may be attributed to an improved economy and the need for some students to work to provide financial support for their families.
c. Political forces include competition with other state and federal agencies for limited tax dollars.  The state funding model ties revenue directly to enrollment and at the same time that support from state dollars is in jeopardy, federal funds are shrinking.  

d. Legal and regulatory forces continue to govern assessment and accountability.  The institution’s need to meet institutional and program accreditation standards continues to be an item that requires much attention and effort.

· The College is limited to first and second year (100 and 200 level) course offerings

· ICRC limits academic transfer course offerings and distributions

e. Technological forces include the need to meet technology improvements in equipment and software to enhance college operations and the need to keep the equipment and instruction updated in professional/technical programs.   The institutions connectivity to broadband access continues to be an advantage to the institution and the community to help promote training opportunities.

f. Sociocultural forces.  In two of the counties the college serves, the Hispanic population is 36.5% of the population.  Adams County ranks second and Grant County ranks fourth with the largest minority population in the State of Washington.  Providing equal access and reaching that underserved population is a challenge.  Many members of the minority and low income population have not yet received a high school diploma much less attended classes at a post secondary level.  

2. Target Market(s) include high school graduates, non-high school graduates, worker retraining, displaced workers, underserved populations, and training for industry employees to improve skills.
3. Current marketing objectives and performance marketing objectives are not well defined and there currently exists a shotgun approach to advertising and marketing.  Performance is monitored through End Statement reports to the Board of Trustees and through student and employers surveys.  The current marketing budget is not large enough or focused enough to provide an organized attempt at marketing the institution.

B. SWOT Analysis

1. Strengths 

· BBCC is the only higher education institution in the college’s service district.
· The institution has a low student/teacher ratio which provides more attention to individual students.
· BBCC has good facilities with good technological support.  

· Resident living on campus is available to students.
· BBCC athletics programs provides a positive image, garners institutional support from the community, helps solidify the college community, and helps recruit students from both within and outside of the service district.

· Many of the college faculty members have a Ph.D. in their major course work area.
· The college has nationally recognized programs offering industry certifications.
· Broadband computer access and good technical support.
· Transfer students from BBCC do well at four year institutions and demonstrate they are transfer ready.
· Employment rates are high for Professional/Technical program completers.
· The institution hosts a culturally diverse student body.
· The institution is centrally located in its service district and in the state between the two largest metropolitan centers.
2. Weaknesses

· There is a lack of qualified part-time instructors in the college service district.
· The college is located in a rural area where population is sparse and some students from outlying communities must travel a considerable distance to attend classes on campus.  This weaknesses becomes more pronounced with limited public transportation.
· Many classes and programs are housed in older facilities with inefficient heating and air conditioning systems and some buildings have classrooms that are not accessible to students with disabilities.
· Much of the public has a misconception of the role of a community college.
· Because BBCC is one of the smallest community colleges in the state, funding is limited, the variety of programs is limited and the size of the instructional staff is small with several one person departments.
· Due to limited staff, many employees have several responsibilities with limited time to be creative.
· Rapid growth of the institution is limited by the small population of the service district.
· Although the college is attempting to reach out and serve a large underserved Hispanic population, the number of staff who are fluent in Spanish is small.
3. Opportunities

· The institution has several intellectual properties related to technology including high speed band width connectivity to the internet and to the service district, and the capabilities that the Big Bend Portal provides to instruction.  Through broadband capabilities the college is providing distance learning to off campus sites and is poised to take advantage of offering additional training.
· New employers have been attracted to the service district and the Big Bend Economic Development Council is actively and successfully recruiting industry.
· The institution is flexible and creative in responding to employer needs.
· ATEC and CBIS provide opportunities for training that supports local industry in a modern technologically enhanced facility.
· The ability to partnership and develop and market articulation agreements with public and private four year institutions.
· Several opportunities for expanding services to students and increasing enrollment have been identified through grant funding including the Title V and USDA-RUS grants received, the EOC grant that has recently been submitted, and the CAMP grant.
· There is an untapped Hispanic population that is currently being underserved and represents future opportunities for expanding enrollment.
· Legislators representing the BBCC service district are supportive.
· The BBCC Foundation is supportive through providing scholarships and funding for special events, equipment and facilities.
· The open door policy provides an opportunity for expanded service.
· The institution has the opportunity to target high school graduates as  a renewable source of students.
· Running Start students are not being aggressively recruited.
· There is an opportunity to increase enrollment by reaching out to non-high school graduates (39.9% in 2005) in the service district.
4. Threats

