
INSTITUTIONAL	  COMMUNICATIONS	  
April	  3,	  2018	  Report	  to	  the	  SMC	  Board	  of	  Trustees	  
Covering	  Community	  &	  Academic	  Relations,	  Marketing,	  	  

Web	  &	  Social	  Media,	  and	  Public	  Information	  

COMMUNITY	  &	  ACADEMIC	  RELATIONS:	  	  CONNECTED	  CAMPUS.	  CONNECTED	  COMMUNITY.	  

Community	  and	  Academic	  Relations.	  Community	  and	  Academic	  Relations	  works	  closely	  with	  marketing,	  
web	   and	   social	   media,	   the	   public	   information	   office,	   community	   relations,	   and	   other	   institutional	  
advancement	   functions.	   Externally,	   the	   department	  works	   to	   achieve	   public	   awareness	   of	   the	   college	  
and	  its	  programs,	  to	  promote	  community	  engagement,	  and	  to	  increase	  community	  support.	  	  

Community	  Relations.	   This	   area	   coordinates	   the	  programs	  and	  activities	  of	   the	   Santa	  Monica	  College	  
Associates,	   a	   dues-‐paying	   membership	   group	   that	   sponsors	   one-‐of-‐a-‐kind	   special	   events,	   and	   offers	  
ongoing	  speaker	  series	  events	  to	  enhance	  the	  academic	  experience;	  it	  also	  guides	  the	  General	  Advisory	  
Board	  in	  conducting	  its	  meetings	  throughout	  the	  year	  and	  interacts	  with	  other	  community	  stakeholders.	  
This	  department	  sponsors	  a	  significant	  number	  of	  special	  events,	  programs	  and	  lectures	  each	  semester.	  
Approximately	  40	  lectures	  and	  classroom	  demonstrations	  have	  taken	  place	  so	  far	  this	  academic	  year.	  

Academic	   Relations.	   This	   area	   coordinates	   various	   community	   interests	   and	   agencies	   with	   the	   on-‐
campus	  academic	  community	  at	  SMC	  in	  the	  following	  ways.	  

● Supported	  Enrollment	  Development	  in	  the	  promotion	  of	  enrollment	  campaigns	  and	  enrollment
generating	   outreach	   activities	   in	   the	   community.	   A	   comprehensive	   listing	   of	   collaborations	   is
provided	  in	  the	  following	  pages.

● Supported	  the	  Public	  Policy	  Institute	  with	  fall	  and	  spring	  symposiums.
● Collaborated	   with	   the	   Office	   of	   Community	   and	   Alumni	   Relations	   to	   put	   on	   campus	   events,

create	  shared	  publications,	  and	  promote	  alumni	  messaging	  to	  the	  campus	  community.
● Worked	  with	  the	  SMC	  Foundation	  and	  shared	  programming.
● Coordinated	   multiple	   campus	   events,	   including	   the	   Retirement	   and	   Recognition	   event,	   the

annual	  Holiday	  Gratitude	  Lunch,	  and	  Celebrate	  America.

New	  this	  year	  has	  been	  greater	  engagement	  with	  Career	  Education	  and	  specifically	  the	  marketing	  and	  
promotion	  of	  programs	  such	  as	  the	  Interaction	  Design	  (IXD)	  Bachelor's	  degree	  program.	  By	  collaborating	  
with	  these	  stakeholders	  the	  marketing	  department	  remains	  the	  central	  conduit	  for	  executing	  the	  brand	  
messaging	   for	   the	   college.	   Funding	   resources	   can	   be	   shared	   for	   the	   common	   benefit	   of	   improving	  
messaging	  to	  prospective	  students	  to	  reach	  shared	  enrollment	  and	  retention	  targets.	  

