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OVERVIEW 

WHITE EARTH TRIBAL AND COMMUNITY  COLLEGE  

The purpose of the Marketing Plan 2017-2019  was to support the college mission by enhancing public 

awareness of WETCC through multi-faceted media approaches and/or promotional items that will 

increase student enrollment. 

When assessing the marketing plan for achievement, we would have to incur that the marketing 

efforts did enhance the public awareness of WETCC and did increase student enrollment: 

 

The marketing plan overall listed many good objectives and goals that brought awareness of the college 

and strengthening the brand and image of the college.  The college’s marketing efforts consist of 

setting a good, unified public relations impression to community members and potential students by 

interacting and attending events throughout the community, developed Policies 410.01 and 410.04  

that created a systematic process for Logo use and marketing materials, and increased digital marketing 

by improving the college website and posting on social medias.   

Also, for the future marketing plan, we will need to ensure that goals and objectives that are in SMART 

format so they can be measured for achievements.   

PURPOSE OF THE MARKETING PLAN  

The purpose of the WETCC Marketing Plan is to support the college mission by enhancing public 

awareness of WETCC and advertising for recruitment of the College’s programs.  This plan is designed 

to work in conjunction with the Strategic Management Plan to ultimately increase enrollment.  The 
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plan seeks to increase awareness of WETCC and overall visibility of the College as we reinforce 

branding and image. 

The success of any marketing plan depends upon many factors, so flexibility, innovation, and 

adaptability will also be key factors of the Marketing Plan.  Adjustments will be made as needed 

whether it be due to internal or external factors.     

White Earth Tribal and Community College is “Your Community, Your College, and Your Future,” by 

utilizing strategic marketing communications, we will build awareness about the important role we 

play within the community and expand our student enrollment to be able to continue to expand 

programs and increase overall financial stability of the WETCC.  

Due to the lack of a consistent marketing campaign in the past, White Earth Tribal and Community 

College will be like starting fresh. Recent feedback in our local community indicate that even people 

who live right here in the small town of Mahnomen don’t even know they can take classes at the 

College.  

Three key messages have been identified: 

1) WHY WETCC is convenient (cost, location, and low faculty-student ratio)  

2) HOW we are a part of the community 

3) HOW students benefit 

A number of initiatives have been identified to help strengthen White Earth Tribal and Community 

College which historically has relied upon grants to cover expenses.  In 2016 a new Strategic Plan was 

completed identifying five top priority areas: 

1. Identify and implement fundraising priorities 

1.a. Increase external funding 

1.b. Prioritize fundraising efforts 

1.c. Advance marketing efforts 

2. Create culturally relevant campus-wide assessment and evaluation 

2.a. Embed institutional/learner outcomes across campus 

2.b. Incorporate existing data into institutional planning 

3. Strengthen institutional policies and procedures 

3.a. Develop polies and policy based procedures college-wide 

3.b. Implement policy based procedures college-wide 

4. Enrich and expand college capacity 

4.a. Increase Anishinaabe culture on campus 

4.b. Increase academic programming 

4.c. Develop non-academic programming 

4.d. Enhance community outreach 

5. Increase student success and engagement 

5.a. Enhance relationship building opportunities with students 

5.b. Increase student graduation rates 
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Marketing has been identified as one of the priorities (Priority 1.c.) and have included the following 

steps outlined for the 2017 calendar year: 

Consistent with the Student Enrollment Management Plan (SEMP), this marketing plan is to increase 

full-time student enrollment by 5% for academic year 2017-2018 and an additional 5% for academic 

year 2018-2019.  Baseline number is the new enrollment of 2016-2017 academic year = 99.   

Academic rigor is critical to the growth and success of White Earth Tribal and Community College.  If 

our graduating students go out into the workforce and are perceived as having the necessary 

knowledge, skills and abilities to perform their jobs and practice our Anishinaabe culture, values, and 

traditions in the community then we have accomplished our mission.  While Faculty and Student 

Services focus on academics and student retention, Marketing will focus on recruitment efforts 

through community awareness and advertising.   

 

GOALS AND OBJECTIVES 

GOAL:  STRENGTHEN OVERALL MARKETING EFFORTS 

Implementation Steps Time Frame Outcome 

1. Branding 12/31/2016 A consistent look was established and then 
written standards established for all personnel 
when using the official logo. Variations of the 
logo were no longer allowed.  

Results:   

To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 WETCC Established policy #410.04-Use of the 
WETCC logo.  This policy outlines the steps for 
communications when using the WETCC 
official logo. 

