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INTRODUCTION
• Over the course of a four-week period of time in mid-spring, 2016, Interact 

Communication conducted a survey of Columbia College’s students to determine their 
preferences for media, news, entertainment, and communication.

• Campus-wide emails were sent to faculty and staff asking them to encourage 
participation.

• Several email reminders were sent to all Columbia College students.

• The college posted links to the survey on its Facebook page.

• Interact provided a $150 gift card to one student, selected from those who completed the 
survey.  This reward was widely advertised and used to motivate participation.

• The survey was very thorough with dozens of questions.

• Interact provided access to survey results through a webpage on their site, with the ability 
to customize graphical outputs by several different variables.

• The following pages represent one or two such views for each question, selected to 
present the clearest information as to students’ preferences.



THE ANALYSIS SHOWN ON VARIOUS 
SLIDES WAS DEVELOPED COLLECTIVELY 

BY THE ENROLLMENT MANAGEMENT 
COMMITTEE ON APRIL 25, 2016.

Interpretations of the data other than those listed 
are certainly possible.

By the way – there are 79 slides!  Click on!



DEMOGRAPHICS

These screen shots are 
from the survey results 
online.  A section on the 
left is selected and the 
questions related to that 
section are shown to the 
right.



Respondents to this 
survey were younger than 
our student body on 
average. This may affect 
findings on other 
questions.

Students’ majors
(Vendor-provided word 

cloud of responses to 
associated open-ended 

questions)



The prevalence 
of students with 
low work hours 
is surprising 
and doesn’t 
correlate with 
perceptions.  It 
may be related 
to the younger 
students who 
completed the 
survey.

Those students working 
fulltime may not have had 
time to complete the 
survey.



Most prevalent



RADIO



Returning students 
and parents of 18-
y.o. listening to 
local radio

Traditional college-
age students use 
some radio but 
largely stream audio 
on their personal 
devices



Columbia’s results 
match national 
results



If we’re going to use 
radio ads, do so 
during morning 
drive.  Consider 
evening drive as a 
second option.

Don’t bother with 
the weekends



Most popular radio 
options are 1. Country, 
2. Rock, and 3. Pop

1
23

Favorite 
Radio 
Station 



Columbia leans 
toward Country and 
Rock more than the 
nation



If advertising on a 
streaming music 
service, use 
Pandora.

Delta College has 
a Pandora ad that 
several had 
reported hearing.



TV HABITS



People watch TV mostly at night



TV is NOT a good 
choice for 
Columbia.



If we were to 
advertise on TV, it 
would need to be 
on Netflix.



Everyone is 
skipping 
commercials 
– so let’s not 
invest our 
advertising 
dollars on TV 
or Netflix or 
Cable.



TV CONTENT



Our students don’t 
watch the news





Our students don’t 
watch broadcast 
TV

1st 2nd 3rd

Favorite Shows





NEWSPAPER



Returning students and parents of 18-y.o. 
still read the paper sometimes.

Also, service club members in this age 
group read papers.

Because this questions emphasizes “printed” paper, it excludes those who view online and those whose 
household may subscribe.  
Better question for next time: Does your household subscribe to a newspaper (printed or online)?



“Sometimes” is 
higher at Columbia 
by about the 
amount “Never” is 
lower.  This 
indicates weekly or 
occasional papers 
may be a better 
choice for us than a 
daily one.



Weekly vs. daily paper

Weekly printed 
papers appear 
stronger than daily 
printed papers.



Online national
news source

No strong 
audience for a 
national online 
news source for 
our students.



Online local
news source

Returning students, parents of 18-y.o., 
and community business leaders read 
online local news source.



COMMUNICATION ACCESS



No strong 
relevance for 
Columbia 
College 
Marketing



No strong 
relevance for 
Columbia 
College 
Marketing



No strong 
relevance for 
Columbia 
College 
Marketing



The team expressed concern 
about selection bias.  Only 
those students with internet 
access could complete an 
online survey.

Diana Sunday: “There was a 
survey of our community in 
2012 that determined over 
60% of the county has 
broadband availability.”

Let’s not do ONLY online service or options.  We need to 
provide alternatives for those in our community without 
“regular and effective internet access.”



Students DO have a smart phone.  
However they say they don’t see college 
emails.  Do they have their email account 
linked to their phone?

Let’s add 
“Phone 
email 
setup” to 
Welcome 
Week 
activities.  
Michael 
Igoe will 
work to add 
to the 
week.



No strong 
relevance for 
Columbia 
College 
Marketing



No strong 
relevance for 
Columbia 
College 
Marketing



People clearly 
know how to use 
email.  Most have 
several accounts.



Nobody likes QR codes.  Brian humbly bows 
and accedes to those who are now saying, 
“See, I told you so!”

Instead of QR codes, let’s develop short web 
address redirects for frequent sites, such as 
gocolumbia.edu/schedule, 
gocolumbia.edu/catalog, 
gocolumbia.edu/start



Working age employees are 
on email all day long at work.



People 
SAY that 
they 
READ 
college 
emails!



Data demonstrate 
desire for a 
reasonable 
turnaround time.



We should work 
to respond 
promptly, within a 
24-hour period 
during the week.



We should work 
to respond 
promptly, within a 
24-hour period 
during the week.





COLLEGE COMMUNICATION



Students 
WANT us to 
use their 
college 
email 
address.