New	  also	  this	  year,	  for	  summer	  2018,	  the	  creation	  of	  the	  Media	  and	  Tech	  Summer	  Experience	  targeted	  
rising	  9th	  through	  12th	  graders	  to	  be	  hosted	  at	  the	  Center	  for	  Media	  and	  Design	  campus.	  The	  summer	  
experience	  will	   include	  high	  school	  students	  enrolling	   in	  up	   to	   two	  college	  classes	   from	  various	  media	  
and	  technology	  focused	  options.	  Additionally,	  an	  optional	  career	  exploration	  experience	  will	  be	  offered	  
on	  Fridays	  to	  link	  students	  with	  local	   industry	  leaders	  so	  students	  can	  explore	  future	  career	  paths	  that	  
align	  with	  their	  interests.	  	  	  
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MARKETING	  

Marketing	   has	   been	   a	  mainstay	   of	   the	   college	   in	   sustaining	   public	   confidence	   in	   the	   college,	  meeting	  
enrollment	   targets,	   garnering	   public	   support	   for	   college	   initiatives,	   and	   attracting	   a	   highly	   qualified	  
workforce.	   The	   College	   continues	  with	   comprehensive	  multichannel	   ad	   campaigns	   for	   each	   of	   its	   fall,	  
spring,	  and	  summer	  semesters.	  SMC	  continues	  to	  press	  its	  brand	  advantage	  as	  the	  number	  one	  transfer	  
college	   in	   the	   state	   using	   the	   messaging	   mediums	   of	   broadcast	   radio	   and	   their	   associated	   digital	  
properties,	  outdoor	  transit	  posters,	  and	  select	   local	  publications.	  Working	  with	  the	  broadcast	  stations	  
expanded	   digital	   opportunities,	   station	   radio	   promotions	   now	   coordinate	   their	   varying	   social	   media	  
platforms,	  website,	   text,	  mobile	  and	   station	  opt-‐in	  email	   campaigns	   to	  extend	  SMC’s	   radio	  messaging	  
into	  a	  full	  comprehensive	  multimedia	  program	  reaching	  local	  audiences	  on	  multiple	  planes	  and	  allowing	  
for	  even	  more	  targeted	  messaging.	  

The	  advertising	  and	  marketing	  has	  led	  to	  SMC’s	  27th	  consecutive	  year	  as	  number	  one	  in	  transfers	  to	  the	  
UC	   system	   as	  well	   as	   continuing	   as	   number	   one	   to	  UCLA,	   USC,	   and	   Loyola	  Marymount	  University—a	  
remarkable	  accomplishment.	  	  	  

Strong	  and	  frequent	  advertising	  continues	  to	  keep	  SMC	  top	  of	  mind	  with	  local	  residents	  as	  a	  preferred	  
choice	   for	   higher	   education.	   A	   recent	   study	   conducted	   by	   the	   California	   Community	   Colleges	  
Chancellor's	   Office	   showed	   SMC	   leading	   the	   state	   in	   “local	   participation”,	   a	   measure	   of	   how	   well	   a	  
community	   college	   serves	   its	   local	   residents.	   In	   a	   local	   survey	   of	   District	   voters,	   55	   percent	   of	   Santa	  
Monica	  and	  Malibu	  residents	  also	  reported	  that	  they	  or	  members	  of	  their	  family	  have	  attended	  SMC;	  12	  
percent	  of	  those	  under	  age	  39	  reported	  that	  they	  are	  currently	  enrolled	  at	  SMC.	  

Data	   recently	   presented	   at	   a	   joint	   SMC-‐SMMUSD	   board	   meeting	   showed	   that	   about	   half	   of	   Santa	  
Monica	  High	   School	   students	   attend	   SMC,	   including	   about	   10	   percent	   of	   the	   high	   school	  who	   attend	  
SMC	   through	   its	   dual	   or	   concurrent	   enrollment	   programs	   before	   graduation	   and	   another	   40	   percent	  
who	  attend	  either	  immediately	  after	  or	  within	  a	  few	  years	  of	  graduation.	  According	  to	  SMC	  enrollment	  
data,	  27,000	  Santa	  Monica	  and	  Malibu	  residents	  (an	  unduplicated	  count)	  have	  taken	  classes	  at	  SMC	  over	  
the	  past	  decade,	  each	  enrolling	  for	  an	  average	  of	  five	  semesters.	  

SMC	  Marketing	  also	  recently	  launched	  an	  awareness	  campaign	  for	  the	  new	  Bachelor’s	  Degree	  program	  
in	  Interaction	  Design.	  Using	  primarily	  an	  outdoor	  Big	  Blue	  bus	  campaign	  and	  local	  ads,	  the	  campaign	  is	  

designed	  to	  build	  awareness	  and	  attract	  students	  
to	  the	  new	  program	  while	  also	  serving	  to	  project	  
SMC’s	   image	   as	   a	   leader	   and	   innovator	   in	  
affordable	  higher	  education.	  	  

