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Make marketing your program a priority

When you're crunched for time and your
budget seems almost nonexistent, market-
ing your program can fall to the bottom of
your endless to-do list. However, advertising
is key to attracting students. And just
because you're not marketing to prospective
students doesn’t mean that your competi-
tors aren't.

For more than 25 years, Carol Aslanian served as
director of the Office of Adult Learning Services and
the Office of Community College
Relations at the College Board.
Now, Aslanian uses the skills she
learned in this position in her
role as president of the Aslanian
Group, a firm that helps institu-
tions market their adult
programs. She is also a member
of the Nontraditional Students
Report advisory board.

E AROL ASLANIAN “The number one reason (o

market your program is increased
competition,” she said. “There are more and more
players in the field."

Also, adults expect institutions to make content
and information about academic programs available
to them as they research where to go to college.

“We are no longer in the mode where we can say
‘Oh, they can find us,” Aslanian added.

So what are some of the top methods for advertis-
ing to adulis? Here are Aslanian’s recommendations:

s Websites. “The data says that adulis go toa Web
site to check out a college, but [ don’t see nine out of

10 continuing education units giving their site much
attention,” Aslanian said. Your Web site should have
strong content, be easily navigable, and provide
opportunities for your unit to stay in touch with the
prospect (e.g., places to capture the prospect’s con-
tact information).

¢ The Internet. Your program needs to be visible
all over the Internet.
For example, list
your program on
search engines in-
cluding Google or
Yahoo!.

¢ E-mail. Youcan
always buy pros-
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* Direct mail. Aslanian recommends that you
use direct mailings to get the word out about your
program and drive people to your Web site.

And remember that even if your budget is tight,
“you've got to give to gain,” Aslanian said,

Although she stresses that you should use some
print advertising, consider focusing more on elec-
tronic advertising options such as Web sites, e-mails,
podcasis and blogs. These methods often reach a
larger number of people and are far less expensive
than print ads.

For more information, confact Carol Aslanian at
info@aslaniangroup.com. H
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