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SUMMARY
Key Messages
An affordable option for CTE and transfer
Two campuses to serve a large geographic area
Committed to Students First

Marketing Campaign Themes

Goals
1. Increase enrollment
2. Maximize student retention
3. Strengthen the college brand

Smart Choice (40 percent less than area four-year schools)
Small class sizes and individual attention
Learn Local Scholarships
Hispanic Serving Institution

Situation Analysis
Trinidad State offers academic opportunities for students in our eight-county service area and plays an
important role in the local economy. We are Colorado's first community college with a rich heritage and
thousands of loyal graduates.
Trinidad State will celebrate its 100th Anniversary in 2025. We offered the nation's first gunsmithing
degree in 1947 and continue that strong gunsmithing commitment today. Recent partnerships with CUDenver allow aspiring elementary and early childhood teachers to get a four-year degree without leaving
southern Colorado. A Bachelor of Science in Nursing will be offered in the fall of 2020. At the other end
of the spectrum, Trinidad State offers several one-semester hands-on certificates. That includes the
Rocky Mountain Line School in Colorado Springs (now at a new campus) and the Heavy Equipment
Program which offers NCCER Certification in the operation of individual pieces of machinery.
While the nation’s economy continues to improve, Trinidad State's enrollment has declined as our
potential students enter the workforce rather than pursue their education. This trend is common during
times of economic growth, and community colleges around the nation face similar challenges.
While Trinidad State adapts to decreased enrollment, marketing efforts will focus heavily on building
relationships with community, business, and governmental leaders. Trinidad State should be a viable
option for nearly every student who graduates from high school in out service area. Strategic
communication efforts will focus on effectively reaching target audiences in conjunction with the efforts
of Recruiting/Outreach.
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GOALS
1. Increase Enrollment
We will focus on increasing outreach to high school students, recent high school graduates, and parents,
using a variety of media and materials. We will rely heavily on video ads on cable and in social media,
plus radio ads, print ads and earned media.
Key messages for recruitment include cost savings, small class sizes, true college experience (Trinidad
Campus) and many degree and career path options.
We will continue to use trinidadstate.edu as an anchor point for all communication. Knowing most
young people use phones more than computers our site is responsive to any size screen, whether phone,
tablet or desktop. We will continue to drive people to our website for maximum information and
engagement with potential students and their parents. Communication will be clear and
straightforward, avoiding acronyms and "college speak" when possible.
Social media also plays an important role in recruitment efforts. Through targeted advertising, engaging
content, and creative messaging, we can become more relevant to high school students, recent
graduates, and other prospective students.

2. Maximize Student Retention
Retention efforts will focus on increasing student engagement. When students are engaged, they take
ownership of their commitment to the college and are more invested in the success of their education.
To help increase student engagement, we will attempt to create engaging content with an emphasis on
generating conversations. Online posts will be used to communicate about important deadlines critical
to retaining current students.

3. Strengthen the Brand
Employing an “Engagement First” approach to strategic communications, we will focus on incorporating
and repeating the college’s key messages at every opportunity using a variety of communication tools
and channels. More emphasis will be placed upon identifying the correct target audience for each type
of communication and reaching that audience through the most effective means.
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Trinidad State will also continue to utilize "earned media." The expertise of the Trinidad State
Marketing personnel allows us the rather unique opportunity to provide print-ready stories to area
newspapers. This strategy has worked well in the past few years because of great relationships with
the local papers and their continued need for strong, local news content. This kind of outreach is
better than paid ads because people spend more time reading articles than looking at advertisements
and tend to view them as more trustworthy. This approach, however requires a fine touch and
demands the highest integrity.
We will continue to assess our efforts to determine which communication methods are most effective
for delivering key messages and stories.

CONCLUSION
By utilizing strategic marketing and communications, we continue to build awareness about Trinidad
State's important role as the community college of southern Colorado. We have already built a strong
foundation in our service area. As we look forward we will use our past successes and failures to
guide future decisions.
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