SMC	  Marketing	   continues	   to	   produce	   marketing	  
materials	   to	   support	   enrollment	   growth,	   student	  
success,	   community	   relations,	   and	   college	  
initiatives	  through	  various	  channels—print,	  radio,	  
transit	  and	  print	  advertisements,	  web,	  and	  social	  
media.	   We	   annually	   prepare	   a	   total	   of	   14	  
schedule	   of	   classes	   for	   print	   and	   online	  
publications,	   featuring	   course	   offerings	   and	  
programs	  for	  credit	  classes,	  Emeritus,	  Community	  
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Education,	   and	   SMC	   Extension.	   We	   assist	   the	   internal	   college	   community	   in	   designing	   materials	   to	  
promote	   student	   success	   programs,	   including	   the	   annual	   SMC	   Catalog	   to	   provide	   information	   of	  
academic	   programs,	   student	   services,	   general	   requirements	   and	   procedures	   for	   prospective	   and	  
enrolled	   students.	  We	   create	  promotional	  materials	   for	   special	   events,	   lectures,	   and	  performances	   to	  
support	   The	   Broad	   Stage,	   SMC	   Associates,	   SMC	   General	   Advisory	   Board,	   SMC	   Foundation,	   Classified	  
Professional	  Development	  Committee,	  and	  Academic	  Departments.	  In	  the	  fall	  and	  spring	  semester,	  we	  
publish	  the	  SMC	  Campus	  Events	  brochures,	  which	  are	  distributed	  to	  our	  neighboring	  communities	  and	  
constituents	  to	  inform	  them	  about	  upcoming	  public	  events	  at	  SMC.	  

With	   the	   supervision	   from	   the	   Senior	   Director	   of	   Government	   Relations	   and	   Institutional	  
Communication	  and	  a	  team	  of	  three	  designers	  and	  the	  marketing	  design	  analyst,	  we	  produce	  over	  500	  
projects	   throughout	   the	   year	   ranging	   from	   simple	   to	   complex	   campaigns	   in	   all	   types	   of	  medium	   and	  
media.	  We	  work	  closely	  with	  the	  Web	  &	  Social	  Media	  and	  Academic	  &	  Community	  Relations	  teams,	  the	  
Public	  Information	  Officer,	  and	  consultants	  in	  developing	  consistent	  messaging,	  accuracy	  of	  information,	  
and	  brand	  for	  the	  College.	  

National	   and	   State	  Awards.	   SMC	   has	  won	   from	   these	   organizations	  
recently	   from	   the	  National	   Council	   for	  Marketing	  &	   Public	   Relations	  
(NCMPR)	   and	   the	   Community	   College	   Public	   Relations	   Organization	  
(CCPRO).	  
2018	  

• 1st	  Place,	  Instagram	  (NCMPR	  Paragon)
2017

• 1st	  Place,	  Online	  Newsletter	  “SMC	  in	  Focus”	  (CCPRO)
• 1st	  Place,	  Social	  Media	  Management	  (CCPRO)
• 1st	  Place,	  Photography	  (CCPRO)
• 1st	  Place,	  Folder	  (CCPRO)
• 1st	  Place,	  Commencement	  Program	  (CCPRO)
• 2nd	  Place,	  Folder	  (NCMPR	  Paragon)
• 3rd	  Place,	  “SMC	  in	  Focus”	  (NCMPR)

WEB/SOCIAL	  MEDIA	  

Web	  and	  Social	  Media.	  The	  Web	  and	  Social	  Media	  Office	  is	  part	  of	  the	  collaborative	  communication	  hub	  
for	  Santa	  Monica	  College,	  as	  part	  of	  efforts	  to	  present	  a	  consistent	  and	  cohesive	  institutional	  voice	  for	  
the	   campus.	   This	   includes	  marketing	   engaging,	   fresh,	   and	   relevant	   materials	   on	   the	   college	   website,	  
social	  media,	  and	  digital	  marketing	  channels.	  The	  office	  works	  with	  Marketing,	  Public	  Information	  Office,	  
and	   Community	   and	   Academic	   Relations	   to	   strategize	   and	   generate	   content.	   This	   two-‐person	   office	  
relies	  collaborations	  as	  well	  as	  the	  support	  of	  student	  workers	  to	  assist	  in	  social	  media	  content,	  videos,	  
profiles,	  and	  website	  content	  efforts.	  	  