· The continual increase in tuition rates.
· The cost of transportation (increasing fuel prices).
· Competition of online course from other institutions.
· Declining overall enrollment in college programs.
5. Matching Strengths to Opportunities/Converting Weaknesses and Threats

· BBCC is the only postsecondary educational institution in Grant and Adams Counties and as it is centrally located more effort can be made to make residents aware of educational opportunities and emphasize the cost savings for students in the service district to attend the local community college.
· The college’s broadband access, strong technical capabilities and the BBCC Portal can be used to expand distance learning opportunities and offset the rising cost of transportation.
· Use the vacancy in the residence halls to provide rooms for students from outlying communities to stay overnight (Mon., Tue. and Wed.) three days a week at reduced rates to counter the rising transportation costs of daily commuting.
· Use the Residence Halls as a recruiting tool by letting parents and their students spend the night without charge during recruiting trips to the campus.
· Because BBCC is a smaller institution with smaller classes and many instructors who have their Ph.D, the college can promote the additional attention that students receive in their classes and instructional expertise.
· Reach out to the new employers in the college service district to provide continuing education opportunities and needed employee training.
· Target activities that reach out to the non-high school graduates and underserved ethnic Hispanic populations to increase student enrollment.
· Develop activities that promote student retention to increase student enrollment.

III. MARKETING OBJECTIVES

1. Increase enrollment by 7% for 2006-2007 using 05-06 enrollment as a baseline.
· A three year goal is to increase 05-06 enrollment numbers by 10%.
· Reduce barriers to enrollment and retention for non-traditional, at-risk and special populations by increasing the retention rate to 80%.
2. Increase community awareness of BBCC (increasing public awareness of the thinking, voting public including the innovators and influencers) through the promotion of educational opportunities, skill training as measured by surveys and focus groups.
3. Increase the variety and effectiveness of promotional efforts.
· Create new and improved forms of marketing and techniques which may include Web banner advertising and event driven promotions.
· Develop event driven promotions.
4. Link marketing efforts to new program and new course development and to program modifications.
5. Market training opportunities to international agencies.
IV. MARKETING STRATEGIES

A. Target Market(s) and Marketing Mix

1. Target Market 1: High schools including home schooled students and private high schools.  Appeal to and involved the parents and grand parents of prospective students.
a. 
Products:  Academic transfer and Professional/Technical programs

b. 
Price:  Prevailing tuition

c. 
Place:  On-campus, extension sites, online, and ITV classes

d. 
Promotion:  High School counselor nights on BBCC campus; attend all Running Start information nights on service district high school campus; Running Start brochures and ads in CBH; ads in print and radio & TV targeted at parents and grandparents: visit BBCC event days with stay-over-night in the dorms; Student Recruitment Coordinator (a self-supported position); and promote College in the High School classes to appropriate school district personnel.

2. Target Market 2: Non-traditional students (gender specific as defined by federal funding sources and the State Board for Community and Technical Colleges
a. Product:  Professional/Technical programs

b. Price: 
Tuition, fees, supplies, and tools

c. Place:  On campus, extended sites, clinical sites, and work based learning sites

d. Promotion:  Host a summer camp show casing non-traditional careers

3. Target Market 3: GED/ABE/ESL students in the college service district including non high school graduates between the ages of 18-30 (transition/Bridge)
a. Product:  BBCC will market the ability to provide prospective students the opportunity to learn English as a second language; the opportunity for basic academic skill development in reading, writing and arithmetic; and the opportunity to develop the skills needed to complete their GED and bridge the pathway into college level transfer courses and/or professional/technical programs

b. Price:  The price of this basic skill training is a minimal $25 per quarter fee

c. Place:  Classes will be held on campus, at service district community extended sites and when possible at major area employer facilities

d. Promotion: Through flyers sent home with elementary school children, radio stations,  Nickel Saver adds, and through special events

4. Target Market 4: Underserved ethnic population
a. Product: Academic transfer programs and professional/technical programs

b. Price: Tuition and scholarships

c. Place: On and off campus and through distance education opportunities

d. Promotion: Special events, outreach through church groups and advertising on Spanish Radio Stations