They DON’T 
want us to 
invade their 
social 
media 
“escape” 
site.

Canvas will allow us to send info to students via text message.  They appreciate reminders, just like doctors’ and 
dentists’ offices are now sending out to remind us of appointments.



Students WANT us to 
use college email to 
send them college 
information.



We’re already 
doing most of this.  
Answers may 
reflect where 
students have 
seen our info.



Students want to 
confer with 
friends and 
classmates by 
text.  They want to 
confer with 
college officials 
by email or face-
to-face.

More instant 
communication 
with peers.  More 
distant 
communication 
with the college.



No strong 
relevance for 
Columbia 
College 
Marketing at this 
time



Students 
like 
reminders 
about 
dates, 
deadlines, 
safety, and 
campus 
closures via 
text.

Consider widespread use of remind.com 



SOCIAL MEDIA



Facebook 
and 
YouTube.  
Don’t 
bother 
with other 
sites for 
now.



Facebook is the only 
one worth using at 
this time.



Columbia mirrors 
nation on this one.



No strong 
relevance for 
Columbia 
College 
Marketing at 
this time



No strong 
relevance for 
Columbia 
College 
Marketing at this 
time



No strong 
relevance for 
Columbia 
College 
Marketing at this 
time



Students use their phones more than any 
other device.  

We should ensure our website and 
services are mobile friendly!  We need 
good mobile interfaces for a variety of 
services and options.



Jerad Moss:  “Facebook can 
be very tightly targeted in its 
advertisements.  It may be 
worth investing some time 
and resources there.  Many 
people skip ads, but the 
exposure is good.  It’s also 
easy to share an ad with 
someone on FB who might be 
interested.”



Our students pay less attention 
to ads than nationally.  Perhaps 
because of remote location 
fewer ads are locally relevant.  
Columbia’s might be more 
relevant though.



Lukewarm 
response at best.  
Students don’t 
want the college 
invading their 
social media 
“escape” zone.



They 
might 
friend 
the 
college, 
but no 
strong 
trends 
here.



Avoid 
Twitter



Avoid other 
sites too.



WEBSITE IMPORTANCE



The college I attend 
uses the web to 
communicate with 
students.

The college I attend 
uses the web effectively 
to communicate.

I made a decision to 
apply/not apply to a 
college based on the 
information on its 
website.

I make judgments about 
the quality of a school 
according to the quality 
of its website.

I visited the website of 
the college I currently 
attend while I was still 
choosing a college.

Students 
do use the 
web!

Website could be stronger.  
Lukewarm replies here.

Website is IMPORTANT.  
These questions don’t really 
ask what we need to know.

We DO need the website to 
be MOBILE EFFECTIVE.



No clear 
direction 
for 
Columbia 
marketing 
here



No clear 
direction for 
Columbia 
marketing 
here



There is a 
clear 
expectation 
for all of 
these!



We should make and post a video 
campus tour.  It’s the one thing people 
want that we don’t do yet.





IMAGE AND RECRUITMENT



No clear 
direction for 
Columbia 
marketing 
here



No clear 
direction for 
Columbia 
marketing 
here



These are our two most prevalent methods 
already.

Not as much about us going to them, but 
them coming to us.  Our facility and people 
are what draws our students.  Our tours 
should maximize that, and our web presence 
should be similarly inviting.



Growth in CTE may come from 
employers.  That’s our 
strongest demographic age 
group – mid-20s through 50s.  
Let’s get our employers to refer 
their employees for training 
and education.

We should strengthen our partnership 
with area high schools and their 
counselors

50s and up like traditional passive methods – mail and website.



Once we get them as 
students, they refer others 
to us.  Can we build in 
some kind of “finder’s 
fee” benefit for referring 
others to the college and 
getting them registered?



Our students appear to have 
not been engaged in any 
reliable way before coming 
to the college.



SUMMARY OF FINDINGS
Components to be worked into the 

2016-17 Columbia College Marketing Plan.



WHAT WE LEARNED FROM THE DATA

Radio, TV, Newspaper, 
and Web

• Radio during morning drive and 
maybe afternoon drive

• Country, Rock, and Pop

• TV is not worth our effort and $$

• Local paper > national, both print 
and online.  Weekly printed paper 
more widely read than daily

• Website is important.  Needs to 
be done well.  Primary source for 
most.  Strong expectations for web 
content and functionality

• Broadband is common, but not 
universal.  We can’t only provide 
online services.  Need F2F options 

Streaming, Social 
Media & 

Communication
• Facebook is the only social media 

site worth our investment now

• We can narrowly target FB ad 
audience and they might view or 
forward our ad to potential student

• Pandora’s targeted ads could 
work.  Delta College’s ads heard 
by CC people – made an impact

• Videos (e.g. virtual campus tour) 
on YouTube and posted to FB may 
work

• Students want us to use their 
college email address to send 
college info – maintain distance

• They want timely (text) reminders 
but not regular communication via 
text or social media

Target audience
• Use radio, local online newspaper 

to target the parental generation, 
returning students, and 
community leaders

• Returning students (key 
demographic) may be most 
impacted by employer 
encouragement and support

• Strengthen HS partnerships.  Get 
HS students to come to Columbia 
for tour and to meet people

• EVERYONE uses their phone for 
just about everything!  We must be 
mobile-adept!

• Let’s train them to link email to 
phone at Welcome Week
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