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Year 1 
Launch August 2022

● 5 B.A. degree completion programs: 
anthropology*, economics, interdisciplinary 
studies, interdisciplinary engineering*, and 
information science and data analytics..
*First CSU to offer these online BA programs

● Enroll up to 400 students by fall 2024.

● Support staff embedded across campus 
departments to support the fully online 
student experience.

● Dedicated enrollment counselors with a 
“concierge” approach.

● Outreach will begin with former SJSU 
students (6K) and community colleges.



Career Starters
● Extremely job oriented
● Price-sensitive
● Focused on reaching an ideal career 

position after college in the shortest 
amount of time. 

● Job placement rate and career services are 
key. 

Source: (Haven Ladd, Seth Reynolds, Jeffrey J. Selingo. The Differentiated 
University: Recognizing the Diverse Needs of Today’s Students. The 
Parthenon Group)

Career Accelerators
● Typically older, working adults who want to 

advance their career within their current 
company or industry. 

● Career counseling and placement is key for 
them. 

Who is our target audience? 

https://drive.google.com/file/d/142Ltbbo5Uvgg-vJrDEVnH2qyjJaEJKae/view
https://drive.google.com/file/d/142Ltbbo5Uvgg-vJrDEVnH2qyjJaEJKae/view
https://drive.google.com/file/d/142Ltbbo5Uvgg-vJrDEVnH2qyjJaEJKae/view


Industry Switchers

● Looking to start a career in a different 
field. 

● Often unemployed or in precarious 
financial situations. 

● Place high value on institutions link to 
labor markets.

Academic Wanderers

● Older students who don’t know what they 
want to do, but believe obtaining a degree 
will open doors for them. 

● Likely to be unemployed or have lower 
incomes. 

● Least likely to believe they will complete 
their degree/most at-risk.

Who is our target audience? 



Online Learner Demographics

According to Best Colleges Trends in Online Student Trends Report 
2021 survey, the respondents of the survey (n=1,300):

● Slightly skewed toward predominantly male (53%); female 
(46%); Transgender/Non-conforming (<1%)

● Between the ages of 25 and 44 (61%); 45-54 (18%); >54 (7%)
● Pursuing a bachelor’s degree (29%); Associate’s degree (17%)
● Married or living with a partner (65%); Single (29%)
● A parent (61%)
● White (68%), Black (16%), Hispanic/Latino/a (8%), 

Asain/Pacific Islander/Asian Indian (5%), Native American (2%), 
Other (1%)

● Employed full time (57%), Part-time (9%), Self-employed 
(15%), Homemaker (6%), Unemployed (9%) 

● Enrolled full-time in their courses (78%), Part-time (22%)
● Income level <$25K (11%); $25-49,999K (21%); 

$50-$74,999K (15%); $75-$99,999K (15%); $100K+ (36%)



What Motivates These Students?

Designing messaging that resonates.

(Capranos, D., Dyers, L., Magda, A. J. (2021). Voice of the online 
learner 2021: Amplifying student voices in extraordinary times. 
Louisville, KY: Wiley Education Services.)

● 30% of online learners said achieving personal growth 
was a leading motivator to enroll 

● 26% of learners sought advancement in their current 
profession

● 25% hoped to improve their job prospects
● 25% wanted to secure their first professional job
● 22% wanted a salary increase in a current profession 
● 22% of online learners were looking to switch into a new 

career.  

https://drive.google.com/file/d/14MSuztjoZDXEqwRiP416uRNXjn1tyWW9/view
https://drive.google.com/file/d/14MSuztjoZDXEqwRiP416uRNXjn1tyWW9/view
https://drive.google.com/file/d/14MSuztjoZDXEqwRiP416uRNXjn1tyWW9/view


Marketing & Recruitment Messaging ● Allows for all motivators, a 
mix of personal growth, 
career advancement and 
love of learning.

● Fulfilling a long-awaited 
dream is common among all 
audiences. 

● Appealing to the common 
feeling of uncertainty if they 
can do it. 

● Capitalizes on the SJSU 
“transformation” ranking.

All Personas

OPTION 1

With SJSU Online, you can – and you will. 
(Unlock your potential, achieve your dreams, go far, level up, change 
careers, advance yourself). 

OPTION 2

Login to transform your [blank]
(career / life / future / community / skills / mind / hopes / dreams / goals / 
reality / direction / trajectory / lineage)

OPTION 3

Unlock your career with SJSU Online.



Marketing & Recruitment Messaging

Tone



Marketing & Recruitment Visual Identity



Marketing & Recruitment Visual Identity (cont’d)



Marketing & Recruitment Opportunities

OPPORTUNITY 1

Re-engage previous SJSU students who 
stopped out.

OPPORTUNITY 2

Expand the SJSU brand across California 
(and beyond).

OPPORTUNITY 3

Establish partnerships with community 
colleges and employers.

63% of online learners 
chose a school within 
100 miles of their 
location. 

(Capranos, D., Dyers, L., Magda, A. J. 
(2021). Voice of the online learner
2021: Amplifying student voices in 
extraordinary times. Louisville, KY: 
Wiley Education Services.)



How can we reach these students? 

TACTIC 1

Modern website.

TACTIC 2

Personalized outreach from SJSU.

TACTIC 3

Student perspectives and 
community. 

TACTIC 4

Digital ads and direct mail 
campaigns.



Marketing & Recruitment Tactics

Direct Mail 

Letter and postcard 
mailed

Advertising

Facebook/Instagram
Google Ads

Google Keyword 
Search

Community College 
Geofencing

Website visitor 
retargeting

CRM

Personal 
outreach/calls

Personalized  and 
automated email 
campaigns

Texting

Website 

RFI forms

Landing pages

Event registration

Calls to action

Digital &
Social 
Media

Livestream series

Student ambassadors

Discord channel

Cross-promotion on 
main SJSU channel

News

NewsCenter story

Campus leadership 
updates

Employer partnerships



New website: https://newdev.sjsu.edu/online/

https://newdev.sjsu.edu/online/


Direct Mail and Digital Outreach



Digital Outreach (con’t)

https://vimeo.com/733400551/900086737d

