
Managing  Internal  and  
External  Communica4on

Portland,	  Oregon	  	  ⃝	  	  2015	  HI-‐TEC	  Conference	  	  ⃝	  	  July	  30,	  2015	  
	  

Edgar	  E.	  Troudt	  <edgar.troudt@kbcc.cuny.edu>	  
Jessie	  Cinelli	  <jessica.cinelli@kbcc.cuny.edu>	  

CUNY	  Kingsborough	  Community	  College,	  Center	  for	  Economic	  and	  Workforce	  Development	  
	  
	  



Managing  Internal  &  External  Communica4on

What	  We’ve	  Seen	  
• Sec<on	  1:	  The	  Value	  ProposiDon	  –	  Be	  Relevant	  
	  
What	  We’ve	  Done	  
• Sec<on	  2:	  External	  MarkeDng	  
• Sec<on	  3:	  Internal	  CoordinaDon	  
• Sec<on	  4:	  Data	  Guiding	  Internal	  CommunicaDon	  
• Sec<on	  5:	  Training	  



Sec4on  1:  The  Value  Proposi4on    
-‐-‐  Be  Relevant
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The  Direct  Approach

• Here	  are	  the	  Math	  courses	  we	  offer…	  

•  Sign	  up!	  

• Are	  you	  interested?	  

• What?	  	  You’re	  not	  interested	  in	  Math?	  

• Why	  not?	  



Source:	  RadioShack	  ad	  in	  WIRED	  magazine,	  July	  2013	  



Job	  Seekers	   Employers	  

Source:	  Email	  campaign	  from	  thedailymuse.com	  



Source:	  Email	  campaign	  from	  generalassemb.ly	  



Osterwalder  9-‐Box  Business  Model

•  Customer	  Segments	  (CS):	  Who?	  
•  Apple:	  affluent	  customers,	  style	  conscious	  customers	  

•  Value	  ProposiDons	  (VP):	  Why?	  
•  Apple:	  “quality”,	  “just	  works”,	  “status	  symbol”,	  “associated	  with	  innovaDve”	  

•  Awareness	  Channels	  (CH):	  “Touch”	  
•  Apple:	  cards	  at	  Starbucks,	  	  
•  Retail:	  quality	  bags,	  frequent	  app	  updates	  

	  
Reference	  for	  9-‐Box	  Model	  Boxes:	  Osterwalder,	  A.,	  Pigneur,	  Y.,	  “Business	  
Model	  GeneraDon:	  A	  Handbook	  for	  Visionaries,	  Game	  Changers,	  and	  
Challengers”	  

	  and	  hgp://www.businessmodelgeneraDon.com/	  



Source:	  Email	  campaign	  Liaison	  Capitol	  Hill	  (An	  Affinia	  Hotel)	  



Osterwalder  9-‐Box  Business  Model

•  Customer	  Segments	  (CS):	  
•  new	  students,	  second	  career	  students,	  cerDficate	  students	  

•  Value	  ProposiDons	  (VP):	  
•  knowledge	  acquisiDon,	  job	  acquisiDon,	  moving	  “up	  the	  ladder”	  

•  Awareness	  Channels	  (CH):	  
•  arDcles/events	  of	  relevance	  

	  
Reference	  for	  9-‐Box	  Model	  Boxes:	  Osterwalder,	  A.,	  Pigneur,	  Y.,	  “Business	  
Model	  GeneraDon:	  A	  Handbook	  for	  Visionaries,	  Game	  Changers,	  and	  
Challengers”	  

	  and	  hgp://www.businessmodelgeneraDon.com/	  



Osterwalder  9-‐Box  Business  Model

•  Customer	  Segments	  (CS):	  
•  first	  generaDon	  college	  graduates	  

•  Value	  ProposiDons	  (VP):	  
•  exceeding	  my	  parent’s	  accomplishments	  and	  moving	  to	  a	  new	  economic	  bracket	  
•  going	  to	  a	  college	  that	  understands	  me	  

•  Awareness	  Channels	  (CH):	  
•  stories	  about	  people	  like	  me	  

	  
Reference	  for	  9-‐Box	  Model	  Boxes:	  Osterwalder,	  A.,	  Pigneur,	  Y.,	  “Business	  
Model	  GeneraDon:	  A	  Handbook	  for	  Visionaries,	  Game	  Changers,	  and	  
Challengers”	  

	  and	  hgp://www.businessmodelgeneraDon.com/	  



Source:	  The	  CUNY	  School	  of	  Professional	  Stuides	  via	  Pinterest	  pinterest.com/
cunysps	  (June	  2012)	  

Awareness  Channels:  Understand  Me



Market  Segmenta4on

•  Geographic:	  locaDons.	  

•  Demographic:	  personal	  characterisDcs.	  

•  Behavioral:	  knowledge	  of	  and	  antude	  toward	  a	  product,	  usage	  rate	  and	  
loyalty	  status.	  

•  Psychographic:	  personal	  acDviDes,	  opinions	  and	  interests.	  

Source:	  hgp://en.wikipedia.org/wiki/Market_segmentaDon	  



Sec4on  2:  External  Marke4ng
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• Online	  presence	  and	  social	  media	  markeDng	  

• CentralizaDon	  

External	  Marke<ng	  















.	  



hgp://cewdkbcc.com/current-‐programs/northeast-‐resiliency-‐consorDum/
community-‐health-‐worker/	  

hgp://bit.ly/1gq0Ym2	  





• Online	  presence	  and	  social	  media	  markeDng	  

• CentralizaDon	  

External	  Marke<ng	  





Why  blog?