What did we learn from this 
objective? 

 

 By creating a policy and enforcing the policy, 
the branding was strengthened as the logo and 
marketing materials were all streamlined 
through one person. Prior to this, there were 
variations of the logo used for different 
purposes resulting in multiple variations. The 
consistent use of one official logo 
strengthened the branding efforts.  

What should we do in the future 
to better improve outcomes? 

 

 Look at annually updating the policy to ensure 
we stay on track. The creation of the policy 
and enforcement of the policy was successful 
in accomplishing this goal. 

2. Internal and external signage 
updated 

01/31/2017 Prominent internal and external signage will be 
visitor friendly 

Results:   
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To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 Facilities installed internal signage within the 
college to assist visitors in finding locations.  

What did we learn from this 
objective? 

 

 This gives informational and directional 
information guidance. 

What should we do in the future 
to better improve outcomes? 

 

 The Facilities department should review all 
signage annually as a part of their routine 
maintenance to ensure everything is up-to-
date and currently continually update signage 
when needed 

3. Create media kit 02/28/2017 Media kit will assist internal staff in marketing 
efforts to external users 

Results:   

To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 No media kit was established. There were so 
many improvements at this time that the 
creation of a media kit was no longer a 
priority. The improvements made in branding 
and the creation of so many policies in 
addition to new electronic storage spaces 
where information can be shared put this goal 
on the back burner.  

What did we learn from this 
objective? 

 

 N/A 

What should we do in the future 
to better improve outcomes? 

 

 Analyze whether a media kit is necessary 
today? The creation of a standardized folder of 
information would be helpful for new 
employees.  

4. Create tri-fold brochures 12/31/2016 Up-to-date brochures with consistent logo and 
branding 

Results:   

To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 Various brochures were created during this 
period of time. Marketing and Student 
Services worked together on different layouts 
and content for the brochures.  

What did we learn from this 
objective? 

 

 The brochures were beneficial for recruitment 
and strengthening the college’s image in the 
broader community.  
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What should we do in the future 
to better improve outcomes? 

 

 Continue to up-date brochures as needed, 
should be completed on no less than an 
annual basis.  

5. Create poster with prospect 
cards 

01/31/2017 Poster to be visible in multiple public locations 

Results:   

To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 We did not create a poster with prospect 
cards.  

What did we learn from this 
objective? 

 

 N/A 

What should we do in the future 
to better improve outcomes? 

 

 While other marketing materials were created 
and utilized, we did not do a poster with 
prospect cards. Could analyze this again and 
see if it should be a new goal or not.  

6. Public relations via radio and 
newspaper 

Ongoing At least 50 radio and newspaper encounters 
will occur by 12/31/2017 to promote a positive 
image of WETCC 

Results:   

To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 It is difficult to analyze the extent of the radio 
and newspaper encounters because a concrete 
tracking mechanism was not in place. 
However, it is estimated there probably were 
50 done as we did weekly radio spots with the 
local radio station, TV ads were created in the 
Detroit Lakes area and newspaper ads were 
done in Mahnomen, Detroit Lakes, and Tribal 
areas.  

What did we learn from this 
objective? 

 

 Adequate documentation needs to be 
maintained to ensure we have appropriate 
tracking of goal accomplishments.  

What should we do in the future 
to better improve outcomes? 

 

 Keep better track of outcomes. Create a 
database to track the advertising efforts.  

7. Website updated 01/31/2017 

Ongoing 

Website will be user friendly with calendar of 
events and ongoing up-to-date information 

Results:   
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To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 The website was completely overhauled in 
2017, however, “user friendly” is not specific 
enough to adequately know what is being 
measured as an outcome. 

What did we learn from this 
objective? 

 

 While the website was overhauled, without 
the use of SMART goals and objectives, the 
extent of the goal being accomplished cannot 
be measured.  

What should we do in the future 
to better improve outcomes? 

 

 Use the S.M.A.R.T. format for all goal setting. 

8.  Social media presence 01/31/2017 At least 2 social media posts will be done 
weekly to assist in reaching the broader 
community 

Results:   

To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 Events and happenings were regularly put out 
on Facebook, estimating approximately 2/3 
posts per week  

What did we learn from this 
objective? 

 

 This is very similar to the public relations, goal 
#6 where the outcomes are not measurable.  

What should we do in the future 
to better improve outcomes? 

 

 It would be helpful to printout the Facebook 
analytics on a weekly basis so appropriate 
measurement tools and results can be tracked 
accordingly.  

