
Best Practices in 
Media Outreach 

Build Support for 
CTE & CTSOs 



Session Objectives 

• Identify the key benefits and challenges of 
engaging others in your Career Education 
program. 

•Differentiate between traditional and social 
media outreach 

• Explore resources available to guide the 
creation and implementation of an effective 
career education engagement/outreach plan 

• Share best practices for engagement and 
media outreach 



Why Engage Stakeholders? 

•Program Understanding 

•Recruitment 

•Expertise 

•Advocacy 

•Resources 

•Equipment 

•Funding 
 

 

 



Challenges  

•Time (yours and theirs) 

•Competition 

•Changing marketplace 

•Bombardment of messages 

•Average of $895 per year per 
capita spent on advertising 
(for profits) 

 
 



Stakeholders want/demand…  

•Skilled workforce 

•Current technology 

•Equipment & technology in the 
classroom 

•Productivity technology skills, not 
gaming, social media, texting abilities 

 



World Class Career Technical 
Education (CTE) Talking Points 

1. CTE is critical to ensuring that the U.S. leads 
in global competitiveness 

2. CTE prepares students to succeed in further 
education & careers 

3. CTE is a results-driven system that 
demonstrates a positive return on 
investment 

 



World Class Career Technical 
Education (CTE) Talking Points 

4. CTE actively partners with employers 
to design & provide high-quality, 
dynamic programs 

5. CTE is delivered through 
comprehensive Programs of Study 
aligned to the Career Clusters 
Framework 



Marketing CTE 
Answer the “So What?” Questions 

• Create Awareness – be a CTE advocate 
everywhere you go, giving a consistent, 
focused message! 

• Features – be prepared to share actual 
examples that give CTE an “edge.” 

• Benefits – tell how CTE improves students’ lives 
(college and career readiness). 

• Value-Added – tell how CTE enhances your 
school, community, and state. 

 



Marketing CTE 
Answer the “So What?” Questions 

• Brand Promise – focus on a reputation of high 
performance workers and entrepreneurs 
(quality, service, image). 

• Word of Mouth – build an arsenal of high-
impact testimonials from respected people 
and organizations. 

• Image Projection – visualize the desired 
image for you and your CTE program(s), then 
live it!  

 





Media Outreach  & Brand Promise 

•Brand promise – the expected 
tangible benefit that creates 
desire for a product or service.  

•Can be explicitly articulated  

•Can be subtle delivery of a 
brand experience 

•Good only if it’s kept! 



To Motivate Stakeholders (Customers)  
a Brand Promise Must 

•Convey a compelling benefit 

•Be authentic & credible 

•Must reflect customers’ feelings 

•Be short, simple, to the point 

•Be kept, every time, despite 
challenges & obstacles 

 



Examples 

•Apple - You can own the 
coolest, easiest-to-use 
cutting-edge computers 
and electronics 

•FedEx - Your package will 
get there overnight. 
Guaranteed. 
 



CTE Brand Promise 
(NASDCTEc) 

•Continually improve the relevance & 
value of a student’s educational 
experience. 

•Prepare students for success in both 
careers & college by employing career 
clusters & their curriculum framework, 
to ensure contextual learning & 
academic standards that reflect the 
goals & interests of all learners 

 



CTE Brand Promise 
(NASDCTEc) 

•Provide American business & industry with a 
highly skilled, sustainable workforce 

•Provide dynamic, innovative leadership for 
the nation’s educational systems 

•Serve as a strategic partner with secondary 
& postsecondary educators, business and 
industry to strengthen America’s 
competitive position in the global economy 



http://ncenebraska.org/
https://www.facebook.com/NebraskaCareerStudentOrganizations?hc_location=timeline




Banner Stands 



Rack Cards 



Rack Cards 













SkillsUSA: Working to Ensure America Has a 
Skilled Workforce 

http://nelovesps.org/watchnow?TN=PROJECT-20120514050439 

http://nelovesps.org/watchnow?TN=PROJECT-20120514050439

