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* = Response is required  

Please address these questions relative to outcomes assessment. If you would like to 
attach supplemental documents, exit this form and use the "Attachments" button 
(bottom left-hand corner).  

* 1. What Outcomes were assessed in 2016/17?  

The following outcomes were revised in 2015 and assessed in 2016/17:  

Administrative Unit Outcome #1: Fulfill the needs of the campus in a timely manner in 

the following areas: graphic design, photography, multimedia, promotional and media 

services. 

Administrative Unit Outcome #3: Fulfill the needs of the campus in the areas of web 
design/development and application development. 

Administrative Unit Outcome #2: Campus clients have the necessary knowledge of 

communications best practices, current trends and strategies to maximize the effect of their 
promotional efforts. 

Administrative Unit Outcome #4: Campus clients have been provided with the necessary training 

and a substantial design system has been developed to provide the infrastructure necessary for 
campus clients to be self-sufficient in the design, maintenance, and updating of web and/or social 
media pages. 

  

  

  

* 2. What venues for discussion of outcomes assessment did your program/service area 
have?  

Office of Communications staff meets frequently to discuss outcomes and assessment. We 

are constantly reviewing both internal and external outcomes assessment and have multiple 

evaluation methods (surveys, feedback forms, landing pages, traffic counts, etc.) for 

evaluating outcomes. We frequently discuss process improvements and implement new best 

practices based on both internal and external recommendations. Discussion of outcomes is 
then taken to the Executive Staff meeting for further revision and requests.  

INTERNALLY (Campus clients): Our office conducts surveys, focus groups and trainings to 

asses our various outcomes. We also received feedback from client departments via email 

and in meetings. We can correlate success of our internal campaigns by tracking event 
attendance, class fill rates and enrollment (via Instructional Services).  



EXTERNALLY: For traditional marketing, we can perform  qualitative and quantitative 

assessment that can provide correlations, but not direct causation. If promotions are for 

events, we can make correlations on promotional success based on interest, response and 

event attendance. For digital marketing, we can be more precise and track engagement 

much more effectively via landing page visits, unique urls and web traffic. For social media 

promotions, we can gauge success via impressions, shares, likes and overall engagement 

for both events and campaigns.   

  

  

* 3. What have these assessments revealed about your program/services?  

Assessment for Administrative Unit Outcome #1: Fulfill the needs of the campus in 

a timely manner in the following areas: graphic design, photography, multimedia, 

promotional and media services. 

In the past year, the Office of Communications has received over 450 work requests, 

averaging 3-4 per day, with 78 projects requested in October 2017 alone (3.5 per day).  

Of the 34 responses received in our Nov 2017 Internal Client Satisfaction Survey 

Survey: 

 84% of respondents rated the quality of the product delivered by the Office 

of Communications as a 4 or 5 on a scale of 1-5 

 88% of respondents said that they were satisfied/very satisfied with the 

Creative Design. 

 70% were satisfied/very satisfied with their experience with staff 

 80% of respondents said that they received their project on-time 

 65% felt that they received timely updates on project status. 

 60% of respondents said that they were satisfied/very satisfied with Social 

Media Promotions (26% notated Not Applicable). 

 47% rated Web Design (creation/updates/advisement) as satisfied/very 

satisfied. 23% indicated that they did not request web services. 

Graphic Design: Most requests included design of more than one campaign element, as 

most projects tend to have multiple components (i.e. flyers, rack cards, banners, posters 

and social media promotions as opposed to a request for just a flyer).  

Timely completion: Completion times for projects still vary greatly, from one day to over 

100 days. The most common reasons that projects that are NOT completed on time are: 

backlog in project requests (workload), the office not receiving the required information 

from the requesting client, and the time clients take for review. Our office works diligently 

to keep clients updated on project status and needs, as well as when any delays on our end 

might occur. Please see attached “Comms Request Info Chart” with # of requests per 

month and average requested completion times.  