9. Direct Mail 03/31/2017 

07/31/2017 

Two direct mail pieces will be done by 
12/31/2017  

Results:   

To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 No direct mail pieces were accomplished 
during this period.  

What did we learn from this 
objective? 

 

 Staffing changes and changing of priorities 
within the college did not result in this goal 
being accomplished. However, we did have 6 
front page articles in the Anishinaabeg Today 
which goes out to every household on the 
Reservation and is mailed out to Tribal 
members throughout the US.  
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What should we do in the future 
to better improve outcomes? 

 

 A file should be created to keep track of all 
marketing efforts.  

10. Logo’d items 01/31/2017 Logo’d items will be available for sale to the 
public via the bookstore 

Results:   

To what extent was this 
objective accomplished OR why 
was it not accomplished? 

 

 Logoed items are available in the bookstore 
for purchase by the public. In the creation of 
multiple policies, a policy was also created 
that all clothing items need to be purchased 
through the bookstore to help support the 
consistent use of branding.  

What did we learn from this 
objective? 

 

 While changing everyone’s “norm” was not 
easy, we have now come to accept the change 
and it is a normal part of our day-to-day 
functions.  

What should we do in the future 
to better improve outcomes? 

 

 Continue to make items available for purchase 
by the public to create awareness of the 
college. 

 

 

Our goal will be to create awareness of WETCC and dispel myths to attract attention and create an 

interest in WETCC by advertising WHY we are an excellent postsecondary option for the broader 

community.  We will also expand upon the key message “Your Community, Your College, Your Future” 

which has only been displayed on billboards now.  This will be accomplished by creating a presence and 

increasing visibility throughout the community with the following activities: 

Activities Steps 

20th Anniversary 2017 marks the 20th anniversary for WETCC, throughout the summer 
months WETCC will be active in the community announcing the 20th 
year, in the fall before the new semester starts a community event will 
be held. The 20th anniversary will be highlighted beginning April, 2017 
and go through August, 2017.  We will attend community events 
throughout the summer with Anniversary Cake featured and use “20th 
Anniversary” on advertising materials. 

Results:  

To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

Stickers were ordered and all out-going mail highlighted our 20th 
anniversary.  Student Services recruitment efforts included floats with 
a “birthday” cake and banners highlighting the anniversary. No 
community event was held to celebrate the anniversary, because all 
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efforts were re-directed towards the HLC Focused Visit that was 
scheduled.  

What did we learn from 
this objective? 

 

While it was important to celebrate our 20th anniversary, it was really 
more important that we maintain our accreditation. Goals will change 
with priorities of the organization as needed.  

What should we do in the 
future to better improve 
outcomes? 

 

We can strive for more celebrations in general as these create exciting 
about the college. The 25th anniversary will be in 2022.  

Television Ads In conjunction with Leighton Broadcasting, short (approximately 2-min) 
videos will be broadcasted on cable channel 3 through the months of 
March, April and May, 2017. Videos will feature staff and students 
telling their stories about their journeys at WETCC.  

Results:  

To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

This goal was accomplished with staff and students participating in the 
advertising videos. The videos were ultimately aired on TV3. The 
videos were also shared on the college website and are still 
maintained on the college YouTube channel.  

What did we learn from 
this objective? 

 

A survey was conducted of students the fall semester after the TV3 
ads were created. None of the new students who entered seen any of 
the ads on television.  

What should we do in the 
future to better improve 
outcomes? 

 

The television ads were an experiment to see if they would be 
beneficial. The quality was not stellar, and the television channel 
chosen is not widely viewed by people in this community, however 
the cost was not extensive. While it was a good trial, the action would 
have to be analyzed more if we were going to pursue this again.  

Newspaper Ads Six front page articles will be featured in the Anishinaabeg Today. In 
addition, pictures and short articles will appear monthly.   Press releases 
will be sent to area news outlets announcing current events.  

Results:  

To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

This was accomplished. For six consecutive months the college was 
featured on the front page of the Anishinaabeg Today.  Additional 
pictures, advertisements and articles were also included.  

What did we learn from 
this objective? 

 

The evidence of completion is not easy to find after accomplishments 
are complete.  
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What should we do in the 
future to better improve 
outcomes? 

 

Keep better track of outcomes. A file should be created to document 
all advertising on an on-going basis.  

Promo Items New promotional items will be ordered for recruitment and advertising, 
primarily booths at local events, job fairs, etc.  

Results:  

To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

New promotional items were ordered like pens, buttons, hand 
sanitizer, post-it notes, and more.  