5. Target Market 5: Workforce retraining population (individuals that are working but need skill development or degrees to progress)

a. Product: Professional/Technical programs and the AAS-T degrees

b. Price: Tuition and program fees

c. Place: Campus and online

d. Promotion: Inserts in paycheck stubs through advisory committees, promotional activities, vocational week, career fairs, brochures, work place visitations, class schedules, web page links to specific programs and work place benefit fairs

6.  Target Market 6: Current students for retention

a. 
Products: Academic transfer, ABE/ESL/GED, and Prof/Tech programs

b. 
Price: BBCC Foundation scholarships; Financial Aid funds & awards
c. 
Place: On-campus, online, and ITV classes

d. 
Promotion: Promotion of ASB events; promotion of Viking athletic events; rental of dorm rooms during the week for long-distance commuters; events and short workshops to promote retention including — completing applications for scholarships and financial aid, college survival skills including note-taking and study skills, test review/prep, plagiarism and proper documentation and attribution skills

7. Target Market 7: International groups/agencies

a. Product: Contract training and educational opportunities for international students

b. Price: Tuition, contract fees, books, program fees, and housing costs

c. Place: Campus and/or international sites

d. Promotion: International education fairs, CETED, Study Washington , international educational catalogs, and the development of a more user friendly and informative web page

8. Target Market 8: Business and industry training

a. Product: Promote customized training opportunities with Big Bend Community College and Washington Manufacturing Services; a training partner.  Services from the Small Business Development Center will also be promoted. The Center for Business and Industries will also promote Continuing Education.  Also to note will be the promoting of the ATEC (Grant County Advanced Technologies Center) building to the target market as a place to do training and other corporate events.

b. Price: Training prices for the most part will be at or slightly lower than industry averages.

c. Place: BBCC will be able to offer the ATEC facility and others on campus, or conduct training on customer premises.

d. Promotion: Partner in promotion with Chambers of Commerce, Ports and Economic Development Councils. Make direct sales of products to potential clients. Make use of monthly newsletter via email. Interact with SHRM (Society of Human Resource Managers). Utilize the updated CBIS website. 

9. Target Market 9:  Thinking voting public (public awareness of innovators and influencers)

a. Product: SBCTC Creating Opportunities Promotional Program/Community Awareness Campaign

b. Price: $5,000 per year from the trustees account

c. Place: Statewide and local service district

d. Promotion: include Creating Opportunities logo in printed materials as appropriate, locally distribute printed materials (notepads, bookmarks, etc.) as provided by SBCTC.
V. MARKETING IMPLEMENTATION

A. Marketing Organization

The marketing committee has primary responsibility for creating and implementing the marketing plan.  The plan will be reviewed and approved by the President’s Cabinet and Coaches for funding and appropriateness of activities.
SUMMARY
The funding allotted for PIO spending in 2005-06 is exactly $35,000.  The cost of printing a bi-annual catalog and quarterly schedules have historically driven the development PIO budget.  These costs have dramatically increased in the past two years as the catalog is now printed annually and the schedule format was improved.

The total expenditures reflected in this plan which are being requested for the 2006-07 school year are slightly greater than $131,000, which includes hiring 1.5 FTE employees, to include a full-time student recruitment coordinator and a part-time web content manager.  

This requested amount is in addition to the current PIO budget allotment. This request does not reflect those costs which are provided on an in-kind basis from other college departments (e.g. Student Services, Title V).  As this plan is focused on recruiting and retention, it does not include many activities the PIO conducts for the institution at-large, including the purchase of novelty or premium items for events, specialized advertising for unplanned community events and support of special events related to the President’s Office and the BBCC Foundation.
EVALUATION AND CONTROL
A. Performance Standards and Financial Control

Activities and spending will be monitored by the PIO and individual departments as specified in the above plan outline.  The PIO will document spending by event/activity to ensure funds are being spent appropriately according to the marketing plan.
B. Monitoring Procedures

The marketing committee will meet on a quarterly basis to monitor activities.  

Spending and activities will be reviewed and documented by the marketing committee on an annual basis to evaluate and analyze effectiveness of activities and to formulate new activities for the coming year.
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