Photography: In the past year, our Office has photographed over 150 events and staged 

photo shoots. In the Newsroom, we have posted nearly 150 photos albums comprised of 



approximately 6,000 photos for the year of 2017. The photos are posted via flickr in public 

folders, and therefore available for the entire campus and the community to access as well 

as the media. Please see the attached “Comms Photo Albums 2017”. 

  

Social Media: The Office of Communications has increased on our presence across multiple 

social media platforms (Facebook, Twitter, Snapchat, Instagram, etc.). In Fiscal Year 2016-

17, the Mesa College Twitter account had approx. 636,000 impressions, with 2,230 

mentions and nearly 8,000 likes. Staff posted to the account 1,072 times (approx. 20 times 

per week) and the page gained over 1,000 additional followers. The Mesa College Facebook 

page had approx. 895,500 impressions, with 12,679 reactions, with nearly 80,000 clicks 

and 5,743 page likes. Staff posted to the account 1,060 times (approx. 20 times per week) 

and the page gained nearly 1,000 additional followers. Staff generally respond within 48 

hours to all inquiries, posts, etc. as appropriate. Please see attached “Mesa College 
Social Media Analytics 2016-17”. 

Administrative Unit Outcome #2: Campus clients have the necessary knowledge of 

communications best practices, current trends and strategies to maximize the 

effect of their promotional efforts. 

The Office has worked diligently with campus client to provide recommendations and 

direction on projects based on desired outcomes and target audiences. We have developed 

a set of best practices for specific types of promotions, including visix, social media, and 

print production, ad have been able to implement those practices with success. Of the 34 

responses received in our Nov 2017 Client Satisfaction Survey, 71% indicated that 

our office assisted them in reaching their SLO’s or ILO’s. 

Administrative Unit Outcome #3: Fulfill the needs of the campus in the areas of 

web design/development and application development. 

The Office continues to supply web design and development support for the campus. 

Multiple pages have been updated with new functionality (events, safety, etc.) and well as 

new design (HIS web portal). 

Web Projects completed or currently in process include: 

Applications: Events Portal (In Progress), Allied Health Application, Commencement 

Registration, EOPS Application, MMAP, Office of Communications Project Request Upgrades, 
Onboarding (In Progress) and Parking Request (In Progress) 

Major Web Development (for departments and programs): Landing Pages + trackers 

for Enrollment Marketing and CTE Marketing, Safety Site, Career Center, Governance, 

Calendar Rebuild (In Progress), Newsroom Upgrades, MT2C, Faculty/Staff Page (In 

Progress), STEM Portal, HSI Portal, Peer Navigation, CLUBs, SEO/ADA upgrades, Research 

Reports Warehouse (In Progress), Foundation Website (In Progress) and Header Nav 
Rebuild (In Progress). 

Other Projects: Online Orientation, eSARS (counseling online appointments - 

implementation), Ask Mesa (design and implementation, iMesa App (In Progress) and 

monthly FMM 



Administrative Unit Outcome #4: Campus clients have been provided with the 

necessary training and a substantial design system has been developed to provide 

the infrastructure necessary for campus clients to be self-sufficient in the design, 

maintenance, and updating of web and/or social media pages. 

We would like clients to whom we have provided training to have both the knowledge and 

technical infrastructure to be as self-sufficient as possible in both the maintenance and 

expansion of their specific component to Mesa’s digital presence.  This includes both social 

media and web pages. Refreshed training is required for content editors after one year of 

inactivity.  

Web Trainings: Over 50 faculty and staff were provided with web training, either as a new 

content editor or manager. Multiple staff received refresher training as a result of system 

upgrades or user inactivity. 

Social Media Training: Approximately 75 Mesa College staff, faculty and students have been 

provided with social media training, including staff from the District and City College. 

Presentations have been to individuals and well as groups. Several trainings were very 

specific per the platform and/or target audience, while other trainings were more broad and 

covered multiple topics and best practices. 

Of the 34 responses received in our Nov 2017 Client Satisfaction Survey, 60% of 

respondents said that they were satisfied/very satisfied with Social Media 

Promotions (26% notated Not Applicable). 