This	  March,	  SMC	  won	  a	  Gold	  Paragon	  Award	  for	   Instagram	  from	  the	  National	  Council	   for	  Marketing	  &	  
Public	  Relations.	  There	  were	  over	  1,400	  entries	  from	  over	  240	  community	  and	  technical	  colleges	   in	  all	  
the	  various	  categories.	  A	  big	  thank	  you	  to	  our	  sister	  offices	  and	  student	  worker	  	  efforts	  in	  social	  media,	  
photography,	   video,	   and	   content.	   It	   is	   an	  honor	   to	   represent	   SMC	  and	   showcase	   the	   amazing	   college	  
through	  the	  Instagram	  channel.	  	  
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The	  Web	   and	   Social	   Media	   Office	   is	   an	   advocate	   for	   accessibility	   to	   ensure	   compliance	   with	   federal	  
Section	  508	  standards,	  which	  mandates	  that	  all	  digital	  communications	  be	  accessible.	  Accessibility	   is	  a	  
key	  component	  of	  how	  content	  is	  structured	  and	  communicated	  for	  the	  college.	  The	  office	  continues	  to	  
ensure	  compliance	  through	  trainings	  and	  updating	  formatting	  of	  content.	  

Website:	  After	  a	  basic	  student-‐focused	  redesign	  of	  the	  SMC	  website,	  the	  website	  saw	  2,295,800	  users	  
and	   20,065,445	   page	   views	   this	   past	   year.	   About	   63	   percent	   of	   users	   access	   the	   website	   on	   their	  
desktop,	  34	  percent	  on	  a	  mobile	  phone,	  and	  3	  percent	  on	  a	  tablet.	  At	  any	  given	  time,	  there	  are	  about	  
150	  to	  200	  real-‐time	  users	  on	  the	  website.	  Currently,	  the	  office	  is	  looking	  into	  web	  content	  management	  
options	   to	   identify	   tools	  with	  more	   flexibility	   that	  allows	   for	  greater	  student-‐focused	  engagement	  and	  
easier	  accessibility	  compliance.	  	  

Social	  Media:	  The	  college’s	  social	  media	  presence	  continues	  to	  grow	  and	  expand,	  as	  efforts	  are	  focused	  
on	  mostly	  Instagram	  to	  engage	  students	  and	  promote	  classes	  and	  campus	  events.	  Statistics	  at	  a	  glance:	  
58,289	   LinkedIn	   followers,	   29,320	   Facebook	   followers,	   10,000	   Twitter	   followers,	   5,164	   Instagram	  
followers,	  and	  1,386	  Snapchat	  followers.	  	  

PUBLIC	  INFORMATION	  OFFICE	  

The	  Santa	  Monica	  College	  Public	  Information	  Office	  (PIO)	  oversees	  the	  college’s	  media	  relations	  efforts	  
and	   is	   the	   key	   facilitator	   and	   “institutional	   voice”	   of	   internal	   and	   external	   communications	   for	   the	  
Superintendent/President	   and	   for	   the	   college	  overall.	   In	   recent	   years,	   the	  Public	   Information	  Officer’s	  
role	  has	  expanded	  to	  include	  editorial	  and	  strategic	  creative	  oversight	  as	  well	  as	  content	  production	  for	  
marketing	   communications,	   encompassing	  print,	   video,	   and	  digital/email	  marketing	   campaigns	   tied	   to	  
enrollment,	  community	  engagement,	  and	  brand-‐building	  outcomes.	  