• Central	  locaDon	  	  

•  It’s	  nice	  to	  look	  at	  

•  Flexibility	  and	  control	  	  

• Audience	  agracDon	  

•  Layers	  of	  informaDon	  
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Flexibility  and  Control

• ConDnually	  change/update	  content	  

• ReacDng	  to	  followers/responders	  

•  Requests	  for	  more	  informaDon	  	  

•  Listening	  to	  quesDons	  and	  comments	  
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Who  is  our  audience?

• ProspecDve	  parDcipants	  

•  Industry	  professionals	  

• People	  who	  didn’t	  know	  they	  were	  searching	  for	  us	  







Why  blog?

•  Central	  locaDon	  	  

•  It’s	  nice	  to	  look	  at	  

•  Flexibility	  and	  control	  	  

•  Audience	  agracDon	  

•  Layers	  of	  informaDon	  

•  Mimic	  Ning.com	  for	  CEWD	  employees	  
	  





Content  Calendar



Importance  of  Quality  Control

• @ChryslerAutos:	  "I	  find	  it	  ironic	  that	  Detroit	  is	  known	  as	  the	  
#motorcity	  and	  yet	  no	  one	  here	  knows	  how	  to	  f**king	  drive”	  

•  Source:	  
hgp://mashable.com/2011/03/09/chrysler-‐drops-‐the-‐f-‐bomb-‐on-‐
twiger/	  

• Red	  Cross:	  hgp://mashable.com/2011/02/16/red-‐cross-‐tweet/	  



Sec4on  3:  Internal  Coordina4on
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Sec4on  4:  Data  Guiding  
Internal  Communica4on
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DOTS:  Dynamic  Outcomes  Tracking  System

• Developed	  internal	  tracking	  database	  for	  TAACCCT	  grants.	  

• Round	  1:	  CUNY	  CareerPATH	  (Kingsborough	  CC,	  NY).	  

• Round	  3:	  Northeast	  Resiliency	  ConsorDum	  (Passaic	  CC,	  NJ).	  

•  1	  database,	  all	  parDcipants	  consorDum	  wide.	  



DOTS:  Data  Tracked

• ParDcipant	  Demographics	  

• Course/Program	  Enrollment	  and	  Exit	  Dates	  

• CredenDals/CerDficates	  Earned	  

•  Internships	  and	  Employment	  Outcomes	  



	  
Common	  progress	  
measures	  idenDfied.	  
	  
AcDviDes	  and	  services	  
recorded.	  
	  
Case	  notes.	  

DOTS:    
Progress  Measures





DOTS:  Management  Advantages

•  “Apples	  to	  apples”	  comparisons.	  

• Developing	  consorDum-‐wide	  data	  sheets.	  

• Request	  wage	  record	  data	  from	  the	  state	  as	  an	  aggregate.	  

• Centralized	  quality	  control.	  



Data	  
CollecDon	  

Data	  
Entry	  

Data	  
Quality	  
Control	  

Submit	  
Data	  

Review	  

•  Missing	  Data	  
•  Consistent	  Meaning	  
•  Plausible	  Values	  



DOTS:  Security  and  Reten4on

• Prevents	  partners	  from	  using	  non-‐secure	  local	  storage	  methods.	  

•  Lead	  College	  accesses	  all	  data.	  

• Partner	  College	  access	  own	  data.	  
	  
• Account	  access	  reports	  sent	  to	  lead	  college.	  

• Allows	  compliance	  with	  Department	  of	  Labor	  data	  retenDon	  TEGL.	  



DOTS:  PII
	  

Random	  ID	  used	  for	  email	  
discussions	  



Sec4on  5:  Training
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Making  Training  Sustainable

•  Face-‐to-‐face	  training	  comes	  first.	  
• Costly,	  need	  to	  transiDon	  to	  a	  sustainable	  model.	  

•  TAACCCT	  DOTS:	  	  
•  Training	  transiDoned	  to	  recorded	  webinars	  and	  a	  “data	  dicDonary”.	  
•  Allows	  for	  replicaDon	  of	  database.	  
•  Gives	  evaluators	  a	  starDng	  point	  for	  designing	  studies.	  



Making  Training  Sustainable

• NSF	  ATE	  STEM	  Entrepreneurship	  Grant:	  
•  Annual	  face-‐to-‐face	  training	  à	  video	  training.	  
•  AcDve	  learning	  taught	  via	  acDve	  learning.	  
•  Serves	  as	  model	  for	  instructor	  and	  resource	  for	  students.	  



Student  Entrepreneurs  Series*

Business	  
•  What	  addiDonal	  businesses	  would	  you	  create	  in	  this	  space?	  
•  Who	  is	  the	  likely	  market	  for	  the	  ideas	  expressed	  in	  the	  video?	  
•  Where	  would	  you	  go	  to	  determine	  their	  interests	  and	  to	  validate	  your	  idea?	  
	  
Interpersonal	  
•  Was	  the	  brainstorming	  session	  conducted	  well?	  	  	  
•  Was	  it	  construcDve	  to	  put	  forth	  ideas	  that	  were	  eventually	  eliminated?	  	  	  
•  Was	  everyone’s	  opinion	  respected	  and	  given	  adequate	  consideraDon?	  
•  How	  did	  the	  different	  strengths	  of	  the	  students	  play	  into	  the	  decision	  making	  process?	  
	  
*Supported	  by	  the	  NaDonal	  Science	  FoundaDon	  under	  grant	  number	  DUE-‐1205031.	  	  Views	  expressed	  are	  those	  of	  the	  invesDgators	  and	  do	  not	  
necessarily	  reflect	  those	  of	  the	  NSF.	  
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