What did we learn from 
this objective? 

 

This goal is not in SMART format.  There are no measurement of the 
outcomes To use SMART format on goals and objectives.  In addition, 
tracking was not in place to actually be able to identify what items 
were actually added.  

What should we do in the 
future to better improve 
outcomes? 

 

Use SMART format on outcomes and create better tacking of the 
results.  

Printed Materials Recruitment materials will be reformatted and reprinted in a 
professional looking image including brochures, flyers, posters and 
handouts 

Results:  

To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

Materials were reviewed and updated. In many cases, staff were 
making copies of copies and then distributing unprofessional looking 
materials. The Development Director assisted in updating the 
materials to ensure the college was professionally represented.  

What did we learn from 
this objective? 

 

Again, there is a lack of tracking with the outcomes of this goal.  

What should we do in the 
future to better improve 
outcomes? 

 

Implement better tracking mechanisms to ensure we can properly 
document our successes.  

Billboards The -Your Community -Your College -Your Future billboards will 
continue 

Results:  
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To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

The billboards were in place throughout 2017 and into 2018.  

What did we learn from 
this objective? 

 

A lack of documentation to evidence these results is missing.  

What should we do in the 
future to better improve 
outcomes? 

 

Keep better track of outcomes. 

Radio Ads Leighton Broadcasting will be used to create some professional radio 
ads that can be aired on the local radio stations.  Press releases will also 
be sent to area radio outlets announcing current events. 

Results:  

To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

Leighton Broadcasting created some professional radio ads that were 
aired on various radio stations within the target market area of the 
college.  

What did we learn from 
this objective? 

 

The only tracking mechanism in place was the student survey 
conducted at the fall orientation session. There is a need to better 
identify how many ads were placed and if we received any results 
from those ads.  

What should we do in the 
future to better improve 
outcomes? 

 

The goal is not stated in SMART format and a tracking mechanism 
would have to rely upon the financial statements for the ads that 
were completed. We need a centralized location to better document 
results. 

Social Media Social media is broadly used in our community; this is an excellent 
opportunity for us to engage people by providing information and 
creating excitement about WETCC.  Social media posts will be frequent 
to keep us at the forefront of considerations 

Results: Social media was a strong marketing tool during this period.  

To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

Posting on Social media creates awareness of the college.  However, 
this goal is not in SMART format and is therefore hard to actually 
measure the results.  
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What did we learn from 
this objective? 

 

To use SMART format on goals and objectives. A lack of 
documentation makes a properly analyzation difficult.  

What should we do in the 
future to better improve 
outcomes? 

 

In addition, the analytical tools included in social media platforms 
should be tracked, reviewed, and maintained in a file to properly 
document results and what we learn along the way. 

Recruitment Continue presentations with area employers, trade shows, and local job 
fairs 

Results: 

 

 

To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

Presentations with area employers, trade shows, and local events 
were completed during this time.  

What did we learn from 
this objective? 

 

A tracking mechanism was not in place to properly identify exactly 
how many of these events were attended or if they produced 
successful results.  

What should we do in the 
future to better improve 
outcomes? 

 

As referenced in multiple areas, SMART format would be helpful along 
with tracking mechanisms so we can better analyze the results of 
efforts.  

Outreach Student Services will continue outreach and recruitment efforts with 
area employers and attend local tradeshows, job fairs and community 
events 

Results:  

To what extent was this 
objective accomplished OR 
why was it not 
accomplished? 

 

This was accomplished. The College participated in many events.  

What did we learn from 
this objective? 

 

The tasks were added to a position description to ensure they will 
continue into the future.  

What should we do in the 
future to better improve 
outcomes? 

Tracking mechanisms are also lacking in this area.  
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Effectiveness of marketing efforts will be measured primarily by new students entering college, a 

survey will be developed to determine what attracted them to WETCC and what advertising methods 

were effective such as: 

 [ ] Radio 

 [ ] Television 

 [ ] Newspaper _____ (name) 

 [ ] Social Media 

 [ ] Referral from ________ (current students, alumni, family) 

 

A survey was completed of students in the Fall orientation semester.  The results of the data were 

not tracked.  We will need to keep a better tracking system for the results of the data. 

 

 

 

 

Additionally we will monitor the number of advertisements in newspapers, radio stations and 

television ads. 

Track website traffic & social media 

Track newspaper clippings 

Logging correspondence with stakeholders 

Logging events attended 

 

Results:  Some of the items were tracked and we will need to implement a better systems to track 

the data. 
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