In	  2017-‐2018,	  more	  than	  190	  news	  releases	  were	  distributed	  by	  the	  PIO	  to	  local,	  regional,	  national	  and	  
international	  media	  outlets	  as	  well	  as	  specialty	  publications.	  News	  and	  feature	  stories	  relating	  to	  SMC	  
students/alumni	   and	   faculty,	   instructional	   programs,	   events,	   and	  major	   institutional	   accomplishments	  
were	  reproduced	  or	  featured	  in	  one	  or	  more	  of	  the	  following:	  Santa	  Monica	  Daily	  Press,	  Santa	  Monica	  
Mirror,	   Santa	   Monica	   Lookout,	   Santa	   Monica	   Observer,	   The	   Argonaut,	   Santa	   Monica	   Patch,	   La	  
Opinión,	  Telemundo,	   Los	  Angeles	   Sentinel,	  Community	   College	  Daily,	  Christian	   Science	  Monitor,	   Los	  
Angeles	  Daily	  News,	  and	  the	  Malibu	  Times,	  among	  others.	  The	  PIO	  regularly	  makes	  targeted	  pitches—
proposing	   relevant	   stories	   to	   editors/producers	   whose	   audience	   might	   particularly	   be	   interested	   in	  
them—which	   resulted	   in	   placement	   in	   La	   Opinión,	   Los	   Angeles	   Sentinel,	   KPCC	   (89.3	   FM),	   and	  
Telemundo’s	   Daytime	   Emmy-‐winning	   Un	   Nuevo	   Día.	   Uninitiated	   by	   the	   PIO,	   SMC-‐related	   news	   and	  
stories	  appeared	   in	  Huffington	  Post,	  Los	  Angeles	  Times,	  Broadway	  World,	  and	  Forbes,	   to	  name	  just	  a	  
few.	  A	   full	   listing	  of	   SMC	  media	   coverage	  may	  be	   found	  under	   the	  “SMC	   in	   the	  News”	   section	  of	   the	  
college’s	  online	  newsroom:	  www.smc.edu/newsroom.	  

SMC	   in	   Focus:	   Santa	   Monica	   College’s	   newsletter	   SMC	   in	   Focus	   has	   evolved	   into	   a	   primary	   email-‐
marketing	  tool	   in	   its	  newsletter	  form	  while	   its	  bi-‐monthly	  microsite	  (www.smc.edu/smcinfocus)	  serves	  
as	   a	   repository	   for	  marketing	   communications.	   Featured	   SMC	   in	   Focus	   stories	   are	   reproduced	   in	   the	  
print	   class	   schedules	   and	   on	   social	   media,	   and,	   additionally,	   are	   often	   reproduced	   in	   external	  media	  
outlets.	   The	   e-‐newsletter’s	   70,000+	   audience	   encompasses	   all	   of	   SMC’s	   audiences:	   employees,	  
community	   members	   and	   members	   of	   SMC-‐affiliated	   boards	   and	   local	   partners,	   donors,	   and	   most	  
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importantly,	  students	  (issues	  are	  customized	  for	  each	  primary	  audience	  group,	  for	  example,	  the	  student	  
version	  will	  often	  include	  enrollment-‐related	  calls-‐to-‐action	  and	  more	  student-‐related	  content).	  

SMC	   in	   Focus	   enjoys	   a	   robust	   open/view	   rate,	   well	   above	   education-‐industry	   newsletter	   standards	  
(education	   industry	   standard	   for	   a	   “successful	   open	   rate”	   is	   23	   percent	   to	   26	   percent	   per	   a	   2012	  
Washington	  University	  study).	  For	  instance,	  the	  latest	  Jan-‐Feb	  2018	  issue	  received	  a	  68.97	  percent	  open	  
rate	  for	  the	  SMC	  Associates	  and	  General	  Advisory	  Board	  audience,	  and	  a	  32.1	  percent	  view	  rate	  for	  the	  
student	  audience.	  

In	   2017,	   SMC	   in	   Focus	   won	   a	   first-‐place	   award	   in	   the	   newsletter	   category	   from	   the	   California	  
Community	   Colleges	   Public	   Relations	   Organization,	   and	   a	  Bronze	   Paragon	   award	   from	   the	  National	  
Council	  for	  Marketing	  and	  Public	  Relations.	  

In	   the	   upcoming	   2018-‐2019	   academic	   year,	   the	   PIO	   plans	   on	   creating—and	   executing—an	   editorial	  
calendar	  for	  more	  deliberate,	  thoughtful,	  and	  integrated	  PR	  and	  marketing	  communications.	  
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