External Marketing efforts (off-campus): 

An additional Administrative Unit Outcome that was not previously identified would include 

the evaluation of our EXTERNAL marketing efforts. The College has engaged in more 

aggressive and extensive off-campus marketing to increase awareness, provide information 

and ultimately increase enrollment or engagement. Multiple measures were employed to 

track the efficacy of our external communications efforts – which includes media/public 

relations, traditional and new/social media advertising. 

Mesa College has multiple target audiences, including traditional 17-18 years olds, 18-25 

year olds, 25-35 years olds, along with more specific groups based on demographics 

(Hispanic, Veterans, etc.), those returning to college and those seeking additional job 

training/skills. Parents of incoming students are also a target audience of importance, as 

they are frequently decision-makers for students. 

In the past year, the Office has used a variety of marketing, advertising and 

communications methods to reach outside target audiences. These have included a mix of 

both traditional and new media. The Office has begun utilizing more digital media 

advertising, which has never been done extensively in the past. This has been both on 

social media platforms (ads buys on Facebook, Snapchat, etc.) as well as buys in 

conjunction with broadcast media (radio). Broadcast media ad buys have included on-air 

(radio), in-app/streaming and online. Digital and broadcast media buys have been chosen 

based on feedback from  the Web and Communications Surveys completed by students who 

attended both CRUISE and Welcome Week in the summer/fall of 2017. The digital 

advertising was also based on the most popular social media apps that students reported 

using, and has been primarily to support enrollment marketing, campus events, and the 

renewed focus on Career (Technical) Education as required by the State Chancellors Office. 



Please see the attached "Mesa College Office of Communications 2017 Student 
Web and Comms Survey Report". 

Assessment of student oriented internal and external marketing efforts has included 

creating landing pages on the Mesa College website to track webpage visits. For digital ads, 

we have also utilized webpage trackers whenever possible which has allowed us to track not 

only the source of website traffic but the result (where do they go after they visit the 

landing page). When Campaigns are geared towards driving enrollment, we work closely 

with the VP of Instruction and the Office of Institutional Effectiveness to determine 
correlations of effectiveness (such as increases in enrollment) whenever possible. 

For example, in the summer of 2017, Mesa College conducted a robust 2017 Summer 

Enrollment Marketing Campaign to support the fulfillment summer enrollment targets. This 

was the first effort of its kind in over a decade. A multi-modal marketing method was used, 

consisting of both traditional and digital media marketing, utilizing both in-reach and 

outreach methods. Our office developed a creative “look and feel” for the campaign, which 

was then used to create a Summer 2017 landing page (www.sdmesa.edu/summer) and all 

marketing collateral Print ads, digital ads, flyers, posters, rack cards, banners, etc.). To 

further promote the Career (Technical) Education Campaign, Administration determined 

which summer courses would be the top focus for promotional and enrollment tracking 
purposes.  

Internal Marketing /In-reach: As a component of in-reach, our office created “course 

promos” that are marketing pieces which include attention-grabbing art and key information 

students need to enroll, such as CRNs, class dates/times and contact information.  The 

course promos were used for visix slides, flyers, and social media posts. In addition, for key 

CTE courses, informational emails were then sent to applicable students by the District on 

Mesa’s behalf. 

External/outreach: An aggressive outreach strategy was employed which included a public 

and media relations campaign, a digital marketing campaign (web, radio and social media) 

and specific outreach aimed at students attending local 4-year universities. The public 

relations campaign involved multiple press/media releases announcing open enrollment for 

summer courses. Digital marketing included media buys on iHeart Media and Entravision 

(Spanish) for on-air, in-app and streaming content. Stations/outlets were chosen based on 

survey feedback from students regarding their favorite radio stations. Additional digital and 

print buys focused on SDSU, UCSD, USD and Pt. Loma Nazarene, with ads placed in the 

campus newspapers and on-line at each university. Unique urls trackers were implemented 
for each ad in order to track the traffic generated by each source.  

