
August 2017
Social Media & Publicity

Campaign Report



August Social Media & Publicity Campaign Summary

• COD to Careers’ August Social Media was 
Programmed with Eight Posts
– Themes Focused on Energizing Career, Touching on

Specific Career Pathway Examples and Keying In on the
BESP Associates Degree.

• Publicity Schedule was Focused and Impactful
– Effort was to Generate at Least 3 Interviews
– Obtain Editorial
– Increase Awareness of Program in the Coachella Valley 

Community



August Social Media Posts

August Themes Included Energizing Career, Touching on Specific Career 
Pathway Examples and Keying In on the  BESP Associates Degree.



August Social Media Schedule



Social Media Post Results

• Enhanced Social Media Posts Generated and Average of Nearly 3,000 views.
– TheTop4PostsGenerated MoreThan15,000 Views Alone

• Video Generated the Most Reactions/Engagements with Over 2,800
• Over600PeopleClicked on the Post and Over 350 Clicked to the Site
• The Boosting Budget Generated $16.80 Cost-per-Thousand People Reached
• TheCostperClickCameinat$1.12

Message Theme
Post 
Date

Reached 
Viewed

Likes or 
Reactions % Likes

Post 
Clicks

% 
Clicks

Clicks 
to Site

% to 
Site

Cume 
Reach

Boost 
Budget

Want to Energize Career 8/5/2017 4,357 74 1.7% 164 3.8% 104 63.4% 4,357 $50
Energize your Career Path 8/10/2017 3,289 72 2.2% 109 3.3% 81 74.3% 7,646 $50
Air Conditioning Lifeline 8/11/2017 2,121 75 3.5% 52 2.5% 15 28.8% 9,767 $50
Here's a way to Energize 8/16/2017 2,222 56 2.5% 71 3.2% 47 66.2% 11,989 $50

Green - Color of Life 8/18/2017 2,187 61 2.8% 60 2.7% 32 53.3% 14,176 $50
Did you know…? 8/23/2017 1,951 104 5.3% 66 3.4% 22 33.3% 16,127 $50

Be Amazing Video - Solar Energy 8/25/2017 4,754 2,807 59.0% 11 0.2% 5 45.5% 20,881 $50
Did you play…? BESP 8/30/2017 2,929 9 0.3% 80 2.7% 51 63.8% 23,810 $50

8 23,810 3,258 13.7% 613 2.6% 357 58.2%
Average 2,976 407 13.7% 77 2.6% 45 58.2% $400

CPC $1.12 CPM $16.80



Google Analytics

• ViewingtheLastThreeMonths for Perspective, Efforts Generated a 215% Increase in 
Users Since June.

• The COD2Careers.com Website Grew a Whopping 357% from July to August

While Growth Numbers 
Appear Strong, 

Challenge Will Be 
Maintaining Growth and 

Establishing User 
Number Stability



Google Analytics

• While the Month Started with a Majority of Traffic From
Social Media, Organic Growth Driven by Social and
Search Dominated in the 2nd Half of the Month.



Google Analytics

• Impressive as The Numbers 
Appear, Our Active user Base is 
Now at 439 with a Trend Line 
Leading to Incremental Growth

• The Majority of Page Views Were 
to the Front Page:
– Indicative of theMixofMessages 

Between Radio, Social, Print and 
Cinema Media Efforts

• Key to Maintaining Will Be a 
Continued Push Message for  
Our Audience



Publicity Results

• Media Advisory was sent out to local 
media.

• Advisorybecamebasisfor800word 
article that appeared the week of 8/31 in 
the Coachella Valley Weekly

• Radiointerviews were done week of 8/21 
with KGX Real Talk Radio Personality Joey 
English and Gene Nichols of Alpha Media 
station KNWZ 94.3 FM

– Both Interviews aired the weekend of 8/26-27
• Television Interview was Held on 

Campus with KMIR News Reporter Patrick 
Priceon 8/29/2017
– Due to breaking news, the story did not air 

either on 8/29 or 8/30. This was Hurricane 
Harvey Week



Learnings/Implications

• Eight Social Media Posts with Combined Images and 
Video Helped Generate Nearly 24,000 Impression
– Maintain Boosting Budget with Same Frequency of Posts to Build 

Facebook Followers
• Message Themes with Connection to Energizing One’s 

Career Resonated Strongly
– Refocus Messages for Sustained Audience Exposure Heading 

into Winter Session
• Video Results Demonstrated High Appeal for Viewing 

Among Our Audience
– Need to Add More Videos to Campaign

• Publicity Worked to Generate Limited Interest Due to 
News Cycle
– However, Community Focused Radio Programs Helped to Inform 

the Public and Generate Awareness



Sept Social Media Campaign

• September tactics are to maintain/increase viewership and interest in 
Career Technical Education with Posts About the Future in Energy Career 
Possibilities

– Secondary Themes will include Career Day and Winter Session Start Dates



CV Weekly Article – 8/31 – 9/06/2017
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