Results: The Summer landing page received 4,407 visitors between March 2017–August 

2017, with approx. 23% of visits (1,025) resulting directly from elements in the marketing 

campaign. In addition, the College reported an increase of +500 students enrolled in 

summer 2016/17 over summer of 2015/16. While the increase in enrollment cannot be 

directly linked to the marketing campaign (we cannot track students once they enter the 

District portal), the web traffic and social media analytics suggest a strong correlation 

between our efforts and the increase in enrollment. Please see the attached “Mesa College 
Summer 2017 Web Page and Digital Marketing Results”. 

http://www.sdmesa.edu/summer


* 4. What do you plan to do with these results? Next steps?  

The Office of Communications plans to continue reviewing internal feedback from client 

departments/programs to make corrections to operational and logistical plans to improve 

our products and services. 

External marketing results are reviewed to determine which methods are most successful in 

reaching various target audiences. Analysis has shown that multi-modal advertising (the use 

of more than one marketing method) is the most successful ways to reach target audiences. 

The combination of both traditional and digital advertising has yielded an increase in web 

traffic and strong correlation with an increase in enrollment numbers for the Summer of 
2017 and the Fall of 2017 (see digital marketing attached report). 

The ongoing marketing and communications plan will be to continue to utilize a multi-modal 

strategy and tactics for both internal and external marketing to general and specific target 

audiences. This would also include marketing and promotions for general enrollment and 

CTE, as well campus events and programs. 

* 5. Based on your assessments, have you identified any resource needs? Explain.  

The ongoing marketing and communications plan will be to continue to utilize a multi-modal 

strategy and tactics for both internal and external marketing to general and specific target 

audiences. This would include marketing and promotions for general enrollment and CTE, as 

well campus events and programs. Marketing and promotions of this caliber and scope 

requires budgetary support, especially considering that Mesa College has multiple target 
audiences, and messaging and creative needs to be tailored and executed accordingly.  

As an example, in the first quarter of 2017, our office expended the entire budget allocated 

for marketing (@$25,000) within 3 months on the fall enrollment marketing campaign. 

These campaigns are effective (as you can see for Summer 2017 detailed above), but has 

left our office with a funding gap to continue to support enrollment and other marketing for 

the remainder of the Fiscal Year. Based on simple math, the Office of Communications is 

recommending an increase in marketing funding for a total of $120,000 per Fiscal Year. This 

amount would support general enrollment marketing in-reach and out-reach needs for each 

term (Fall, Intersession, Spring and Summer) as well as support marketing efforts geared 

towards Mesa College’s specific target audiences such as Hispanic students/families, 

Veterans, high school students, re-entry/back-to-work students and parents. Please see the 

attached “Mesa College Office of Communications Proposed Annual Marketing 
Budget 2017-18”, allocated by category of expenditure 

Worthy of note - and not mentioned above - is that the Office of Communications currently 

receives 2-4 requests per month to create videos and/or public service announcements. We 

do not have a videographer on staff, hindering our ability to affordably utilize one of the 

most effective communication mediums and keep up with current technology trends. The 

District has a videographer, but the workload is such that the colleges are not able to use 

him as a resource very often. The college has several staff on-site who can assist with video 

production. While we have access to these individuals and they have frequently been able to 

assist us, they do not report to the Office of Communications. We have had success hiring a 

production company. They have been able to respond quickly, have given us great pricing 

(20% discounts) and have delivered on time and within budget on multiple projects 

(Commencement video, #allin4students videos, HSI video). The budget request detailed 
above would allow us to support this need. 



* 6. What are your assessment plans (program/service area) for 2017-18?  

Our office will continue to use surveys, feedback forms, etc. for evaluating internal 

outcomes. For external outcomes, we will continue tracking web and social media tracking, 

as well as monitoring enrollment as it correlates with our promotional efforts. 

* 7. Are you on target with your assessment schedule?  
Yes  

If No, what plans do you have to get the assessment process on schedule?  
No answer specified  

8. Any other comments? (optional)  
No answer specified  


